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Featuring 

Microsoft* 

Visual  Basic 

for  Applications 


Your  business  isn’t  like  any  other. 

Why  should  your  business  software  be? 

When  it  comes  to  competing  in  business,  it’s  important  to  stand  out  from  the  crowd. 
That’s  why  forward-thinking  companies  choose  knowledge  management,  business 
intelligence,  and  data  warehousing  applications  that  include  Microsoft®  Visual  Basic® 
for  Applications  (VBA).  VBA-enabled  applications  empower  you  to  customize  and 
extend  software  functionality  to  meet  the  demanding  needs  of  an  ever-changing 
business  environment.  So  your  applications  can  help  you  manage  your  organization 
more  efficiently  and  effectively  than  ever— now  and  into  the  future. 

Look  for  VBA-enabled  software  from  these  market-leading  vendors,  and  ride  the 
competitive  wave  of  success. 
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Fora  complete  list  of  Visual  Basic  for  Applications- enabled  software,  go  to: 

http://msdn.microsoft.com/vba/ 
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CONTENT  SECURITY. 

THE  GOOD.  THE  BAD.  AND  THE  UGLY. 

“ Businesses  lost  $7.6  billion  in  enterprise  system 
attacks  the  first  six  months  of  last  year  alone.”'  ( Without 
counting,  hundreds  of  millions  in  lost  productivity.) 

Your  enterprise  has  to  be  connected  on  a  global 
scale  to  compete  in  today’s  business  environment.  Every 


companies  are  liable  and  responsible  for  inappropriate 
e-mail  communications  between  employees,  regardless 
of  whether  or  not  the  company  was  aware  of  the 
communication. 

And  improper  use  of  e-mail  privileges  not  only 
leaves  you  vulnerable  to  lawsuits,  it  exposes  you  to  loss 
of  confidential,  proprietary  information.  For  example, 


tp 

,  ugl 

i  on 
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day  there  are  headlines  warning  about  your  vulnerability 
to  internal  or  external  attacks. 

Content  Security  is  forcing 
corporations  to  examine  privacy, 
confidentiality,  and  safety  issues  to 
their  very  core.  Todays  unregulated 
online  territory  exposes  enterprises 
to  disastrous,  malicious  possibilities 
that  threaten  your  ability  to  conduct 
business  and  potentially  could  shut 
your  organization  down. 

But  don’t  panic. 

By  implementing  a  strategic 
policy  to  assess  and  manage  your 
security  risks,  you  can  successfully 
protect  your  networks  from  attacks, 
exposure  to  liability,  security  leaks,  and  even  revitalize 
employee  productivity. 

DID  YOU  HEAR  THE  E-MAIL  JOKE  ABOUT  THE  GUY 
WHO  COST  THE  COMPANY  MILLIONS? 

The  one  about  the  tasteless  joke  some  clown 
thought  was  funny.  It  wound  up  in  an  e-mail  box  that 
resulted  in  a  $2.2  million  sexual  harassment  lawsuit. 

The  fact  is,  last  year  the  Supreme  Court  ruled 


employees  who  inadvertently  send  sensitive  corporate  d 


trade  secrets  and  strategic  documents  like  salaries  or 
financial  plans. 

By  scanning  e-mail  usage,  you  can  monitor 
suspicious  content  and  reduce  e-mail  volume,  thereby 
boosting  bandwidth. 

SOME  TEENAGERS  HAVE  AN  EASIER  TIME 
WRITING  MALICIOUS  CODE  THAN  GETTING  DATES. 

Some  can  be  mischief-making  15-year-olds  writing 


Symantec  and  the  Symantec  logo  are  U.S.  registered  trademarks  of  Symantec  Corporation.  ©  2000  Symantec  Corporation.  All  rights  reserved.’CSI/FBI  study. 


malicious  code.  On  the  other  hand,  there  are  real 
ugly  enemies  out  there. 

Rogue  employees  and  virtual  terrorists  bent 
on  stealing  company  secrets,  spreading  malicious 
viruses,  crashing  servers,  and  potentially  causing 
economic  chaos. 

If  someone  hates  you,  without  intrusion 
detection  they  can  electronically  paralyze  your  site, 


perform  industrial  terrorism,  and  even  hold  your 
business  for  ransom. 

WHO  KNOWS  WHAT  EVIL  LURKS 
IN  THE  OFFICE  NEXT  DOOR? 

Take  the  guy  down  the  hall  who  looks  like  he’s 
working  while  he  downloads  inappropriate 
content  or  trades  stocks,  follows  auctions, 
shops,  posts  resumes,  surfs  for  hours,  or  catches 


J  Call  us  today  at  8  0  0-745-6  0  54, 
ext.  9TT2,  or  visit  www.symantec.com/enterprise-security 

for  more  information  or  to  speak  to  a  sales  representative  now. 


the  streaming  videos  of  sports  highlights. 

Perhaps  a  good  employee,  but  an  unwitting  threat 
to  your  organization.  For  as  he’s  accessing  inappropriate 
sites,  he’s  also  unintentionally  exposing  the  enterprise 
to  malicious  code,  software  incompatibilities,  and 
potential  liabilities. 

This  misuse  of  Internet  privileges  has  significant 
real  costs.  It  drains  bandwidth  and  company  resources. 

In  just  one  month,  non-work 
hours  spent  on  the  Internet 
can  cost  a  corporation  hundreds 
of  thousands  of  dollars  in  lost 
productivity. 

At  Symantec,  we’re  in  a 
position  to  help  you  deal  with 
these  challenges. 

We  provide  a  multi-tier 
protection  program  that  begins 
with  risk  assessment,  a  program 
that  helps  you  monitor  and  manage 
all  Internet  content  that  flows 
through  your  enterprise.  Symantec 
Content  Security  solutions  deliver 
technologies  for  scanning  Internet  and  e-mail  content, 
and  screening  viruses  and  malicious  code  intrusions. 

So  please  log  on  to  www.symantec.com/enterprise- 
security  or  call  800-745-6054,  ext.  9TT2,  for  more 
comprehensive  solutions  to  your  Content  Security  issues. 


O  2000  Lucent  Technologies 


The  Cajun  P330™ 
is  a  10/100/1000 
Ethernet  switching 
system  (stack  up 
to  10,  scale  up  to 
640  ports). 


Can-Do! 

stackable 
switching  system 


the  Cajun  P330  can  do  everything  a  modular  switch 

does. ..and  can  do  it  at  half  the  price! 

Lucent's  Cajun  P330™  can  do  multi-service 
applications  (right  out  of  the  box). 

Resilient  like  a  modular  switch  (without 
the  big  price  tag),  it  grows  right  along 
with  your  business.  So  the  more  you 
need  it  to  do,  the  more  it  can-do!  What's 
more,  it's  easy  to  get  running  (and  it 
keeps  running)  without  a  big  to-do.  Go  to 
www.lucent.com/ins/can-do  (info-central 
for  special  promotions)  to  see  how  the 
Cajun  P330  stacks  up.  It's  the  stackable 
that  can-do!  it  all. 

We  make  the  things  that 
make  communications  work.” 
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88 

Our  fourth  annual  guide  to  excellence  on  the  Net. 

By  Megan  Santosus 

50/50  Index 

This  year’s  50  Internet  and  50  intranet  winners 
alphabetized  and  indexed. 

92 

Net  Gains 

98 

OVERVIEW  This  year’s  crop  of  winners  in  both  the 
Internet  and  intranet  categories  are  making  waves 
with  customers,  partners  and  industry  watchers. 


By  Tim  Horgan,  Lew  McCreary  and  Polly  Schneider 

Politics  as  Unusual  114 

NONPROFIT  The  Internet’s  founders  imagined  that  it 
would  create  an  informed,  involved  citizenry.  This  site  is 
trying  to  deliver  on  that  promise. 

By  Rebecca  Lynch 


Buddy  for  the  Long  Haul  122 

BUSINESS  TO  CONSUMER  Truckers  log  some  lonely 
time  on  the  road.  But  with  this  portal,  drivers  get  news, 
weather,  mail  and  most  importantly,  a  community. 

By  Susannah  Patton 


Cover  photos  clockwise  from 
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and  David  Fields. 
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Power  Move  128 

BUSINESS  TO  BUSINESS  Energy,  whether  it’s  gas,  oil  or 
electricity,  is  just  another  commodity,  and  here  are  two 
companies  that  have  figured  out  how  to  sell  it  on  the  Web. 
By  Karen  D.  Schwartz 

Channel  Surfing  138 

SMALL  COMPANY  Time  drags  as  you  wait  for  your  customer 
service  rep  to  get  back  to  you.  But  this  intranet  does  order 
tracking,  inventory  management  and  shipping  on  your  time, 
and  that’s  real-time. 

By  Karen  D.  Schwartz 

Gorilla  in  Our  Midst  144 

STARTUP  The  information  revolution  has  produced  an  army 
of  untethered  workers  and  freelancers.  This  Web-based  service 
gives  each  one  a  virtual  accounting  department  that  goes 
wherever  they  do. 

By  Charles  T.  Clark 

The  Winners  150 

EXECUTIVE  SUMMARIES  Capsule  profiles  of  all  the 
winners. 

MORE  ►  ►  ► 


6 


CIO 


JULY  1,  2000  •  www.cio.com 


(gT  What's  Retried 


gazine 


welcome 


Search  by: 

|  all  channels  " 

and  keyword: 


Let  s  Get  Started! 
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Millennium 


Y2K  Bouquet 

Ring  in  the  new  year 
millennium  with  our 
commemorative  Y2K 
bouquet!  $49.99- 
$69.99 


Your  Account 


buy  now  Q 
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sale 

SO%  OFF 


Everyday  Celebrations 

Anniversary 

Birthday 


Millennium  Ornament 

Add  some  sparkle  to 
your  New  Year's 
celebration  with  our 
keepsake,  beaded 
Millennium  Ornament. 
$24.99 


buy  now  Q 
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1  -800-FLOWERS.COM  is  one  of  the  world's  lead¬ 
ing  and  fastest  growing  online  retailers.  With  a 
complex  network  of  thousands  of  florists  world¬ 
wide  offering  over  7,500  products  —  reliability, 
speed,  and  efficiency  are  crucial. 

Unicenter  TNG®  monitors  and  manages 
1-800-FLOWERS.COM’s  worldwide  infrastructure 
and  support  systems,  enabling  them  to  fulfill 
online  orders 
with  subsecond 
response  times 
to  over  eight 
million  customers.  To  help  ensure  the  reliability  of 
1-800-FLOWERS.C0M,  Unicenter  TNG  proactively 
detects  and  corrects  problems  before  they  impact 


1-800-flowerslcom 


performance.  From  the  front-end  website  to  the  underlying  network  infrastructure,  Unicenter  TNG 
provides  the  most  complete,  end-to-end  eBusiness  management  solution  available. 

Join  1-800-FL0WERS.C0M,  and  wake  up  and  smell  the  roses.  It's  time  to  reap  the 
rewards  of  eBusiness  with  UnicenterTNG.  For  more  information,  visit  us  at 
internetsolutions.cai.com. 
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Software  superior  by  design. 


Unicenter  TNG 
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If  your  service  people  can  easily  access  comprehensive, 

up-to-the-minute  customer  profiles,  customers  won’t  have  to  repeat 
the  same  information  to  three  or  four  people  ever  again.  Call  center  solutions. 

It’s  just  part  of  what  you  get  when  you  combine  IBM’s  leadership  in  e-business  solutions 
with  Siebel’s  leadership  in  e-customer  relationship  applications. 
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USER  RELATIONS  Your  job  is  clear:  Give  your  users  what 
they  need.  Here’s  how  four  CIOs  are  doing  just  that. 

By  Lauren  Gibbons  Paul 

Uncarted  Territory  188 

INTEGRATION  If  your  site  is  strewn  with  abandoned  shop¬ 
ping  carts,  equipping  your  call  center  to  handle  e-mail  and 
online  chat  can  help.  Of  course,  that’s  easier  said  than  done. 
By  Derek  Slater 

Lemon  Aid  I98 

CASE  FILES:  E-BUSINESS  MODELS  By  providing  detailed 
vehicle  history  reports,  Carfax  hopes  its  website  strikes  a 
chord  with  used-car  buyers. 

By  Heather  Harreld 


Scott  Abbey,  CIO  of  Paine  Webber  204 


‘  Whenever  possible, 
dont  give  people  the 
opportunity  to  type 

-Lloyd  Linnell,  CTO,  Stream  International  188 


Wall  Street  Rush  Hour  204 

INDUSTRY  CLOSE-UP:  FINANCIAL  SERVICES  After  surviving 
a  $5  billion  Y2K  remediation,  stock  exchanges  are  gearing 
up  for  the  next  big  things:  decimals  and  real-time  processing. 
By  Matt  Villano 

Living  on  the  Fault  Line  218 

BOOK  EXCERPT  Fortune  500  companies  precariously 
perched  on  the  fault  line  of  the  Internet  Age  will  either  learn 
to  balance  on  the  shifting  landscape  or  be  crushed. 

By  Geoffrey  A.  Moore 

MORE  ►  ►  ► 
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mierojysterm 
We're  the  dot 


Get  this  IDC  written 
white  paper  FREE! 


Call  CORIO  at  877.267.4627 
or  visit  www.corio.com 


Time  to  market  was  critical  for 
MadeToOrder.com.  In  order  to  get 
their  net  market  up  and  running 
reliably  and  quickly,  they  use 
Corio  eMarket.  Corio  eMarket  is  a 
hosted  net  market.  No  worries 
about  the  applications,  tools,  and 
technologies.  For  a  monthly  fee, 
Corio  will  build  and  manage  your 
net  market.  Corio  hosts  leading 
applications  covering  e-commerce, 
customer  relationship  management, 
and  ERP. 


build  our  B2B  marketplace? 

hired  Corio. 


<E>  2000  Corio,  Inc.  All  rights  reserved.  All  other  company  and  product  names  are  trademarks  of  their  respective  owners 


'  ] 

■  :  ■■ 

C 

Pi 

a 

a 

I 

The  Quantum®  Snap  Server  is  the  ideal  solution  for  upgrading  your  network  storage.  It 
offers  the  perfect  combination  of  quick  and  easy  installation  at  prices  far  below  what 
you  would  pay  for  a  traditional  NT  server.  It’s  pre-configured  to  work  in  all  major 
network  environments,  which  means  you  really  just  plug  it  in  and  turn  it  on  -  with 
no  network  downtime.  In  fact,  the  Snap  Server  is  so  hassle-free,  it  installs  in  less  than 
5  minutes!  Simply  call  1-888-343-SNAP  or  visit  our  website  at  www.snapserver.com 
for  more  information. 
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©2000  Quantum  Corporation.  All  rights  reserved.  Quantum  and  the  Quantum  logo  are  trademarks  of  Quantum  Corporation,  registered  in  the  U.S.A.  and  other  countries. 
Snap  Server  is  a  trademark  of  Quantum  Corporation.  All  other  product  names  are  trademarks  of  their  respective  companies. 


Performance  Pentium-class  processor  with 

•  Quantum®  Ultra  ATA  hard  disk  drives 

•  RAID  0,1  or  5 

•  Unlimited  license,  easily  supports  100  clients 


Compatibility  Simultaneous  support  for  Windows  95/98 
2000,  NT,  NetWare,  UNIX  and  Macintosh  networks 
and  clients  across  TCP/IP,  IPX,  NetBEUI  and  AppleTalk 


Network  Security  integrates 
with  NT  Domain  Controller  and 
NetWare  Bindery  servers  or  local 
user  list 


Guarantee  Unconditional 
30-day  money-back  guarantee 
on  all  Snap  Servers,  plus  3-year 
parts  &  labor 


Price 

10GB -$499 
20GB  -  $999 

40GB  -  $1799 
120GB  -  $2999 


Snap! 


server 


www.snapserver.com 
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Finally,  a  server  that  not  only  fits  your  company's  needs,  but  also  fits  in  your 
company.  The  New  Dell™  PowerEdge™  2450  with  its  ultrathin  211  form  factor  allows 
up  to  21  servers  and  42  processors  in  a  42U  Dell  rack.  But  don't  let  its  size  fool  you. 
Like  Dell's  complete  line  of  servers,  it  packs  a  lot  of  power.  With  dual  Intel®  Pentium®  III 
processor  capability  at  up  to  733MHz  and  133MHz  Front  Side  Bus,  the  PowerEdge  2450 
will  give  your  company  all  the  computing  power  (and  elbowroom)  it  needs. 


DELL™  SERVERS: 


DELL™  POWEREDGE™  1300 


Affordable  Entry  Level  Server 

■  Intel®  Pentium®  III  Processor  at  600MHz  (up  to  800MHz) 

■  Dual  Processor/RAID  Capable 

■  64MB  100MHz  ECC  SDRAM  (up  to  1GB) 

■  9GB5  7200  RPM  Ultra-2/LVD  SCSI  HD  (up  to  36GB5) 

■  108GB  Internal  Storage  Capacity 

■  NIC  &  Integrated  SCSI  Controllers; 

40X  Max  CD-ROM 

■  Dell™  OpenManage™  Server  Management  Solutions 

■  3-Yr  NBD  On-site  Service3;  7x24  Phone  Support 


DELL™  POWEREDGE™  2450 


NEW  —  Ultra-Slim  (2U)  Rack-Optimized  Server 

■  Intel®  Pentium®  III  Processor  at  600MHz  (up  to  733MHz) 

■  Dual  Processor  Capable 

■  128MB  133MHz  ECC  SDRAM  (up  to  2GB) 

■  9GB5 10K  RPM  Ultra3  SCSI  HD  (up  to  18GB5 10K) 

■  Up  to  91GB  Hot-swappable  Internal 
Storage  Capacity 

■  Integrated  NIC/SCSI  Controllers;  24X  Max  CD-ROM 

■  Dell™  OpenManage™  Server  Management  Solutions 

■  3-Yr  NBD  On-site  Service3;  7x24  Phone  Support 
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Jj  |  ^MM  ~  11190-290615 
BUSINESS  LEASE:  $44/MO.,48  MOS." 

■  Small  Business  Upgrade  Bundle,  add  $1897 

■  Second  Intel®  Pentium®  III  Processor  at  600MHz, 
add  $599 


DELL™  POWEREDGE™  2450 


0700  e-valuecode 

T)  g  MM  11190-290637 

BUSINESS  LEASE:  $105/MO.,48  MOS.” 

■  Single-channel  RAID  with  64MB  Cache,  add  $299 

■  Microsoft®  Windows®  2000  Server,  add  $799 


DELL™  POWEREDGE™  4400 


NEW  —  Ultra-Slim  (2U)  Rack-Optimized  Server 

■  Intel®  Pentium®  III  Processor  at  600MHz  (up  to  733MHz) 

■  Dual  Processor  Capable 

■  128MB  133MHz  ECC  SDRAM  (up  to  2GB) 

■  9GB5 10K  RPM  Ultra3  SCSI  HD  (up  to  18GB5 10K) 

■  Up  to  91GB  Hot-swappable  Internal 
Storage  Capacity 

■  Embedded  Single-channel  RAID  with 
64MB  Cache 

■  Redundant  Hot-swappable  Power  Supplies 

■  Integrated  NIC/SCSI  Controllers;  24X  Max  CD-ROM 

■  Dell™  OpenManage™  Server  Management  Solutions 

d*  A  O  ^  E-VALUE  CODE 

11190-290642 

BUSINESS  LEASE:  $1 17/MO., 48  MOS.” 

■  Red  Hat®  Linux™  6.2,  add  $149 


NEW  —  Departmental  Server 

■  Intel®  Pentium®  III  Xeon™  Processor  at  733MHz 
(up  to  866MHz) 

■  Dual  Processor/RAID  Capable 

■  128MB  133MHz  ECC  SDRAM  (up  to  4GB) 

■  9GB5  7200  RPM  Ultra-2/LVD  SCSI  HD  (up  to  36GB5) 

■  Up  to  252GB  Hot-swappable  Internal 
Storage  Capacity 

■  Integrated  NIC/SCSI  Controllers;  40X  Max  CD-ROM 

■  Dell™  OpenManage™  Server  Management  Solutions 

■  1-Yr  DirectLine®  Network  Operating 
System  Support 

<t  A  700  e-valuecode 

J)  g  MM  ^  ~  11190-290647 
BUSINESS  LEASE:  $132/MO.,48  MOS.” 

■  Redundant  Hot-swappable  Power  Supplies,  add  $400 

■  Dual-channel  RAID  with  64MB  Cache,  add  $899 
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Opinion  Online 

Geoffrey  Moore  on  Corporate  Survival 

ASK  THE  AUTHOR  Geoffrey  Moore,  author  of 
Living  on  the  Fault  Line:  Managing  Shareholder 
Value  in  the  Age  of  the  Internet  (excerpted  on 
page  218  in  this  issue)  will  be  in  the  CIO  Reading 
Room  until  July  31  to  answer  your  questions 
about  how  old  companies  can  survive  in  the 
new  economy. 
www.cio.com/books 

Should  You  Split  Your  IS  Department  in  Two? 

SOUND  OFF  CIOs  are  splitting  their  IS  departments 
into  two  groups:  one  to  focus  on  legacy  systems 
and  the  other  to  work  on  the  website.  Sounds 
good,  but  such  a  split  can  result  in  morale  problems. 
Are  the  rewards  worth  the  risks?  Read 
Senior  Web  Editor  Martha  Heller’s  column 
and  join  the  debate. 
comment,  cio.com 

Marty  McCaffrey  on  Offshore  Outsourcing 

ASK  THE  EXPERT  From  July  1  to  July  15,  Marty 
McCaffrey,  founder  and  executive  director  of 
Software  Outsourcing  Research,  will  answer  your 
questions  about  the  pros,  cons  and  logistics  of 
offshore  outsourcing. 
www.  cio.  com! Cl  O! expert 

And  Don’t  Miss 

CIO  Wanted 

Our  executive-level  IT  job  board  may  have  just  what 
you’re  looking  for.  jobs.cio.com 


Online  Archives 

More  than  five  years  of  CIO  are 
online  now,  searchable  by  date, 
keyword,  category  or  title. 
www.  cio.  com! archive 


“You  do  not  need  an 
MBA  to  become  a  CIO. 
You  need  a  proven 
track  record  and 
a  very  thick  skin.” 

-A  reader  in  the  CIO  Connection, 
CIO’s  discussion  forum. 
discuss.cio.com 


^WNTH 

THE  ABCs  of  ASPs 
Application  service  pro¬ 
viders,  the  experts  say,  will 
fundamentally  change  the 
way  you  do  business.  While 
the  ability  to  rent  applica¬ 
tions  rather  than  maintain 
them  in-house  might  have 
bottom-line  benefits,  the 
ASP  model  is  new  and  un¬ 
proven.  Before  you  enter  into 
an  agreement  with  an  ASP, 
read  our  special  report  to 
learn  about  changes  in  the 
ASP  market,  the  advantage 
of  renting  applications  over 
buying  or  building  them  and 
how  to  manage  service 
relationships. 
www.cio.com/forums/asp 
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When  you  absolutely  have  to  have  a  B+B  site  engineered  to  perfection, 
or  you've  been  thinking  about  outsourcing  part  of  your  application 
development  or  maintenance. ..or,  you  simply  need  to  augment 
your  staff—  call  us. 

As  a  SEI-CMM  Level  5  company,  Satyam  is  the  better  way. 

Delivering  tomorrow's  IT  solutions  today 

Call  800.4  5  0.7605  or  visit  our  website  at  www.satyam.com 


Satyam 


The  Internet  caused  the  problem.  It’s  only 


myCIO.com  is  the  world’s  first 
infrastructure  application  service 
provider.  Rough  translation,  it 
fights  Internet-related  security 
problems  via  the  Internet.  9  It 
gives  your  e-business  managed 
protection  24  hours  a  day,  7  days  a 
week.  Protecting  from  threats  both 
inside  and  out.  Anti-virus,  security 
audits,  firewalls,  VPN,  anything  you 
need.  9  Cutting-edge  products  like 
McAfee,  CyberCop,  Gauntlet  and 
PGP  are  customized  to  your  com¬ 
pany’s  exact  needs,  then  managed 
remotely.  9  Need  another  reason 
to  believe?  myCIO.com  is  brought 
to  you  by  Network  Associates, 
the  world’s  number  one  supplier 
of  Internet  security  software.  9 
Visit  myCIO.com  for  a  free  trial. 
You’ll  see. 

©2000  Networks  Associates  Technology,  Inc.  All  Rights  Reserved.  McAlee,  PGP, 
CyberCop  and  Gauntlet  are  registered  trademarks  of  Network  Associates.  Inc. 
and/or  its  affiliated  companies  in  the  US  and/or  other  countries.  All  other 
trademarks  in  this  document  are  the  sole  property  of  their  respective  owners. 

myCIO.com 

Your  Chief  Internet  Officer 


fitting  it  should  also  provide  the  solution. 


From  the  Editor 

lundberg@cio.com 


Perpetual 

Motion 


The  CIO  Web  Business  50/50  awards,  like  the  state  of  online 
business  itself,  haven’t  stood  still  since  we  created  them  three 
years  ago.  We  launched  them  as  the  WebMaster  50/50  in 
1997  to  honor  50  leading  Internet  sites  and  50  intranets.  In 
’98,  WebMaster  magazine  morphed  into  CIO  Web  Business 
(a  second  section  to  CIO),  and  the  awards  went  along  for 
the  ride.  This  year,  with  the  lines  between  Web  business  and 
any  other  business  getting  harder  to  distinguish,  we  rede¬ 
signed  CIO  and  brought  the  awards  into  the  main  book. 

So  what’s  next?  Well,  for  starters,  as  CIO  Editorial  Direc¬ 
tor  Lew  McCreary  points  out  in  “Net  Gains”  on  Page  98, 
it’s  not  so  easy  to  tell  an  Internet  site  from  an  intranet  any¬ 
more.  “Many  sites  now  draw  on  widely  diverse  pools  of  data 
and  serve  the  varied  interests  of  multiple  segments”  through 
one  Web  infrastructure.  In  all  likelihood,  next  year  we’ll  just 
do  the  math  and  run  the  Web  Business  100. 

McCreary  also  notes  that  this  year’s  advances  have  tended 
to  be  “measured  and  incremental.”  But  we  see  a  maturing 
taking  place  that  presages  some  big  leaps  in  the  year  ahead. 
We’ll  see  more  Web  functionality  in  business  and  more  busi¬ 
ness  functionality  in  websites,  a  real  blending  of  technology 
and  services,  and  the  spanning  of  value  chains  and  market- 
spaces  in  just  about  every  sector  of  the  economy. 

In  order  to  give  these  exciting  developments  a  chance  to 


unfold  (and  to  get  them  further  away  from  the  CIO- 100  in 
August),  we’ll  move  next  year’s  Web  Business  awards  to  the 
end  of  the  year.  The  bad  news  is  you’ll  have  to  wait  longer  to 
read  about  the  next  generation  of  Web  initiatives.  The  good 
news  is  you’ve  got  five  extra  months  to  get  ready  to  apply! 

With  all  the  changes  these  awards  have  gone  through,  there 
has  been  one  really  important  element  of  consistency,  and  that’s 
the  people  who  judge  the  applicants  and  put  together  the  issue. 
McCreary  and  Tim  Horgan,  general  manager  of  CIO.com, 
have  judged  the  intranets  each  year.  Art  Jahnke,  editorial  direc¬ 
tor  for  CIO.com,  and  Senior  Editor  Megan  Santosus  have  been 
involved  in  judging  the  Internet  sites  from  the  start. 

Dagmar  Eiben,  Web  operations  manager,  deserves  an  hon¬ 
orary  50/50  for  her  work  in  building  and  enhancing  our  judg¬ 
ing  site.  Polly  Schneider  led  the  project  before  leaving  to  join 
our  sister  publication,  The  Industry  Standard.  Kaajal  Asher, 
Hana  Barker,  Kelli  Botta,  Kathleen  Carr,  Owen  Edwards,  Lisa 
Kerber,  Katherine  Noyes,  Susannah  Patton,  Sarah  Scalet  and 
Tom  Wailgum  all  participated  in  judging  the  applicants,  man¬ 
aging  the  process  or  creating  the  issue. 

Finally,  special  thanks  to  Santosus,  who  took  over  the  coor¬ 
dination  of  this  project  midstream.  Her  experience  and  per¬ 
spective  proved  invaluable. 
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It’s  3  minutes 


You  may  have 
noticed  the  heat 


By  now,  your  e-business  strategy  should  be  in  place.  Your  e-business  initiatives  should 
be  returning  tangible  value  within  90  days.  But  if  you’re  like  most  Global  1000  companies, 
you  have  lots  of  initiatives  and  little  to  show  for  them.  With  opportunity  expanding 
fast  and  competitors  cranking  up  the  heat,  you  can’t  afford  to  get  bogged  down  in 
traditional  planning  exercises  and  piecemeal  solutions.  AppNet  is  the  force  propelling 
forward-looking  companies  in  this  super-heated  environment.  We  know  how  to  get  you  the 
value  you  need  now  through  our  unique,  end-to-end  e-business  services  offering.  And 
we’ll  keep  the  value  rolling  out  as  the  complexity  of  your  e-business  evolves.  Tap  into  the 
energy  source  at  the  heart  of  the  e-business  explosion.  Call  toll  free  at  1-877-581-2400. 


www.  appnet.  com/heat 


the  power  of  e-business 
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It’s  one  Net.  Dive  in. 


You  can’t  conquer  the  world  of  eBusiness  being  a  lonely  fish  in  an  isolated  pond.  You  need  the  freedom  to 
connect.  So  your  employees,  partners,  suppliers  and  customers  can  work  together.  And  all  their  different 
operating  systems,  intranets,  extranets  and  the  Internet,  can  work  as  one  Net.  Securely  and  reliably.  That’s  the 
strength  of  Novell’s  Net  services  software.  It  lets  existing  technology  work  together.  And  gives  you  the  power 
to  change  your  eBusiness  as  fast  as  the  Net  economy.  So  dive  in  at  www.novell.com 

Novell 

the  power  to  change  • 


©  Copyright  2000  Novell,  Inc.  All  rights  reserved.  Novell  is  o  registered  trademark  and  the  power  to  change  is  a  trademark  of  Novell,  Inc.,  in  the  United  States  and  other  countries. 
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TRIBAL  BUSINESS 

Doug  Barker's  Difference  Engine  article  [“Turning  Green,”  CIO,  April  1,  2000]  brought  to 
mind  exactly  how  a  Native  American  tribe’s  organization  and  government  is  supposed  to 
work— focusing  on  the  future  and  the  Seventh  Generation  and  the  effects  of  today’s  deci¬ 
sions  on  them. 

Tribal  organizations  are  businesses,  and  businesses  are  tribal  organizations.  A  tribe 
also  shows  that  American  Indians  are  both  able  to  do  business  and  that  businesses  are 
part  of  the  communities  they  are  in.  Still  unrecognized,  though,  seems  to  be  the  idea  that 
business  and  communities  in  general  have  something  to  learn  from  tribal  organizations. 

For  the  sake  of  the  Seventh  Generation,  it  is  time  to  start. 

Mark  Lewis  (Pajaspuypayem  people) 


Although  I  currently  work  in  soft¬ 
ware,  I  was  the  vice  president  of 
research  and  development  at  First 
Union  National  Bank  Capital  Markets 
Division  from  1995  to  1999;  that  was 
the  high-tech  (or  Wall  Street)  side  of  the 
bank.  I  know  how  arrogant  this  sounds, 
but  what  struck  me  is  just  how  much 
better  we  engineered  systems  support 
for  ourselves  compared  with  the  way 
your  article  says  BofA  does  things. 


ARPANET  LESSON 

In  “These  Are  the  Days  to  Remember” 
[CIO,  Dec.  15, 1999/Jan.  1, 2000],  you 
wrote:  “War  does  funny  things  some¬ 
times.  We  have  the  Internet — a  redun¬ 
dant  network  of  independent  comput¬ 
ers — because  the  federal  government 
wanted  to  ensure  communications  even 
if  one  particular  computer  was  wiped 
out  by  an  atomic  bomb.  It  started  as  the 
DARPAnet,  a  Department  of  Defense 
project,  and  today  it’s  bolstering  the 
global  economy  as  never  before.  And 
since  countries  tend  not  to  bomb  their 
trading  partners,  this  offshoot  of  war  is 
a  big  contributor  to  peace. 

“The  dawn  of  the  Internet  seemed  a 
good  place  then  to  start  a  time  line  of 
three  of  the  most  amazing  decades  the 
world  has  ever  seen.” 

This  statement  is  wrong  in  two 
respects:  The  network  was  called 
ARPAnet  not  DARPAnet,  and  it  was 
not  designed  to  deal  with  nuclear 
attacks.  It  was  designed  to  provide  sup¬ 
port  for  resource  sharing  of  networked 
computers.  The  successor  program,  the 
Internet,  did  have  as  one  of  its  objec¬ 
tives  the  reconstitution  of  a  networked 
command-and-control  system.  Your 
confusion  stems  from  work  done  at 


RAND  in  the  early  1960s  on  a  sys¬ 
tem  to  reconstitute  the  voice  com¬ 
mand-and-control  system  through 
the  use  of  a  technique  now  known 
as  packet  switching. 

ARPAnet  used  the  same  tech¬ 
nology,  but  the  people  who  started 
the  project,  Bob  Taylor  and  Char¬ 
lie  Hertzfeld  (respectively  the 
director  of  the  Information  Pro¬ 
cessing  Techniques  Office  and  the 
Director  of  ARPA),  were  motivated  by 
the  resource  sharing  question.  The  suc¬ 
cessor  to  the  ARPAnet,  the  Internet,  did 
have  as  one  objective,  the  ability  to 
reconstitute  a  computer-based  com¬ 
mand-and-control  system  in  the  event 
of  a  nuclear  attack.  Bob  Kahn  started 
the  Interneting  program  in  1973  shortly 
after  his  arrival  at  ARPA,  and  we  both 
worked  on  the  design  of  the  Internet 
during  1973,  publishing  a  paper  that 
described  the  protocols  and  architec¬ 
ture,  in  May  1974. 

Vint  Cerf 

HELPFUL  COMMENTS 

After  reading  about  Bank  of  America’s 
help  desk  [“Good  Help  Is  Hard  to 
Find,”  CIO,  April  15,  2000],  I  just  had 
to  drop  you  a  note. 


We  were  light-years 

ahead  in  our  thought  processes  on  how 
to  attack  the  whole  help-desk  dilemma. 
We  would  develop  and  drive  the 
enabling  tools  to  the  users.  We  empow¬ 
ered  the  users  (in  a  secure,  zero-train¬ 
ing  environment)  to  install  software, 
schedule  automated  software  installs, 
reinstall  software,  request  or  purchase 
software  and  hardware,  test  new  soft¬ 
ware  online,  change  passwords,  install 
printers  from  a  menu  for  any  printer 
on  the  network  anywhere  in  the  world 
and  more. 

The  more  “smart”  oomph  you  put 
into  deploying  the  technology  directly 
translates  into  reduced  support  costs, 
and  we  were  able  to  deploy  smaller 
high-tech  teams  building  technically 
sophisticated  easy-to-use  enablers  rather 
than  having  armies  of  drones  on  the 
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WHY  FlNNAIR  IS  GOING  WITH  OUR  E-BUSINESS  SOLUTIONS 

“-“LONG  HAUL 
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When  Finland's  national  airline  was 
looking  to  lift  long-distance  cargo  sales, 
it  looked  to  e-business  technology.  And 
that  meant  Unisys.  Our  solution?  The 
Unisys  e-@ction  Internet  Commerce 
Enabler:  A  unique  application  that 
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allows  Finnair's  partners  and  clients  to 
place  orders  and  track  cargo  status  and 
location  via  the  Internet.  What's  more,  we 
ntegrated  this  e-business  solution  into 
Tinnair's  existing  systems.  So  the  airline's 
Web-enabled  cargo  operation  could  be 
up  and  flying  quickly  and  economically. 
All  of  which  puts  Finnair  miles  ahead  of 
the  competition.  But  that's  what  you'd 
expect  from  the  people  who  are  always 
ready  to  go  the  distance  for  their  clients. 
www.unisys.com 


UNISYS 

We  eat,  sleep  and  drink  this  stuff. 


©2000  Unisys  Corporation  Unisys  is  a  registered  trademark  and  e@ct»on  is  a  trademark  of  Unisys  Corporation 
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help  desk.  This  approach  freed  the  help 
desk  to  become  more  specialized  on  the 
applications,  which  is  what  is  really 
important.  End  users  need  help  creat¬ 
ing,  for  example,  a  yield  curve  on  a  new 
analytical  system  that  was  rolled  out 
last  week,  not  with  knowing  how  to 
print  to  a  printer  on  the  other  side  of 
the  building.  Users  should  be  trained  to 
take  over  the  mundane  tasks  that  bog 
down  a  help  desk,  like  being  locked  out 
of  their  PCs  and  needing  their  pass¬ 
words  reset.  An  organization  with 
7,000  users  (First  Union  Capital  Mar¬ 
kets)  gets  400  of  those  password  reset 
calls  a  day.  Imagine  how  many  calls  an 
organization  the  size  of  Bank  of  Amer¬ 
ica  receives. 

Peter  Mojica 

Regional  Engineering  Manager 
Selectica 
San  Jose,  Calif, 
peter  mojica@att.  net 


SETTING  US  STRAIGHT 

I  am  writing  in  response  to  the  Emerg¬ 
ing  Technology  column  in  the  April 
15,  2000,  issue  of  CIO  [“Messages  of 
the  World  Unite”].  In  the  article,  you 
refer  to  AVT  Corp.  as  a  startup. 

AVT  is  far  from  a  startup.  The  com¬ 
pany  was  founded  1 8  years  ago  and  is 
well  established  as  a  leader  in  the  unified 
messaging  industry.  AVT  was  recently 
named  as  second  only  to  Lucent  Tech¬ 
nologies  in  the  number  of  unified  mes¬ 
saging  seats  served  worldwide  and  is  the 
largest  independent  provider  of  unified 
messaging  solutions,  according  to  a  study 
conducted  by  The  Pelorus  Group. 

AVT’s  products  have  been  helping 
companies  manage  business-critical 
information  anytime,  anywhere  from  vir¬ 
tually  any  communications  device  for 
nearly  10  years.  We  have  a  long  history 
of  unified  messaging  product  firsts, 
including  the  first  to  integrate  voice  and 


Bill  Gates’  decision  to  hand  over  the  CEO 
position  to  Steve  Ballmer  just  may  prove  to  be 
the  best  and  biggest  decision  he  has  ever  made. 


I  just  wanted  to  thank  you  for  your 
recent  article  on  Bank  of  America’s  help 
desk.  I’m  a  consultant  at  EarthLink  in 
Pasadena,  Calif.,  and  I  am  involved  in 
tracking  IS  metrics  for  our  internal 
LAN  department  (including  the  help 
desk).  It’s  always  great  to  hear  how  oth¬ 
ers  are  working  on  the  same  problems 
we  wrestle  with — especially  in  an  orga¬ 
nization  that  is  dealing  with  mergers 
and  huge  growth  curves,  as  both  BofA 
and  EarthLink  are. 

Cathy  Curtis 
Independent  Consultant 
LAN  Services  Department 
EarthLink 
Pasadena,  Calif. 
cathyc3@corp.earthlink.net 


fax  messages  (1991),  the  first  to  provide 
telephone  access  to  e-mail  messages 
(1995)  and  the  first  to  integrate  with 
Microsoft  Exchange  (1996). 

Additionally,  AVT  is  the  only  Lotus 
Corp.  Global  Strategic  Alliance  Parmer 
for  Unified  Messaging  and  received  the 
prestigious  Beacon  Award  for  Unified 
Messaging  this  year.  Further,  AVT  was 
recognized  with  33  corporate  and 
product  awards  last  year  alone. 

While  we  understand  the  burden 
most  publications  go  through  in  their 
fact-finding  process,  we  felt  it  vital  that 
CIO  understand  AVT’s  presence  in  the 
unified  messaging  marketplace. 

Joseph  Staples 
Senior  Vice  President 


Corporate  Marketing  and  New  Business 

Development 
AVT  Corp. 

Kirkland,  Wash. 

A  VOTE  FOR  MICROSOFT 

Your  recent  Sound  Off  column 
[“Where  Would  You  Be  Without 
Microsoft,”  CIO,  April  15,  2000] 
prompted  me  to  write.  Bill  Gates’  deci¬ 
sion  to  concentrate  on  software  devel¬ 
opment  and  hand  over  the  CEO  posi¬ 
tion  at  Microsoft  to  Steve  Ballmer  just 
may  prove  to  be  the  best  and  biggest 
decision  he  has  ever  made. 

Anyone  who  believes  this  is  a  sign 
that  Gates  is  slowing  down  or  begin¬ 
ning  to  fade  into  the  background  is 
sadly  mistaken.  Ballmer  is  as  brilliant 
and  savvy  as  Gates.  More  important, 
however,  is  the  fact  that  despite  all  the 
success  Microsoft  has  had,  it  has  lost 
something  by  not  allowing  Gates  to 
concentrate  on  software  development. 

As  CEO,  Gates  was  forced  to  spend 
too  much  time  dealing  with  issues  that 
at  the  end  of  the  day  did  not  result  in 
driving  software  development,  the  com¬ 
pany’s  core  product.  That  all  changes 
under  the  new  structure.  That  one 
change  means  the  industry  should 
expect  Microsoft  to  introduce  better 
products  in  the  future. 

It  demonstrates  the  determination 
and  the  urgency  of  the  company,  and 
it  speaks  volumes  to  Microsoft’s  com¬ 
mitment  to  remain  a  dominant  player 
in  the  Internet  economy. 

Jimmy  Castro 

Member 

Greater  Austin  Chamber  of  Commerce 

Austin,  Texas 
jimmy  castro@hotmail.  com 


WHAT  DO  YOU  THINK? 

Send  your  thoughts  and  feedback 
to  letters@cio.com.  Letters  may  be 
edited  for  length  or  clarity. 
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WE  CAN  TAKE  YOU  HIGHER. 


Choose  the  learning  approach  that’s  best  for  you. 


More  centers.  Conveniently  located  across  the  country 
and  around  the  world. 

Telephone  assistance  24  hours  a  day,  7  days  a  week. 

For  60  days  following  applications  courses. 

Guaranteed  results.  Students  may  retake  applications 
courses  free  of  charge  within  six  months.  Ask  about  our 
technical  certification  test-pass  guarantee. 

For  a  center  near  you,  call  1  -800-PC-LEARN  today. 
Or  visit  newhorizons.com  on  the  Web. 

New  Horizons8 

Computer  Learning  Centers 

World  leader  in  computer  training. 

©2000  New  Horizons  Computer  Learning  Centers,  Inc. 

New  Horizons  is  a  registered  trademark  of  New  Horizons  Education  Corporation. 


New  Horizons  Computer  Learning  Centers 
help  you  keep  up  with  technology  and 
improve  efficiency  and  productivity. 


Exceptional  classroom  training. 

Students  learn  from  qualified  instructors. 
Classes  are  conducted  in  comfortable, 
well-equipped  classrooms  with  one  com¬ 
puter  per  student. 


Convenient  technology-based  training.  Stimulating, 
interactive  learning  using  the  Web  or  CD.  Students  set 
schedules  and  pace. 


Accommodating  on-site  training.  You  set  the  time 
and  class  size.  We  come  to  your  location  with  an  instructor 
and  computers. 


More  courses  at  more  times.  All  the  applications  and 
technical  certification  courses  you  need — days,  evenings 
and  weekends.  We  do  more  Microsoft  technical  training 
and  certification  than  any  other  company. 


web  hosting  the  intel  way 


essive  behavior 


©  2000  Intel  Corporation.  Intel  is  a  registered  trademark  of  Intel  Corporation.  Intel  Online  Services.  Inc.  is  a  wholly  owned  subsidiary  of  Intel  Corp.  All 
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in  web  hosting,  there’s  no  such  thing  as  overkill,  the  tiniest  loophole  can,  in  an 
internet  instant,  become  a  floodgate,  that’s  why  inter  online  services  manages 
your  e-business  with  the  kind  of  precision  that  intel  is  renowned  for.  our 
contingency  plans  are  tailor-engineered  to  prepare  you  for  even  the  most 
unexpected  events,  web  hosting  specialists  certified  in  over  35  web  and 
networking  standards  are  on  the  job  around  the  clock,  and  we  monitor  the 
entire,  end-to-end  web  path  from  you  to  your  customers  in  over  40  countries 
around  the  world,  because  in  the  surge  economy,  obsession  is  the  price  of 
admission,  (^web  hosting  for  the  surge  economy  -»  intelonlineservices.com/info ^ 
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And  we  can  help  you 
get  your  hands  on  it. 
Quickly.  With  our  global 
understanding  of  the 
new  economy,  we’ve 
developed  a  proprietary 
process  that  helps  you 
accelerate  the  increase  of 
value.  Our  fresh  financial 
perspective  on  your 
business  gives  you  the 
ability  to  make  bold 
decisions  more  confidently 
than  ever  before. 

Look  closely. 

To  learn  how  we  can 
help  you  accelerate  value, 
call  1-800-265-9109 
or  visit  ey.com/valuenow. 


Ernst  Young 


From  thought  to  finish r 
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With  the  explosion  of  e-commerce,  the  old  rules 
of  competition  have  been  thrown  out  the  window. 
To  remain  even  one  step  ahead  today  you  need 
immediate  access  to  the  best  data  available.  And 
software  that  quickly  converts  it  into  knowledge 
you  can  act  on.  Which  is  precisely  why  98  of  the 
FORTUNE  100  counton  SAS,  the  world  leader 
in  data  mining  and  e-Intelligence.  SAS  enables 
you  to  capture,  integrate,  explore  and  analyze 
information  from  across  your  entire  enterprise. 
To  recognize  and  seize  opportunities  at  the  speed 
of  the  Web.  And  to  make  competitive  decisions 
with  greater  confidence  than  ever  before.  To  learn 
more  on  how  we  can  propel  your  organization, 
call  1-919-677-8200  or  stop  by  www.sas.com. 


The  Power  to  Know,, 


e-Intelligence 
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What 

the  #%*$ ! 


WHEN  THE  COMPANY  stock 
drops  20  points  in  an  afternoon,  a 
shoot!  or  a  darn!  doesn’t  convey 
quite  the  same  anger  and  outrage  as  a 
good  ’n’  salty  four-letter  word.  But 
before  you  shower  your  coworkers 
with  enough  profanity  to  make  a 
longshoreman  blush,  Jim  O’Connor, 
author  of  Cuss  Control:  The  Complete 
Book  on  How  to  Curb  Your  Cursing 
(Three  Rivers  Press,  2000)  and  founder 
of  the  Cuss  Control  Academy,  based  in 
Northbrook,  Ill.,  suggests  that  you 
pause  and  consider  the  consequences  of 
your  potty  mouth. 

“In  the  work  environment,  we  all  have 
frustrations  and  aggravations,”  says 
O’Connor.  “But  it’s  important  to  remain 
professional  and  have  a  can-do  attitude.” 
At  the  Academy,  O’Connor  teaches  his 
students — often  first-time  parents 


shocked  by  junior’s  repetition  of  a 
naughty  word  or  employees  trying  to 
kick  the  habit — that  no  matter  how  ima¬ 
ginative  they  are  with  their  cursing,  it  will 
never  earn  them  respect  or  admiration. 


To  help  banish 
pernicious  profani¬ 
ties  from  your  vocabu¬ 
lary,  O’Connor  suggests 
choosing  substitutes  for 
your  favorite  oaths.  We’d 
like  to  offer  gadzooks,  sakes 
alive  and  I’ll  be  a  monkey’s 
uncle  as  excellent  standbys. 

Incidentally,  O’Connor  notes 
that  because  of  the  constant 
pressure  of  deadlines,  journalists  are 
among  the  worst  offenders  when  it 
comes  to  office  swearing.  But  we  think 
that’s  a  load  of  #%*$. 

O’Connor’s  Chicago-area  evening 
classes  range  from  $15  to  $45  per  per¬ 
son.  For  those  not  near  the  Windy  City, 
O’Connor  is  also  available  to  give  pre¬ 
sentations.  Visit  www.cusscontrol.com. 

-Daintry  Duffy 


“The  B2B  Internet  proves  that 

Darwin  was  right.  It  accelerates  the 
death  of  businesses  that  suck  and 
rewards  those  that  do  well.” 

-Mark  Walsh,  CEO,  VerticalNet 
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Sitara  Networks  is  1st 

to  enable  e-business  networks. 


*  to  move  on  a  hot  new  market 

Sitara  Networks 

K  1  :  to  deliver  a  QoS  appliance  solution 

is  a  hot  new  mover 

Worldwide 

with  hot  customers 

1  S  to  integrate  bandwidth  management 

and  partners  like— 

and  caching 

Citrix 

*  to  intelligently  integrate  applications 

Bose 

and  networks. 

AOL 
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eGain 

•  to  deliver  a  consistent  Quality  of  Service 

Progress  Software 

across  a  wide  range  of  speeds  and  feeds 

Data  Comm  Systems 

*  SI  to  deliver  a  complete  and  powerful  QoS 

Intel 

solution  to  the  market 

Data  Accessories 

Aristasoft 

*  practical  and  easy  QoS  solution 

Equinox 

*  to  guarantee  benefits  of  product— 

or  your  money  back 

Shouldn’t  you  be  associated 

- 

with  the  industry  leader? 
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Making  Networks  Smarter 


trendlines 


NEW  PRODUCTS 


What’s  in  a  Frame? 


SUMMER’S  HERE,  and  that  means 
it’s  time  to  take  lots  of  pictures.  If 
you’re  like  many,  that  also  means 
making  countless  reprints  to  send  to 
friends  and  family.  But  this  year  there’s 
an  alternative:  Ceiva  Logic,  a  Los 
Angeles-based  technology  company,  has 
designed  a  Web-enabled  picture  frame 
that  displays  pictures  electronically  for 
loved  ones  without  a  computer. 

The  product  has  the  look  and  feel  of 
a  standard  5-by-7-inch  frame,  complete 
with  wood,  glass  and  cardboard  back¬ 
ing.  But  it  also  includes  an  electrical 
cord  and  a  phone  wire  that  plugs  into  a 
standard  jack.  The  user  must  set  up  an 
online  account  at  www.ceiva.com  with 
a  user  name,  password  and  a  “buddy 


list”  that  tells  the  frame 
from  whom  it  can  receive 
digital  images.  Authorized 
senders  can  then  upload 
their  photos  to  Ceiva’s 
website,  and  each  night 
the  frame  automatically 
checks  for  new  images  and 
downloads  any  that  were  received. 

The  frame  can  display  up  to  10 
images  in  rotation,  or  it  can  lock  on  a 
single  image  for  continuous  display. 
There  is  no  keyboard,  mouse  or  operat¬ 
ing  system  to  struggle  with;  the  Ceiva 
frame  includes  its  own  modem  and  com¬ 
munications  software  to  handle  dial-in. 
Ceiva’s  website  can  hold  up  to  1,000 
images  per  user.  The  frame  retails 


for  $249,  and  there  is  a  small  monthly 
fee  for  the  service.  However,  there  is  no 
cost  for  sending  images  to  Ceiva  own¬ 
ers’  frames. 

Sounds  like  a  grandparent’s  dream 
come  true. 


Maynard 


BY  DARRIN  BELL  AND  THERON  HEIR 


uem  YOUR 

mu 
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There’s  a  revolution  happening  in  America’s  trucking  industry.  It’s  called  the  Internet.  And  it’s  being 
delivered  to  truck  stops  across  the  country  right  now,  thanks  to  a  Cisco  Powered  Network  service. 
By  enabling  wireless  Internet  access,  Voice-over-IP  and  cable  TV,  this  innovative  service  provider  is  extending 
extranets,  lowering  long-distance  phone  charges,  and  even  providing  a  little  R&R  for  America’s  most  mobile  workforce. 

To  find  out  how  a  Cisco  Powered  Network  can  shift  your  business  into  high  gear,  visit  www.cisco.com/go/cpn. 


CU  Cisco* 

^  Powered  Network 
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Empowering  the 
Internet  Generation"* 


trendlines 


Compiled  by 

Susannah 

Patton 


Recruiting  and  Retaining  IT  Talent 


COMPANIES  ARE  DOING  back  flips  to  attract  and  keep  programmers, 
systems  analysts  and  other  IT  staff.  The  American  Productivity  and  Quality 
Center  (APQC)  found  in  a  benchmarking  study  this  year  that  a  group  of  nine 
high-profile  best  practices  companies  (“partners”)  are  paying  more  attention  to 
employee  referral  programs  than  a  group  of  companies  (“sponsors”)  looking  to 
improve  their  IT  staffing  practices. 


KEY  Sponsors 

1  Partners 


Average  Compensation  for 
Employee  Referrals 


Percentage  of  IT  Hires  from 
Employee  Referrals 


Methods  Used  to  Understand  the 
Needs  and  Desires  of  IT  Employees 


Exit  interviews 


Informal  conversations 
between  employees 
and  supervisors 

Annual  employee 
performance  review 
process 


Periodic  formal 
employee  surveys 


Periodic  conversations 
between  employees 
and  executives 

Periodic  formal  conver¬ 
sations  between  em¬ 
ployees  and  supervisors 

Periodic  formal  conver¬ 
sations  between  em¬ 
ployees  and  mentors 


Informal  employee 
surveys 


Percentage 


SOURCE:  THE  AMERICAN  PRODUCTIVITY  AND  QUALITY  CENTER  IN  HOUSTON 


Best  Practices  for  IT 

X.  If  you  don't  have  an  employee  referral 
program,  start  one.  Employee  referrals 
usually  result  in  high-quality  hires  because 
current  employees  are  hesitant  to  recom¬ 
mend  people  who  aren’t  likely  to  succeed. 
Candidates  are  also  more  likely  to  know  the 
company  culture  beforehand  and  like  what 
they  hear  about  the  organization.  Also,  a 
typical  referral  bonus  is  cheaper  than 
advertising  a  position  or  paying  a  finder’s 
fee  to  an  executive  search  firm.  “The 
partners  were  further  along  in  finding 
creative  ways  to  start  new  programs — and 
were  paying  more  for  referrals,”  says  Lou 
Cataline,  who  worked  on  the  study. 


2. 


Put  IT  to  work  with  HR.  Best  practices 
companies  send  IT  employees  to  college 
campuses  and  job  fairs,  where  sponsor 
companies  might  send  only  an  HR  recruiter. 
IT  candidates  expect  and  appreciate  being 
interviewed  by  a  “live”  practitioner  who 
‘talk  the  talk,”  APQC  says. 


can 


2 

7.  Money  isn’t  everything.  “The  compen¬ 
sation  issue  is  huge,  but  best  practices 
companies  show  it  isn’t  all  about  money,” 
Cataline  says.  For  example,  people  will  go 
to  a  company  that’s  offering  less  money  if 
they  can  learn  a  new  skill  or  get  the  oppor¬ 
tunity  to  work  with  the  latest  and  hottest 
technology.  And  best  practices  organizations 
have  learned  that  investing  in  training  and 
development  pays  off  in  the  form  of  longer 
employee  tenure,  growth  of  in-house 
expertise,  higher  productivity  and  reduced 
turnover.  Cataline  notes  that  while  APQC 
found  turnover  rates  of  15  percent  to  35 
percent  in  the  sponsor  companies,  some  of 
the  partners,  such  as  Cisco  Systems  and 
Hewlett-Packard,  boasted  rates  of  just  5 
percent  to  15  percent.  “A  lot  of  the  spon¬ 
soring  organizations  admitted  they  don’t 
pay  attention  to  the  little  things,”  Cataline 
says.  “Little  things,  like  employee  surveys, 
are  very  important.” 


Suggest  future  topics  to  numbers^cio.com. 
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Who  Helps  Make  Travelocity.com 

Such  A  Popular  Destination 

For  Online  Travelers? 


Kana. 


Online  customer  communications  will 
never  be  the  same.  Kana  is  changing  the  way 
leading  companies  like  Travelocity.com 
communicate  with  their  customers  forever. 

Travelocity.com  uses  Kana  Response,  one 
of  the  products  in  Kana’s  comprehensive  com¬ 
munications  solution  for  marketing,  sales  and 
service.  Kana’s  total  solution  allows  e-businesses 
to  communicate  with  their  customers  using 
inbound  and  outbound  e-mail,  Web  self-service, 
one-to-one  realtime  messaging  and  voice  over 
the  Internet. 

Offering  unsurpassed  service  and  support, 
systems  integration  and  cost-effective  hosted 
environments,  Kana  has  the  solution  to  meet 
every  online  communication  challenge. 

So  if  you’re  ready  to  embark  in  a  new 
direction  —  one  that’ll  increase  revenue, 
enhance  customer  loyalty  and  reduce  operating 
costs,  follow  the  lead  of  Travelocity.com  and 
hundreds  of  other  successful  e-businesses. 

For  a  FREE  Kana  demo,  visit  our  Web  site  today. 
www.kana.com/exec 


COMPLETE  ONLINE 
CUSTOMER 
COMMUNICATIONS 


0  2000  Kana  C  ommunications  Inc.  The  Kana  logo.  Kana  Communications  and  Kana  Response  are  trademarks  o!  Kana. 
All  otlu-r  trademarks  are  properties  of  their  respective  holders. 
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questions, 


THE  MORE  expansive 
the  Internet  becomes,  the 
harder  it  is  to  zero  in  on 
relevant  information 
quickly.  Sure,  there  are 
sites  such  as  Ask  Jeeves 
that  let  users  pose 
but  answers  are  only 
forthcoming  if  they  currently  exist  on 
the  Internet.  What  happens  if  you  want 
to  get  answers  from  the  real,  live  people 
who  might  know  best?  That’s  where 
Web  Business  50/50  winner  Abuzz 
Technologies  ( www.abuzz.com )  comes 
in.  The  Cambridge,  Mass. -based 
company  bills  itself  as  an  online 
knowledge  network  where  people  can 


ask  questions,  offer 
answers  and  swap 
know-how  about  every¬ 
thing  and  anything. 

Launched  in  Jan¬ 
uary,  the  Abuzz  site 
boasts  that  85  percent 
of  questions  asked  are 
successfully  answered. 

That’s  a  pretty  good 
success  rate  considering  the  scope  of 
the  queries.  Recently,  questions  ranged 
from  the  practical  (“How  accessible  is 
public  transportation  in  the  San  Fran¬ 
cisco  area?”)  to  the  arcane  (“What  is 
the  longest  word  in  the  English  lan¬ 
guage  that  contains  only  one  vowel?” 


Hint:  It’s  got  nine  letters). 

Registration  on  the  site  is  free,  with 
revenues  generated  from  advertising. 
Currently,  the  site  has  45,000  members. 
As  part  of  the  registration  process,  users 
submit  their  e-mail  address.  That  way, 
the  process  of  Continued  on  Page  46 
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Bridging  the  Virtual  Gap 


By  Sari  Kalin 

Man  cannot  live  on  the  Web  alone. 

At  least,  that  seems  to  be  the  thinking 
behind  some  recent  deals  that  give 
online  entities  a  presence  on  land. 

For  example,  Kozmo.com,  the  Web- 
based,  on-demand  delivery  service 
that  ferries  videos,  snacks  and  other 
convenience  items  to  urbanites,  has  inked  a  $150  million,  five- 
year  deal  with  Starbucks  Coffee  that  lets  Kozmo  patrons  return 
video  rentals  and  other  items  to  drop  boxes  located  at 
Starbucks  cafes. 

Mail  Boxes  Etc.  (MBE),  meanwhile,  is  investing  more  than 
$15  million  in  a  satellite-based  VPN  linking  more  than  2,000 
of  its  franchisee-run  centers  in  the  United  States  so  that  they 
can  service  the  physical-world  needs  of  online  businesses. 
Auctioneer  eBay  plans  to  use  MBE  to  offer  a  “hold  for  inspec¬ 
tion"  service:  Sellers  will  be  able  to  ship  their  goods  to  MBE 
centers,  where  buyers  will  be  able  to  inspect  them  and  decide 
whether  they  want  to  complete  their  purchases  (in  which  case, 


MBE  notifies  the  seller)  or  ship  the  goods  back  to  the  sellers 
(and  then  do  so  via  MBE).  MBE  also  has  a  deal  with  car 
retailer  PeopleFirst.com  that  lets  private  parties  selling  used 
cars  complete  the  sales  and  have  their  documents  notarized 
at  MBE  centers.  “The  centers  can  act  as  a  bridge  between  the 
virtual  and  the  real,”  says  Ray  Causey,  vice  president  and  CIO 
for  MBE  in  San  Diego. 

For  on-land  businesses,  deals  like  these  have  the  potential 
to  boost  revenues  (via  incremental  sales  and  marketing 
dollars)  and  foot  traffic.  For  dotcoms,  such  deals  let  them 
leverage  traditional  retailers’  physical  stores  and  staff,  infra¬ 
structure  that  would  be  expensive— if  not  impossible— for 
dotcoms  to  develop  quickly  by  themselves.  They  also  "bring 
the  dotcoms  a  little  bit  closer  to  legitimacy  in  the  consumer’s 
eyes,”  says  Matt  Stamski,  a  senior  analyst  at  Gomez  Advisors 
in  Lincoln,  Mass.  “Customers  are  more  likely  to  interact  with 
someone  they  know  and  trust  [who  has]  an  offline  brand.” 

With  benefits  like  that,  don’t  be  surprised  to  see  more 
online  retailers  strike  out  for  solid  land. 


44  CIO  JULY  1,  2000  •  www.cio.com 


PHOTO  RIGHT  BY  HARRY  BARTLETT/FPG;  PHOTO  LEFT  BY  PHOTONICA 


= Attachmate 

The  Advantage  of  Information™ 


Tracking  down  legacy  information  is 
what  Attachmate®  e-Vantage™  was 

bred  to  do.  It's  the  only  web-based 
host  access  solution  that  supports 
IBM,®  Java™  and  Microsoft®  standards 
in  any  combination  you  prefer.  That's 
how  your  employees,  partners  and 
customers  can  get  exactly  the  infor¬ 
mation  they  need  when  they  need  it. 
Unleash  the  power  of  your  legacy 
applications.  Make  them  available  to 
browsers  everywhere.  For  the  free 
booklet,  Web-to-Host  Success  Profiles, 
just  give  us  a  call  at  1-800-933-6793 
(ext  4336).  Or  point  your  browser  to 
www.attachmate.com/ad/cio.asp 


Who  says 
you  can't  teach 
an  old  dog 
new  tricks? 


©  2000  Attachmate  Corporation.  All  Rights  Reserved.  Attachmate  is  a  registered  trademark  and  e-Vantage  and  The  Advantage  of  Information  are  trademarks 
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asking  and  answering  questions  is  truly  interactive,  says 
John  Capello,  Abuzz’s  general  manager,  since  relevant 
material  is  automatically  e-mailed  to  registrants  as  it’s 
posted.  “Our  goal  is  to  create  an  environment  where 
people  can  have  focused,  high-quality  exchanges,”  he 
says.  So  if  you  asked  that  question  about  the  longest 
word,  for  example,  you’d  receive  an  e-mail  every  time 
someone  answered.  You  will  also  receive  an  e-mail 
when  a  similar  vocabulary-related  question  is  posted. 

Owned  by  New  York  Times  Digital,  the  Internet 
division  of  The  New  York  Times  Co.,  Abuzz  can  be 
found  on  The  New  York  Times  on  the  Web, 
Boston.com  and  NYToday  websites.  It  can  also  be 
found  on  GolfDigest.com  and  WineToday.com. 

And  in  case  you’re  curious  about  the  longest,  one- 
vowel  word  in  English,  the  mysteriously  named  Count 
Fathom  offered  strengths  as  the  answer. 

For  more  50/50  coverage,  see  “Net  Gains,”  Page  98. 

-Megan  Santosus 
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So  Many 
Jobs,  So  Few 
to  Fill  Them 


STAFFING 


By  Tom  Field 


In  an  ideal  world,  supply  equals  demand.  Wouldn’t  it  be  nice  if  that 
were  true  in  IT  staffing?  Consider  this:  There  are  10  million  people 
currently  employed  in  IT  development  and  support  jobs  in  the 
United  States.  By  this  time  next  year,  1.6  million  additional  IT  jobs 
will  be  created.  And  of  those  new  IT  jobs,  roughly  840,000  will 
remain  hopelessly  unfilled. 

These  statistics  are  a  snapshot  of  the  IS  staffing  crisis  as  seen 
through  the  lens  of  the  Information  Technology  Association  of 
America  (ITAA)  in  its  April  2000  study  "Bridging  the  Gap: 
Information  Technology  Skills  for  a  New  Millennium."  The  study, 
based  on  interviews  with  700  IT  managers  inside  and  outside  the 
traditional  IT  industry,  attempts  for  the  first  time  to  determine 
exactly  how  many  IT-related  jobs  there  are  in  this  country,  as  well 
as  what  the  most  in-demand  jobs  are  and  what  prospective  IS 
staffers  might  do  to  acquire  the  hot  new  skills. 

At  first  glance,  the  840,000  job  shortfall  seems  to  blow  away 
the  ITAA's  1998  estimate  of  346,000  open  jobs.  But  the  two 
statistics  aren’t  comparable.  The  1998  number,  computed  by 
researchers  at  Virginia  Tech,  narrowly  defines  just  four  categories 
of  IT  workers:  computer  programmers,  systems  analysts,  and 
computer  scientists  and  engineers.  The  ITAA's  new  study  attempts 
a  comprehensive  accounting  of  all  IT  workers  throughout  the  for- 
profit  business  world.  Excluded  from  the  ITAA's  10  million  IT 
worker  count  (and  the  subsequent  840,000  job  shortfall)  are  jobs 
in  government,  nonprofits  and  small  entrepreneurial  firms. 

What’s  the  solution  to  the  staffing  crunch?  Find  ways  to  grow 
the  IS  talent  pool,  says  Arlington,  Va. -based  ITAA  president  Harris 
Miller.  Community  colleges  and  technical  schools  have  done  a 
good  job  addressing  the  staffing  shortage,  Miller  says,  and  four- 
year  schools  are  getting  there.  "But  now  we  need  to  look  at  our 
system  of  K-12  education."  At  a  time  when  U.S.  students  score 
lower  in  math  and  science  than  students  from  elsewhere  in  the 
world,  Miller  advocates  a  new  look  at  year-round  schooling.  “Can 
we  really  afford  to  let  our  kids  fall  further  behind?” 

Visit  www.itaa.org/workforce/studies/hwOOexecsumm.htm.  For 
more  information,  see  By  the  Numbers,  Page  40. 
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High  Performance 
Mission-Critical 


Internet  Site  Operations 


If  Your  Site 

Isn’t  Running  Like  Clockwork, 
Consider  This 
Your  Wakeup  Call. 


Internet  site  traffic  is  increasing  daily.  Your  company  is  creating  the  buzz  you  always  dreamed  of  -  about  the  only  thing  on  your  mind  is 
reaching  your  next  million  visitors.  Then  it  hits  you.  Can  your  Internet  site  scale?  Are  you  vulnerable  to  a  security  problem  or  dependent  on  a  single  network  that 
could  experience  an  outage?  Real  reasons  to  lose  sleep  at  night.  Enter  SiteSmith,  the  people  with  the  experience  and  tools  to  put  your  worst  Internet  nightmare 
to  rest.  SiteSmith  manages  Internet  site  operations  for  some  of  the  hottest  new  Internet  start-ups  as  well  as  the  best-known  industry  leaders.  SiteSmith  is  your 
best  assurance  that  your  site  will  continue  to  run  like  clockwork.  Visit  our  website  at  www.sitesmith.com  or  call  toll  free  1-877-748-3002.  The  sooner  you  do,  the 
sooner  you  can  stop  worrying  and  start  catching  up  on  your  sleep. 
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TO  REWRITE  A  phrase,  what  you  do  see  can 
hurt  you.  Case  in  point:  You’re  at  work,  sipping 
your  morning  coffee.  You  log  on  to  your 
computer  and  pull  up  the  KinderView  website, 
which  lets  you  watch  your  toddler  at  day  care. 
Just  as  you  bite  into  your  bagel  smothered  in 
chive  cream  cheese,  you  see  your  son  sample 
little  Suzie’s  left  arm.  Ouch!  That  hurts.  And  it’s  not  just  the 
bite  that  stings;  it’s  watching  your  kid  do  the  dirty  deed  when 
you  have  no  way  to  prevent  or  diffuse  the  situation.  Do  you 
really  want  to  see  this? 

Apparently  a  lot  of  parents  do.  KinderView  in  San  Diego,  a 
Web  Business  50/50  winner,  has  roughly  1,500  authorized  mem¬ 
bers  and  nearly  100  participating  day-care  centers  in  10  states, 
according  to  Rene  Naert,  president  of  Cyber-Signs, 
KinderView’s  parent  company.  And  those  numbers  are  expected 
to  grow  as  new  participants  get  up  and  running. 

At  the  heart  of  KinderView’s  success  is  its  patent-pending 
technology  and  strong  privacy  protection.  The  system  captures 
images  at  participating  child-care  centers,  converts  the  trans¬ 
missions  and  sends  them  through  a  VPN.  Authorized  parents 
then  sign  on  to  the  network  using  two  special  codes  and  a 
unique  password  to  view  live  images  from  their  children’s  cen¬ 
ter.  Updated  every  second,  images  are  available  for  KinderView 


members  at  that  rate  or  at  a  two-  to  three-second  delay,  depen¬ 
ding  on  connection  speeds. 

“We  follow  a  rigorous  routine  to  keep  our  system  extremely 
secure  because  you’re  dealing  with  sensitive  information — peo¬ 
ple’s  children,”  says  Kirby  Mitchell,  sales  director.  All  informa¬ 
tion  sent  from  the  server  is  encrypted  using  a  higher  level  of 
encryption  than  that  of  U.S.  banks  or  stock  traders,  adds  Naert. 

The  cost  of  Kinderview  is  paid  by  the  day-care  centers,  which 
then  have  the  option  of  charging  parents  a  fee.  Visit  www. 
kinderview.com  for  more  information. 

For  more  50/50  coverage,  see  “Net  Gains,”  Page  98. 

-Cheryl  Asselin 
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EVEN  ON  THE  INTERNET,  where  free¬ 
bies  are  as  common  as  spam  and  bad  gram¬ 
mar,  few  websites  wave  the  “free”  banner  with 
as  much  gusto  as  the  Free  Sample  Club.  If  you 
don’t  mind  giving  up  some  time  and  personal 
information,  then  this  consumer  product 
sampling  group  ( www.freesamplectub.com ), 
a  Web  Business  50/50  applicant,  may  be  able  to  send  you 
such  eclectic  (read  wildly  assorted)  items  as  pore  cleansers 
and  seasoning  blends.  The  club  is  produced  and  managed  by 
a  division  of  the  Sunflower  Group,  a  promotion  services 
company  based  in  Overland  Park,  Kan. 

Here’s  the  deal.  New  members  spend  about  15  minutes  filling 
out  an  application  that  asks  for  such  details  as  income,  educa¬ 
tion  level,  pets,  purchasing  habits  and  lifestyle.  The  site's  data¬ 
base  then  determines  which  samples  they  can  have.  Members 
decide  what  they  want,  the  Club  ships  the  products,  and  mem¬ 
bers  who  report  back  with  their  opinions  are  entered  in  a  draw¬ 
ing  for  a  free  trip.  Currently,  the  site  has  more  than  100,000 
members. 

One  caveat:  Some  membership  options  put  members  on 
telephone  and  mailing  lists.  Merely  by  signing  up,  users  agree  to 
stipulations  that  range  from  the  predictable,  like  the  fact  that 
they’ll  answer  some  questions,  to  the  more  questionable— like 
“You  agree  to  tell  your  friends  about  the  Free  Sample  Club.” 

Well,  we  didn’t  promise  what  we’d  tell  them  about  it.... 

For  more  50/50  coverage,  see  “Net  Gains,”  Page  98. 

-Sarah  D.  Scalet 


48  CIO  JULY  1,  2000  •  www. cio.com 


ILLUSTRATION  BY  CHRIS  VAN  DUSEN 


In  business,  it’s  who  you  know. 
And  what  they  know. 


Think  of  the  content  you  need  to  do  your  job.  Now  think 


of  hits.  And  whether  it  comes  from  the  Internet,  your 


about  connecting  all  that  information  into  a  Content 
Network™  —  a  continuous  connection  to  all  your  vital 
information  sources.  A  simple  question  in  your  Web  browser 
brings  back  exactly  what  you're  looking  for.  Not  thousands 


intranet,  or  external  databases,  you  see  it  like  it  was  sitting 
on  your  own  hard  drive.  That’s  the  power  of  who  you  know. 
Now  you  know  NextPage. 

Visit  www.nextpage.com  or  call  1.800.NEXTPAGE. 
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BUILDING  YOUR  CONTENT  NETWORK " 
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Solutions 


Who's  the  real  leader  in  SAN  tech¬ 
nology?  That's  easy:  Hitachi  Data 
Systems?  We  built  the  world's  first 
fabric-enabled  SAN.  We  deploy  the 
only  SANs  that  are  truly  open.  And, 
if  you're  not  quite  ready,  our  Hitachi 
Freedom  Storage™  5800  and  7700E 
systems  are  SAN-ready  when  you 
are.  So  you  can  install  them  today 
and  network  them  when  needed. 

When  it  comes  to  SANs,  we  are 
miles  ahead  of  our  competition.  And 
we  can  help  you  stay  far  ahead  of 
yours.  The  first  step  is  a  visit  to  our 
Web  site.  Or  call  1-888-387-5315. 

[  www.  7.  hds.com  ] 
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Salow  Says  Hello  to  AmEx  CIO  Job 


GLEN  SALOW  CAN’T  SAY 

much  about  his  new  job.  Because 
his  company  is  big  and  public  and 
proprietary,  Salow  can’t  comment 
on  the  size  of  his  IT  budget  or 
even  the  approximate  number  of 
IS  staffers,  except  to  say  “a  lot.” 
But  there’s  one  thing  the  new 
executive  vice  president  and  CIO 
of  American  Express  can  say:  He’s 
got  a  world  of  e-commerce  oppor¬ 
tunities  before  him.  “There’s 


no 


shortage  of  great  ideas,”  says  Salow, 
who  succeeds  newly  retired  CIO  Allan 


Loren.  “The  key  thing 
for  me  is  to  focus.  We 
could  try  to  do  too 
many  things”  and 
succeed  at  none. 

Without  letting  too 
much  out  of  the  bag, 
Salow  hints  that  AmEx 
is  working  on  new  inter¬ 
active  and  smart-card 
technologies,  all  of 
which  are  held  to  the  test  of  the  compa¬ 
ny’s  three  operating  principles:  New  prod¬ 
ucts  must  enhance  the  business,  be  best  of 


Salow 


class  and  achieve  customer  value. 

Salow,  former  vice  president  and  CIO 
of  Aetna  Retirement  Services,  joined  the 
AmEx  technology  operations  group  two- 
and-a-half  years  ago,  serving  a  variety  of 
roles  before  his  appointment  to  CIO  in 
March.  At  Aetna,  Salow  made  CIO  head¬ 
lines  for  his  innovative  IS  training  tech¬ 
niques  (see  “Back  to  the  Books,”  CIO, 
Jan.  1, 1998).  Since  joining  AmEx,  he  has 
concentrated  on  everything  from  infra¬ 
structure  to  operations  to  emerging  tech¬ 
nologies.  Yet,  even  with  this  breadth  of 
experience,  Salow  feels  his  new  role  will 
require  some  stretching.  “The  stretch  for 
me  is  understanding  what’s  out  there, 
what  the  customer  wants,  and  then  focus¬ 
ing  on  the  right  opportunities,”  Salow 
says.  “I  think  I’m  good  at  this,  but  I  don’t 
think  I’m  good  enough  at  it  yet.” 

The  mantra  around  AmEx  these  days 
is,  “Where  is  the  puck  going?”  This  is  a 
reference  to  hockey  great  Wayne  Gretzky, 
who  always  attributed  his  success  to  his 
ability  to  see  not  where  the  puck  is  but  to 
anticipate  where  it’s  going.  This  is  the 
quality  Salow  wants  his  IS  organization 
to  develop.  “That’s  a  stretch  no  matter 
how  broad  and  diverse  your  experience,” 
Salow  says. 


Player’s  Guide 


Ronald  J.  Morris 


UroCor 


Formerly  vice  president  and  CIO  at  Irving,  Texas-based  Pathology  Partners,  Morris  has  been  named  CIO 
at  UroCor,  an  Oklahoma  City-based  urology  products  and  services  company. 


Jerry  Wackerhagen 


AGL  Resources 


has  been  named  CIO  and  vice  president  of  information  services  and  technology  for  AGL  Resources  of 
Atlanta,  a  regional  energy-holding  company.  Wackerhagen,  who  has  served  as  the  company’s  interim 
CIO  since  October  1999,  is  already  credited  with  helping  rebuild  AGL’s  IT  foundation. 


Kenneth  Metcalf 


Participate.com 


is  the  new  CIO  at  Participate.com,  a  Chicago-based  provider  of  online  community  management  ser¬ 
vices.  Metcalf  was  formerly  CIO  for  search  and  selection  services  in  the  Tampa,  Fla.,  offices  of  New  York 
City-based  TMP  Worldwide, 


Harry  Elliott 


Bestfoods 


Formerly  senior  vice  president  of  finance  and  administration  at  Bestfoods’  North  American  division  in 
Englewood  Cliffs,  N.J.,  Elliott  has  been  appointed  CIO.  The  CIO  position  is  new  to  Bestfoods,  an 
international  food  company  whose  products  include  Hellmann's  mayonnaise. 
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B-to-B  Internet  Solutions 
for  Service  Communities 


Better  Service. 
Happier  Customers 
Higher  Profits. 


Imagine  a  solution  that  allows  your 
entire  service  community,  including  your 
employees,  as  well  as  your  customers, 
partners,  vendors,  and  suppliers,  to  work 
and  collaborate  on  the  Web. 

Imagine  a  solution  to  your  workforce 
management  needs-a  solution  that 
supports  mobile  field  engineers  using 
wireless  PDAs  and  cell  phones. 

Imagine  your  service  operation  fully 
integrated  and  running  at  peak  perfor- 
mance-with  solutions  for  managing 
service  level  agreements,  enabling 
customer  self-service,  automating  repair 
returns,  and  providing  auction-based 
asset  procurement  and  replenishment. 

You  don’t  have  to  imagine  it. 

It’s  here  today.  ViryaNet  Service  Hub. 

For  details:  www.viryanet.com 


ViryaNet 

e-Service@NetVelocity 
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Easy  Riders 


IT’S  POURING  RAIN,  and  you’re 
stuck  in  snarled  traffic  on  the  interstate. 
Not  only  that,  but  you’re  low  on  gas. 
It’s  unfamiliar  terrain,  but  you  take  the 
next  exit  anyway,  desperate  to  find  a 
fill-up  and  traffic  information.  Lucky 
for  you,  this  was  no  ordinary  exit  off 
the  highway;  instead,  it  was  the  route 
to  driver’s  paradise.  At  the  gas  station, 
just  a  mile  down  the  road,  robots  fill 
your  tank.  The  gas  pump  itself  is  also 
an  Internet  kiosk  where  you  can  map 
out  alternative  routes  to 
get  around  the  gridlock 
on  the  interstate.  You’re 
off  again  in  no  time, 
now  with  a  smile  on 
your  face. 

Although  it  may 
sound  far-fetched,  this 
futuristic  tableau  is  clos¬ 
er  than  you  might  think. 

Shell  Oil  Co.  is  already 
testing  its  robotic  Smart- 
Pump  in  Westfield,  Ind., 
and  plans  to  roll  out  two 
more,  also  in  Indiana, 
for  testing  later  this  year. 

To  use  the  pumps, 
cars  must  have  special 
spring-loaded  gas  caps 


and  get  coded  chips  installed  on  the 
windshield  that  tell  the  robot  what  kind 
of  car  it’s  filling.  According  to  Smart- 
Pump  project  manager  Jerry  Buri,  who’s 
based  in  Houston,  about  200  customers 
now  have  the  windshield  tags  that  will 
allow  them  to  use  the  pumps.  Mean¬ 
while,  BP  Amoco  and  Exxon  Mobil 
Corp.  are  testing  similar  pumps — devel¬ 
oped  by  Autofill — in  Europe. 

The  combination  gas  pump/Internet 
kiosks  will  also  be  available  for  BP 


Amoco  customers.  The  machines,  jointly 
developed  by  Tokheim  Corp.  and 
Radiant  Systems,  will  include  Web 
browsers  running  on  Microsoft  Win¬ 
dows  CE.  To  use  the  devices,  which 
offer  limited  surfing  in  exchange  for 
an  access  fee,  drivers  must  exit 
their  cars.  BP  Amoco  expects 
to  test  its  first  wired  pumps 
in  Japan  this  year. 

You  finally  arrive  at 
your  destination  and  real¬ 
ize  you  have  no  change 
for  the  parking  meter.  No 
problem!  With  the  change- 
free  EasyPark  system, 
developed  by  On  Track 
Innovation  Ltd.  of  Rosha 
Pina,  Israel,  drivers  carry  a 
pocket-calculator-size  device 
that  attaches  to  the  driver’s  side 
window.  Users  electronically 
replenish  their  devices  at  special  bank 
kiosks.  After  parking,  the  driver  sets  the 
proper  zonal  rate,  attaches  it  to  the  win¬ 
dow  and  presses  a  button;  the  device 
then  computes  the  fee  until  it’s  turned 
off  when  the  driver  returns.  When 
reloading  the  card,  fees  are  automatical¬ 
ly  transferred  to  the  accounts  of  the  rel¬ 
evant  municipalities. 

EasyPark  is  currently  in  place  in 
Haifa,  Israel,  and  is  in  pilot  tests  in  sev¬ 
eral  European  countries.  -Stewart  Deck 


“Traditional  outsourcing 

vendors  are  going 

nowhere.  They  are 

the  Digital  Equipments 
of  the  future.” 

-Rich  Shapero,  managing  partner,  Crosspoint 
Venture  Partners,  speaking  at  a  recent  IDC  conference  on  the  application  service  provider  marketplace 
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FEEL  THIS  WAY. 


*•  ##« 


Presenting  Resonate's  /SM  Solution.  The  only  way  to  ensure 
optimal  service  levels  for  e-business  applications. 

The  prospect  of  deploying  mission-critical  applications  over 
the  Web  shouldn't  feel  like  a  life  or  death  situation.  That's  why 
some  of  today's  most  successful  corporations  rely  on  Resonate's 
Internet  Services  Management  (/SM)  solution  to  keep  their 
complex  e-business  operations  running  smoothly  —  providing 
maximum  service  levels,  each  and  every  time.  Resonate's  family 
of  distributed  software  products  addresses  all  tiers  of  today's 
^business  environment:  network,  systems  and  applications.  After 
all,  there's  no  reason  to  go  out  on  a  ledge  just  because  you're 
planning  to  run  your  e-business  applications  on  the  Internet. 


Now  available  on  Anteon's  GSA  Schedule  Number  GS-35F-4357D. 


Just  a  few  of'Oi|'  satisfied  customers: 

Lehman  Brothers 


i  / 

excite 


^Sun 


microsystems 


Federa  Express 


(  BARCLAYCARD  E*  TRADE 


O  2000  Resonate,  Inc.  Resonate  is  a  registered  trademark,  and  Keeping  E-Business  Open  tor  Business  is  a  trademark  of  Resonate,  Inc. 
Al  other  trademarks  or  registered  trademarks  are  the  property  of  their  respective  owners. 

* 


Keeping  E-Business  Open  for  Business m 
www.resonate.com 
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Be  There  and 
Be  Square 


AH,  THE  SIGHT  of  happy  geeks — it 
just  warms  Tim  McEachern’s  heart. 
Geeks  sitting  in  inflatable  furniture 
playing  plastic  chess  games.  Geeks  with 
backpack  straps  over  both  shoulders 
taking  notes  on  their  PDAs.  Young 
female  geeks  in  T-shirts  that  say 
“Chicks  dig  Unix.”  Sigh.  McEacher^i 
loves  “just  to  see  all  those  geeks  in  a 
room  and  everybody  just  enjoying  it,” 
he  says,  reflecting  on  the  weekend  he 
organized  to  make  it  happen.  The  event 
was  the  first-ever  Geek  Pride  Festival, 
and  it  attracted  3,000  to  4,000  geeks 
and  geek-watchers  to  The  Boston  Park 
Plaza  Castle  in  Boston  last  spring. 

“It  went  10  times  better  than  I  ever 
thought,”  McEachern  says  of  the  free 
Friday-night  and  all-day  Saturday  event, 
which  featured  such  techno-geek  events 
as  a  computer  game  tournament,  Linux 
installations,  a  “Stump  the  Geek”  trivia 


guys  drinking  beer.”  And  it  may  go  a 
ways  further:  McEachern,  who  makes 
his  living  as  host  of  the  Geek  Nation 
radio  show  in  Spencertown,  N.Y.,  is  lin¬ 
ing  up  more  sponsorship  so  that  he  can 
take  the  show  on  the  road.  A  San 
Francisco  fest  is  planned  for  mid- 
September.  “We’ll  hit  all  the  big  geek 
cities,”  he  says. 

Stay  posted  at  www.geekpride.org. 

-Sarah  D.  Scalet 


contest,  a  midnight  showing  of  the 
movie  The  Matrix  and  speakers  that 
included  Alex  Pentland,  the  academic 
head  of  the  MIT  Media  Laboratory.  “I 
thought  it  might  be  me  alone  in  the  cor¬ 
ner  playing  Quake,”  McEachern  says. 

Geek  pride  (the  rallying  call  is  “be 
there  and  be  square”)  has  come  a  long 
way  from  two  Geek  Pride  Days  in 
Albany,  N.Y.,  which  McEachern  says 
were  “more  akin  to  me  and  a  couple  of 


RADIO  BOOKMARK 

Name  That  Tune 

IN  THE  MIDDLE  of  your  commute  home,  you  hear  a  great  song  on  the  radio  but  don’t  have 
any  way  to  write  down  the  song  or  the  artist’s  name.  What  do  you  do?  You  could  try  your  best  to 
memorize  it,  but  most  likely  it  will  be  long  gone  from  your  memory  by  the  time  you  get  home. 
Maddening!  To  avoid  that  frustration  in  the  future,  there’s  now  a  gadget  that  can  record  the 
information  on  the  fly.  iTag  is  a  key-chain-mounted  device  that  lets  users  retrieve  information 
about  the  songs,  ads  and  other  things  they  hear  on  their  favorite  participating  radio  stations. 

The  gadget  works  like  a  digital  bookmark,  says  Philippe  Tarbouriech,  cofounder  and  vice  president  of 
engineering  at  Xenote,  the  San  Mateo,  Calif.-based  company  that  makes  iTag.  ‘‘Our  technology  can 
determine  the  frequency  that  the  radio  is  tuned  to  and  then  stores  it,  along  with  the  time,  whenever  the 
user  presses  the  button."  When  the  user  gets  to  a  computer,  she  can  upload  the  data  to  a  personal 
page  at  Xenote’s  website  to  generate  detailed  artist  and  advertiser  information,  plus  Web  links. 

Currently  undergoing  trials  in  several  U.S.  cities,  iTag  is  scheduled  to  become  available  nationwide 
sometime  this  fall.  Both  iTag  and  the  service  will  be  free  to  users— website  advertisers  and  e-tailers  will 
foot  the  bill.  For  more  information,  visit  www.xenote.com. 
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we  got  closer 


Jon  Nordmark 
President  &  CEO 


Tracy  Bosler 
E-Commerce  Engineer 


Tim  Miller 

Director  of  E-Commerce 


Niklas  Gustafsson 
VP  of  Engineering 


Greg  Alexander 
Senior  VP  of  MIS 


"Broadbase  helps  us  increase  customer  loyalty 
by  personalizing  customer  interactions." 

—  Jon  Nordmark,  eBags 


Broadbase  is  changing  the  way  successful 
e-businesses  understand,  interact  -  and 
get  closer  to  -  their  customers. 


"By  leveraging  the  potential  of  Broadbase 's  continuous 
relationship  marketing  capabilities,  we  plan  to  bring  customers 

back  to  our  site  again  and  again." 

—  Tracy  Bosler,  Canon 

"Using  Broadbase,  we  can  optimize  our  product  merchandising 
and  service  offerings  based  on  our  customers'  preferences." 

—  Tim  Miller,  Cabela's 


Broadbase  analyzes  customer  data 
from  multiple  touch  points  and  then 
executes  marketing  campaigns,  improves 
online  merchandising  and  content, 
increases  site  stickiness  and  personalizes 
customer  interactions. 


"We  view  Broadbase  as  a  strategic  asset  to  our  e-commerce 
business,  giving  us  a  window  into  customer  behavior." 

—  Niklas  Gustafsson,  Mercata 

"Broadbase  provides  the  capabilities  to  capture  a 
comprehensive  view  of  our  sales  across  our  various  market 
channels,  including  the  internet,  catalog,  and  stores." 

—  Greg  Alexander,  The  Sharper  Image 


If  you're  serious  about  getting  closer  to 
your  customers  —  about  increasing 
revenue  and  customer  loyalty  —  do 
what  these  and  hundreds  of  other 
successful  e-businesses  have  done  and 
contact  Broadbase. 


get  I 

closer 


to  your  customers 


To  learn  more  about  how  Broadbase  helped  these 
e-businesses  get  closer  to  their  customers,  visit 

www.broadbase.com/getcloser 


BROADBASE 

SOFTWARE,  INC. 


©  2000  Broadbase  Software.  All  names  and  trademarks  are  the  property  of  their  respective  owners. 
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When  in  Rome- 


Taking  Our 
Daughters  to  the  Web 


IT’S  ONE  THING  to  take  your 
daughter  to  work — it’s  another  to 
figure  out  what  she  should  do  all 
day.  Why  not  let  her  interact  in  a 
forum  that  down  the  road  just 
might  help  solve  the  IT  staffing 
problem?  So  goes  the  thinking 
behind  an  all-day  webcast  that  drew 
thousands  of  viewers  and  listeners 
on  Take  Our  Daughters  to  Work 
Day  in  April. 

Sponsored  by  GirlGeeks,  which 
bills  itself  as  “the  source  for  women 
in  computing,”  the  all-day  webcast 
aimed  to  provide  girls  and  young 
women  with  role  models  and  men¬ 
tors,  and  to  show  them  what  they 
can  do  with  a  degree  in  technology. 
Moderated  by  Moira  Gunn  from 
National  Public  Radio’s  “Tech 
Nation,”  the  webcast  featured  inter¬ 
active,  all-female  panel  discussions 
and  video  segments,  with  live  polls 
and  relevant  news  clips  along  the 


way.  Some  sections,  like  a  “High- 
Tech  Moms”  panel,  focused  on 
women’s  issues,  while  others  were 
more  widely  relevant,  like  a  discus¬ 
sion  of  online  privacy. 

“It’s  not  just  about  being  a 
woman,  it’s  about  being  an  expert,” 
says  Kristine  Hanna,  cofounder  of 
the  career,  training  and  mentoring 
community  targeted  at  women  ages 
18  to  44  (www.girlgeeks.com). 

Hanna’s  favorite  part?  Watching 
the  women  panelists  come  in  a  little 
harried  or  tentative — and  then  leave 
invigorated  by  their  interactions 
with  other  women.  “After  every 
panel,  the  energy  of  these  women 
was  incredible,”  Hanna  says,  noting 
that  some  of  the  panelists  them¬ 
selves  brought  daughters  to  the  stu¬ 
dio  where  the  webcast  was  filmed, 
“It’s  a  good  way  to  see  Moms  in 
action.” 

-Sarah  D.  Scalet 


WHEN  LEADING  a  busi  ness 
meeting  in  France,  don’t  sit  at 
the  head  of  the  table.  And 
remember,  a  little  small  talk  is 
crucial.  In  Japan,  don’t  expect 
to  debate  an  issue  and  make  a 
decision  at  the  same  meeting. 

Web  Business  50/50  applicant  GlobeSmart 
( www.globesmart.net ),  a  Web-based  training  tool 
with  information  on  how  to  conduct  business  with 
people  from  30  different  countries,  won’t  help  you 
master  a  new  language.  But  it  will  help  you  find 
answers  on  how  best  to  avoid  insulting  colleagues 
in  Paris,  Tokyo  or  Buenos  Aires.  Produced  by 
Meridian  Resources  Associates,  a  San  Francisco 
global  training  and  consulting  company,  the 
website  was  launched  in  January.  Subscriber 
organizations,  including  founding  customers 
Bechtel  Group,  Cisco  Systems,  Intel  and  Eastman 
Kodak,  pay  quarterly  or  yearly  licensing  fees  to 
become  members  of  the  network,  which  offers 
information  on  culture  and  customs,  communicat¬ 
ing  effectively,  training  and  coaching,  managing 
people  and  dealing  with  customers  and  suppliers. 
The  fees  range  from  $1,000  for  a  quarter  to 
$16,000  for  a  one-year  package,  depending  on 
the  size  of  the  subscribing  organization  and  the 
number  of  countries  it  wishes  to  access. 

Currently,  there  are  10 
major  subscribers,  with 
roughly  1,000  users 
each,  as  well  as  a 
handful  of  smaller 
subscribers,  including 
university  professors. 

Self-assessment 
tests  allow  users  to  compare  themselves  with 
profiles  of  typical  employees  in  France  or 
Indonesia,  while  case  studies  require  the  users  to 
solve  business  issues  likely  to  pop  up  in  target 
countries.  The  site  also  promises  to  help  execu¬ 
tives  navigate  sensitive  situations,  such  as 
correcting  the  problem  behavior  of  a  senior  sales 
executive  in  Costa  Rica,  or  informing  a  Chinese 
employee  in  Shanghai  that  he  is  not  meeting 
company  expectations. 

For  more  50/50  coverage,  see  "Net  Gains," 
Page  98.  -Susannah  Patton 
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Ifs  time  to  start  thinking  out  of  the  box 
when  it  comes  to  business  to  business. 


Dynamic  B2B.  The  power  to  work  with  anyone,  any  way  you  want.  Now  you  can  expand 
your  trading  network  to  include  all  partners,  from  small  to  large  to  eMarkets.  Then  maximize  those  part¬ 
nerships  by  integrating  them  into  your  enterprise  business  process  with  a  flexible,  XML-based  solution. 
The  future  of  eBusiness  is  Dynamic  B2B.  eXcelon  is  already  there.  */ 

For  more  information,  visit  www.exceloncorp.com,  ^AtcLUll  corp. 


IS  THIS  HOW  YOU  IMAGINE  THE  WEB? 


They're  nothing  less  than  grand.  Nothing  short  of 
extraordinary.  They're  the  accomplishments  you 
can  make  using  the  Internet. 

With  Allaire,™  building  your  company's  online  strategy  will 
seem  like  a  day  at  the  beach  because  the  entire  process 
becomes  faster,  more  efficient,  and  more  productive.  Our 
software  platform  -  everything  from  application  servers 
and  visual  tools,  to  packaged  applications  for  e-commerce, 
content  management,  and  personalization  -  is  designed 
specifically  to  help  construct  exactly  what  you  need.  It's 
powerful,  productive,  and  easily  integrates  with  just  about 
every  existing  database  and  system  in  your  enterprise. 
That  saves  time  and  effort  deploying  large-scale  enterprise 
and  e-commerce  applications  on  the  Internet. 

It's  from  Allaire.  And  online,  it'll  help  you  and 
your  company  make  a  huge  splash. 


<allaire> 

www.allaire.com 

1  888  939  2545 


Allaire  and  the  Allaire  logo  are  trademarks  of  Allaire  Corporation.  All  other  brands  and  products  are  trademarks  of  their  respective  holders.  ©  2000  Allaire  Corporation.  All  rights  reserved. 
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The  Other 
Digital  Divide 

Battle  lines  are  drawn  as  IT  managers 
and  e-managers  face  off 


THE  WORLD  IS  UP  in  arms  about  the  digital  divide,  the  gap  between 
what  the  rich  and  poor  can  do  with  information  technology.  It’s 
an  important  issue,  but  as  an  affluent  CIO  reader,  you  are 
undoubtedly  on  the  fortunate  side  of  that  fissure.  However, 
there  is  another  digital  divide  that  may  be  more  immediately 
relevant  to  IT  managers  and  professionals. 

This  divide  separates  those  who  deal  with  IT  from  within  the 
IT  function  and  those  who  address  IT  in  the  e-commerce  con¬ 
text  on  the  business  side.  It  replaces  the  old  gap  between  IT 
people  and  business  people;  now  the  important  distinction  is 
whether  you  are  part  of  the  internally  oriented  IT  crowd  that 
builds  and  maintains  IT  infrastructure  or  part  of  the  gang  that’s 
trying  to  market,  sell  and  service  over  the  Web.  And  it  isn’t 
impossible  to  cross,  although  I  believe  it’s  wide  and  getting 
wider.  If  you’re  in  the  IT  function  and  feel  that  there  is  more 
action  on  the  other  side,  the  time  to  move  is  probably  now. 

As  part  of  the  general  enthusiasm  for  all  things  e,  several  of 
my  colleagues  (Jeanne  Harris  and  Dave  DeLong  at  Andersen 
Consulting  and  Anne  Donnellon  at  Babson  College)  are  doing 
research  on  “The  Role  of  the  E-Manager.”  The  research  isn’t 
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finished,  but  they’ve  already  interviewed  a  lot  of  managers  of 
e-commerce  initiatives  in  both  startups  and  existing  companies. 
Here  are  some  of  their  early  findings: 

■  The  researchers  interviewed  some  headhunters  (sorry,  “exec¬ 
utive  recruiters”)  to  see  what  kind  of  people  they  were  trying 
to  place  into  e-manager  positions.  They  were  not  generally 
looking  to  CIOs  or  IT  managers  for  these  roles. 

■  The  e-managers  interviewed  were  not  part  of  the  IT  func¬ 
tions  and  didn’t  look  to  that  domain  when  thinking  about  | 

their  future  careers.  f 

< 

■  E-managers  had  technical  savvy  in  common  with  IT  man-  ^ 
agers,  but  they  had  more  than  that  to  offer  as  well — opera-  8 
tions  expertise,  marketing  skills,  finance  knowledge  and  sales  “ 
experience,  for  starters.  So  anyone  who  had  hung  out  in  IT  ° 
alone  probably  wouldn’t  get  the  nod  when  an  e-manager  slot  £ 

Z> 

opened  up.  =! 
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THINK  OF  USAS  PAY- 


What  if  getting  the  latest  applications  to  your  users  was  as  easy  as  cable  TV?  And  what  if  you  only  paid 
for  what  you  used,  nothing  more,  nothing  less?  That  would  mean  that  you  were  being  served  by  FutureLink 
The  Application  Utility  Company  "  At  FutureLink,  we  lead  the  way  in  providing  the  software  you  need,  anywhere 
you  need  it.  All  the  time. 

That’s  right,  we  take  care  of  delivering,  updating  and  maintaining  applications  across  your  entire  network. 
Which  means  users  are  consistently  more  productive.  And  your  IT  professionals  are  freed  from  the  endless 
COMPAQ.  cyc'es  aPPliCQti°n  deployment  and  the  time-consuming  tasks  of  break/fix  and  system 

configuration.  We  offer  software  that  runs  the  gamut  from  Microsoft®  Windows®  and  Microsoft  " 
Microsoft  office  2000  to  more  specialized  business  critical  applications  such  as  accounting  and  CRM. 
Whether  on-premise  or  from  our  world-class  data  centers  that  use 
scalable  Compaq  ProLiant®  servers.  And  we  back  it  with  24x7  customer 
service.  For  a  FREE  analysis  of  how  you  might  save  up  to  60%  on  IT 
costs,  call  1.877.216.6001  or  visit  us  atwww.FutureLink.net/anywhere. 

www.FutureLink.net/anywhere 
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©2000  FutureLink.  All  rights  reserved.  FutureLink  and  The  Application  Utility  Company  are  trademarks  of  FutureLink.  All  other  trademarks  and  registered  trademarks  are  property  of  their  respect  .  ? 
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It’s  not  news  that  people  vary  in  their  skills  and  desires,  so  it’s 
not  surprising  that  these  two  different  sets  of  roles  would  be 
inhabited  by  different  people.  But  the  differences  matter. 
E-managers  are  likely  to  receive  a  greater  share  of  their  orga¬ 
nizations’  rewards  and  respect.  When  the  stock  options  or 
bonuses  are  parceled  out,  people  with  a  close  tie  to  the  busi¬ 
ness  tend  to  do  better  than  those  more  remote  from  it.  They’ll 
also  get  the  best  calls  from  headhunters.  Most  important,  their 
jobs  are  probably  much  less  likely  to  be  outsourced.  If  you 
outsource  the  work  overseen  by  the  e-managers,  you’re  basi¬ 
cally  selling  the  business. 


What  will  be  left  for  IT  in  companies  that  are  e-commerce 
oriented?  It  won’t  be  pretty.  Sure,  there  are  still  CIOs  in  com¬ 
panies  like  Amazon.com  and  eBay.  But  they’re  not  exactly  at 
the  center  of  the  action  (that  is,  they’re  not  mentioned  in  10-K 
stock  option  listings).  And  many  e-companies  will  want  to 
rent  IT  service  from  outside  or  get  it  over  the  network  from 
an  ASP  so  that  they  can  minimize  fixed  costs. 

Crossing  the  Divide 

On  the  surface,  you’d  think  that  IT  managers  could  move  eas¬ 
ily  into  e-manager  jobs.  Both  roles  involve  a  basic  orientation  to 
technology.  And  managers  in  the  e-world  need  many  tradi¬ 
tional  attributes  of  good  managers,  including  the  ability  to 
communicate  effectively,  the  ability  to  manage  effectively  across 
business  functions,  and  the  capability  to  construct  processes 
and  structures  to  accomplish  repetitive  tasks.  As  dotcom  orga¬ 
nizations  build  scale  and  service,  this  latter  trait  will  be  partic¬ 
ularly  critical.  E-managers  and  IT  executives  also  both  need 
to  set  goals,  establish  performance  measures  and  hold  employ¬ 
ees  accountable  for  their  performance.  None  of  this  is  easy, 
but  it’s  not  new  to  successful  CIOs  and  IT  directors. 

Now  for  the  bad  news.  When  the  researchers  spoke  with 
e-managers  and  those  who  recruit  them,  they  discovered  some 
characteristics  that  are  not  at  all  pervasive  in  IT  managers, 
perhaps  with  good  reason.  Anne  Donnellon,  who  has  studied 
entrepreneurial  behavior  in  her  work  at  Babson  (where  aspir¬ 
ing  entrepreneurs  congregate  in  large  numbers),  notes  that 
e-managers  have  many  attributes  of  typical  entrepreneurs.  For 
one,  they  are  able  and  willing  to  change  business  models 
rapidly.  They  fail  quickly  at  one  approach  to  business  so  that 


they  can  quickly  shift  to  another.  With  any  business  model 
they’re  currently  pursuing,  they  evince  passion  and  conviction. 
Overall,  they  find  risk  not  unattractive  and  use  it  to  forward 
their  own  careers.  Such  uncertainty  and  rapid  change  may  not 
be  comfortable  to  IT  managers.  Even  though  the  IT  function 
sees  plenty  of  technological  change,  good  IT  managers  try  to 
create  as  much  stability  as  possible.  And  the  IT  executive  with 
a  big  appetite  for  risk  is  a  disaster  waiting  to  happen. 

Good  entrepreneurs  and  e-managers,  according  to  Don¬ 
nellon,  don’t  overengineer  business  processes  and  technolo¬ 
gies  at  the  early  stages  of  the  business  cycle.  Given  how  fast 

the  business  is  likely  to  change,  they 
want  to  maintain  leanness  and  flex¬ 
ibility.  Used  to  building  as  much 
functionality  as  possible  into  sys¬ 
tems,  IT  managers  may  find  it  dif¬ 
ficult  to  accommodate  to  this  good- 
enough-to-get-by  approach. 

Good  e-managers  are  probably 
not  particularly  good  over  the  long¬ 
term  and  realize  their  shortcomings  in  this  regard.  They  get 
bored  quickly  and  like  to  move  on  to  the  next  business  idea. 
It’s  when  they  stay  beyond  their  time  that  many  entrepreneurs 
get  into  trouble.  CIOs  often  don’t  stay  in  their  jobs  long,  but 
that’s  rarely  a  matter  of  preference. 

E-managers  are  players  in  the  broader  games  around  e-com- 
merce.  They  use  other  peoples’  money,  not  their  own  or  even 
their  company’s.  They  know  a  lot  of  people — venture  capital¬ 
ists,  investment  bankers,  potential  employees.  IT  managers, 
on  the  other  hand,  come  with  a  different  portfolio  of  relation¬ 
ships.  They  might  know  some  vendors,  some  consultants  and 
some  IT  professionals  who  worked  for  them  in  previous  jobs. 
But  they’re  not  expected  to  be  players,  and  they  will  spend  the 
company’s  money,  often  quite  liberally. 

Despite  all  this,  if  you’re  an  IT  manager  and  want  to  become 
an  e-manager,  there’s  probably  still  time.  There  are  not  enough 
real  e-managers  to  go  around,  so  e-commerce  companies  will 
gamble  on  someone  who  doesn’t  display  all  the  attributes.  The 
best  way  to  move  in  the  e-managerial  direction,  of  course,  is 
to  get  at  least  partial  responsibility  for  an  electronic  commerce 
initiative  in  your  current  company.  You  may  have  to  give  up 
part  of  your  current  job  to  get  it — as  I’ve  argued,  the  roles  are 
somewhat  contradictory.  But  build  up  your  Rolodex.  Make 
risk  your  friend.  Fight  those  urges  to  be  stable,  responsible  and 
reliable.  And  soon  the  headhunters  will  be  call¬ 
ing  you.  BE] 


Tom  Davenport  cogitates  at  both  Andersen  Consulting’s 
Institute  for  Strategic  Change  and  Babson  College.  He 
welcomes  reader  comments  at  davenport@cio.com. 


Unlike  e-managers,  IT  executives  seek  as  much 
stability  as  possible.  For  them,  someone  with  a  big 
appetite  for  risk  is  a  disaster  waiting  to  happen. 
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Who’s  On 

Knowing  the  up-to-the-moment 
answer  to  this  question  is  crucial 
to  anyone  providing  Professional 
Services. 

Account4™  Web-based  Professional 
Services  Automation  software  helps 
you  get  the  right  people  in  the 
right  places  at  the  right  time,  and 
supports  your  business  processes. 
For  example  ... 

Opportunity  Management:  evaluate, 
track,  and  analyze  your  pipeline  to 
maximize  revenue; 

Resource  Management:  optimize  your 
staff’s  utilization  by  balancing  demand 
with  capacity; 

Client  Management:  maximize 
engagement  performance,  and  provide 
your  contacts  with  the  information 
they  need  when  they  want  it  — 
improving  customer  satisfaction; 

Invoice  Management:  create  on-line 
invoices  and  dramatically  reduce  the 
billing  cycle. 

Account 4  lets  you  track  time  and 
expenses,  and  share  and  disseminate 
information  on  clients,  consultants, 
engagements,  and  costs  — 
anytime,  anywhere. 


“PSA  software  users  can  expect  a  3-8%  increase  in  productivity.” 

-  The  Aberdeen  Group 


The  Final  Score 


Web-based  software  for 

Professional  Services  Automation 


Productivity 

increase 

Home  Team 
Competition 


Utilization 

Additional 

increase 

revenue 

30  people 

$12M 

0 

$0 

3% 

0 


Based  on  1 000-person  staff,  billable  200  days/year  @  $2000/day. 


How  would  your  team  score? 

Do  a  quick  calculation  at  www.account4.com. 
Also  get  a  “ Who's  On  The  Bench"  white  paper 
and  free  CD. 
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CHOOSING  A  FIRM  TO  HOST 
YOUR  WEB  SITE  IS  LIKE  CHOOSING 
A  TEAMMATE  FOR  BASKETBALL. 

PICK  THE  DOMINANT  FORCE 


You’re  in  the  e-game  to  win.  Go  with  the  managed  hosting  powerhouse  the  whole  industry  looks  up  to  -  Digex. 
Back  your  e-Business  with  unparalleled  technical  expertise.  Grow  with  supremely  scalable  solutions.  Assure  your 
site’s  security  and  reliability.  Give  your  e-Business  one  massive  edge:  industry-leading  performance.  If  your  business 
depends  on  the  ‘Net,  depend  on  managed  Web  and  application  hosting  from  Digex.  The  one  player  you  want  on 
your  team  if  you’re  playing  to  win. 
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Where  managed  hosting  began.  Where  managed  hosting  is  going 

WWW.DIGEX.CDM/CINFa  1  -  S8S  -  DIGEXD3 


keeps  e-business  in  business' 


©2000  Digex,  |nc,  All  trademarks,  tradenames  and  service  marks  mentioned  and/or  used  beiong  to  their  respective  owners.  All  rights  reserved 


Ask  the  Expert 

We  re  Not  Experts  on  This,  but  We  Know  Someone  Who  Is 


Thinking 
Outside  the  Box 


Doug  Hall,  founder  of  Richard  Saunders  International’s 
Eureka  Ranch,  a  Newtown,  Ohio-based  company  that 
specializes  in  new  business  development,  training 
and  consulting,  answered  readers’  questions  on 
CIO.com  about  his  area  of  expertise,  encouraging 
radical  thinking  and  effective  brainstorming  within 
a  company.  Here’s  what  he  had  to  say. 


Q:  How  do  you  encourage  radical  thinking  and  effective 
brainstorming? 

A:  The  quantitative  research  we  have  done  indicates  three 
critical  factors: 

■  The  use  of  stimulus  to  spark  the  mind 

■  A  collection  of  truly  diverse  thinking  styles 

■  Dramatic  reduction  in  the  “fear  factor”  among  participants 
The  last  factor  is  the  main  reason  why  we  try  to  work  fun  into 
the  process.  Laughter  has  a  great  way  of  reducing  fear. 

Q:  The  strong  demand  for  highly  skilled  technology  workers 
has  created  a  need  for  innovative  solutions  to  recruit,  reward 
and  retain  these  employees.  Most  high-tech  companies  follow 
a  predictable  formula  of  offering  large  grants  of  stock  options 
with  comparatively  low  salaries  to  employees  who  join  during 
the  high-risk  startup  phase.  These  companies  progressively 
raise  the  salaries  and  reduce  the  grants  as  they  go  through 
several  rounds  of  venture  funding  and  ultimately  an  initial  pub- 
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lie  offering.  This  strategy  works  well  for  the  founders  and  early 
employees,  who  can  be  handsomely  rewarded  for  their  risk  tak¬ 
ing.  But  as  a  creative  vehicle  it  actually  promotes  the  opposite 
effect.  The  early  starters  become  fully  vested  in  their  original 
allocations  and  move  on,  while  the  new  compensation  pack¬ 
age  attracts  the  9  to  5'ers  who  are  not  interested  in  taking  risks 
and  who  are  unwilling  or  unable  to  take  the  company  to  the  next 
level.  How  do  you  get  senior  management  to  think  of  new  and 
creative  ways  to  reward  the  ongoing  risk  takers  and  high 
achievers  who  contribute  to  the  overall  growth  and  valuation 
of  the  company? 

A:  I  fundamentally  believe  that  all  workers  want  to  do  work 
that  is  of  value.  And,  all  workers  want  to  make  a  difference 
in  the  world.  The  pride  of  craftsmanship  cannot  be  bought. 
The  difference  you  talk  of  is  not  about  money.  Rather,  the 


ILLUSTRATION  BY  ORLANDO  HOETZEL 


A  pricetag  that  makes  you  say,  "How?" 


The  experts  who  brought  you  1,000,000  hours  MTBF  UPS  reliability  have  found  a 
way  to  reduce  the  price  you'd  expect  to  pay  for  a  small-scale  UPS  by  up  to  20  percent. 
How  do  we  do  it?  It's  simple  -  we  allow  you  to  buy  manufacturer-direct  through  the  Liebert  website. 


And  while  the  pricetag  is  low,  the  quality  is  not.  The  expertise  that  has  made  Liebert  an  industry  leader  in 
3-phase  power  protection  for  over  30  years  has  been  engineered  into  our  300-2200  VA  PowerSure  UPSs.  You 
can  get  a  full-featured  UPS,  with  12  minutes  back-up  battery  at  typical  load,  buck  and  boost  voltage  circuit, 
and  multiple  outlets  for  clustered  equipment.  You're  also  backed  by  Liebert’s  worldwide  support  and  service. 

That's  how  we  put  the  wow  in  each  PowerSure  UPS.  Visit  www.liebert.com  for  complete  product  specification 
and  ordering  information. 


Liebert’ 

KEEPING  BUSINESS  IN  BUSINESS.® 


800-877-9222  dept.  PS3 


www.ps3.liebert.com 


info@liebert.com 


6  2000  Liebert  Corporation.  All  rights  reserved  throughout  the  world.  Specifications  subject  to  change  without  notice. 
All  names  referred  to  are  trademarks  or  registered  trademarks  of  their  respective  owners. 
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Ask  the  Expert 


reason  for  the  difference  is  the  management  itself.  As  Ben 
Franklin  once  said,  “Fish  stink  from  the  head  down.”  If  man¬ 
agement  wants  to  encourage  risk-taking,  it  needs  to  walk 
the  talk. 

Q:  I  enjoyed  your  book,  Jump  Start  Your  Brain.  My  question  is 
not  as  much  about  work  within  a  company  as  it  is  about  improv¬ 
ing  creativity  across  a  group  of  collaborating  companies.  Any 
hints  on  how  to  help  a  more  diverse  group  let  go  of  fears  and 
assumptions  to  let  the  creativity  flow?  Also,  any  ideas  on  how  to 
encourage  radical  thinking  and  creativity  using  online  text- 
based  conferencing  as  the  tool? 

A:  Thanks  for  your  support.  A  diverse  group  of  companies  is  a 
great  advantage,  however,  don’t  confuse  process  with  content. 
The  more  diverse  you  are,  the  more  likely  you  are  to  have  loud 
and  sometimes  obnoxious  debates.  This  is  good.  It  means  that  all 
the  folks  have  passion  and  a  pulse.  Remember,  real  teams  are 
more  like  the  family  on  the  television  show  Roseanne  than  they 
are  like  the  Cleavers  in  Leave  It  to  Beaver.  Real  teams  fight  to 
make  their  point,  yet  they  still  have  respect  for  each  other. 

I  am  not  a  big  fan  of  online  text-based  conferencing.  I’ve 
tried  a  number  of  variations  to  it,  and  each  time  the  effective¬ 
ness  scores  have  stunk  big  time.  Nothing  beats  people  sitting 
down  and  talking  with  each  other.  And,  to  those  who  say  text- 
based  conferencing  is  needed  so  that  folks  can  give  their  ideas 
without  identifying  themselves,  I  say  you  have  a  bigger  prob¬ 
lem.. .get  a  life.  Your  corporate  problems  are  much  bigger  than 
brainstorming. 

Q:  Can  radical  thinking  and  brainstorming  be  done  in  the  typi¬ 
cal  environment  of  fast-paced,  structured  corporate  culture? 

These  cultures  usually  require 
quick,  sometimes  short-sighted 
answers,  heavily  influenced  by 
resource  constraints  and  politi¬ 
cal-hierarchical  power.  How  is 
effective  thinking  encouraged  (or 
even  accepted)  in  that  kind  of 
environment? 

A:  Everything  can  be  made  to 
work  if  there  is  adequate  lead¬ 
ership  and  responsibility.  Sadly, 
in  most  corporations  leadership 
is  lacking  at  the  top  and  respon¬ 
sibility  is  lacking  at  the  bottom. 
You  need  to  stand  up  and 
scream:  “The  Emperor  has  no 
clothes!”  And  if  people  don’t 


listen  you  need  to  walk.  If  you’re  not  prepared  to  scream  or  to 
walk,  then  you  must  be  willing  to  accept  the  fact  that  you’ve 
sold  your  soul  to  the  devil. 

Q:  I  own  and  run  an  interactive  design  company.  We  have  a 
very  creative  staff.  We  have  chosen  to  make  our  decor  reflect 
our  creativity— very  bright  red,  yellow  and  blue.  Most  visitors 
comment,  “It's  bright.”  It  seems  they  don’t  know  what  else  to 
say— good  or  bad.  We  have  also  printed  business  cards  with 
unusual  titles  in  addition  to  sets  with  standard  titles  like  art 
director  and  so  on.  The  unusual  titles  are  nothing  too  wild, 
just  different,  more  reflective  of  what  we  do.  We  have  hesi¬ 
tated  in  handing  out  the  nonstandard  cards  to  visitors  because 
of  their  reactions  to  our  office.  But  those  that  have  been 
handed  out  received  positive  comments  from  visitors  for  the 
most  part.  Since  we  still  have  to  deal  with  corporate  types, 
are  we  branding  ourselves  wrong?  Does  it  pay  to  stand  out 
from  the  crowd,  or  are  we  shooting  ourselves  in  the  foot? 

A:  No  guts,  no  glory.  When  I  started  my  company  back  in 
1990,  folks  were  still  wearing  suits.  I  hadn’t  worn  a  suit  in  the 
Proctor  &  Gamble  headquarters  for  five  years  before  that.  So, 
when  I  left,  I  just  kept  wearing  jeans  and  sneakers  or  sandals. 
Today  I’ve  taken  to  tropical  shirts  from  Key  West.  Titles  and 
clothes  don’t  make  a  company  great  or  bad.  Great  work  and 
people  of  vision  are  what  matter.  Stop  worrying  about  the  lit¬ 
tle  stuff  and  go  be  brilliant. 

Q:  Can  you  recommend  any  software  that  supports  the  process 
of  brainstorming,  both  individual  brainstorming  and  collabora¬ 
tive  brainstorming? 

A:  It  all  stinks  as  far  as  I’m  concerned.  That’s  both  my  opinion 
and  the  results  of  quantitative  testing  my  company  has  done. 

Q:  What’s  the  single  biggest  impediment  to  brainstorming 
sessions  being  successful  within  IT  organizations? 

A:  Poor  leadership  from  management. 

Q:  How  does  one  provide  the  assurance  to  others  that  radical 
thinking  creates  no  more  risk  than  a  coma— it’s  radical  action 
that  creates  the  risk? 

A:  There  is  no  such  thing  as  a  guaranteed  lottery  ticket.  In 
today’s  world,  it  is  grow  or  die.  If  you  are  not  moving  forward 
you  are  moving  backward.  BE] 


If  you  would  like  to  recommend  an  expert  for  this  column  or  suggest  a 
topic,  e-mail  Senior  Writer  Daintry  Duffy  at  dduffy@cio.com. 


Ask  the  Expert 

Have  a  question  about  offshore 
outsourcing?  Marty  McCaffrey, 
founder  and  executive  director  of 
Salinas,  Calif.-based  Software 
Outsourcing  Research  will  be 
available  to  offer  insight  and  advice 
on  how  offshore  outsourcing  of  IT 
work  can  offer  productivity  and 
quality  improvements  as  well  as 
cost  savings,  Post  your  questions 
for  him  now  until  July  15  at 
www2.cio.com/CtO/expert  or  e-mail 
questions  to  asktheexpert@cio.com. 

cio.com 
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Will  your  future  speak  of 
success?  It  will  if  it  includes 
Acxiom. 

Because  only  Acxiom  can 
create  the  most  accurate 
picture  of  your  customer 
ever  assembled. 

Not  simply  by  supplying 
data.  But  by  providing  the 
services  and  breakthrough 
technologies,  such  as 

SM 

AbiliTec,  that  give  you  the 
knowledge  to  deepen  your 
customer  relationships. 
Both  globally.  And  locally. 

So  you  can  create 
opportunity.  The 
opportunities  that  drive 
success.  And  success  that 
will  make  your  future 
very  bright  indeed. 
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Creating  future  without  fear. 
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paul  maccready  and  other  scientists  are  building  a  plane  that  can  fly  on  mars,  what  are  you  collaborating  on? 
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Skunk  Works 

Secrets 

It  takes  careful  leadership  to  make 
a  skunk  works  effort  pay  off 

BY  CHRISTOPHER  HOENIG 

INNOVATION  IS  THE  heart  and  soul  of  the  new  economy.  The  ques¬ 
tion  isn’t  how  can  you  do  it  once,  or  even  a  few  times,  but 
how  can  you  do  it  continuously?  In  the  IT  field  there  is  noth¬ 
ing  more  valuable  than  a  continuous  source  of  technical  inven¬ 
tion.  And  there  is  no  more  potent  a  symbol  of  continuous, 
groundbreaking  innovation  than  the  idea  of  a  skunk  works.  If 
you  can  figure  out  how  to  create  your  own,  you  have  a  recipe 
for  competitive  and  technological  advantage. 

The  original  Skunk  Works  (www.skunkworks.net)  still  exists, 
as  a  division  of  Lockheed  Martin,  where  it  began  more  than  50 
years  ago.  The  engineers  and  scientists  there  gained  fame  for 
their  inventions  that  pushed  the  limits  of  aviation  technology. 
And  as  they  searched  for  an  identity,  an  inspiration  came  from 
the  Lil’  Abner  cartoon,  where  there  was  a  “skonk  works”  in  a 
secluded  hollow  with  a  still  that  always  had  something  inter¬ 
esting  cooking  in  it.  The  “skunk  works”  was  born,  and  over 
time,  it  has  evolved  into  a  widely  emulated  business  concept. 

A  skunk  works  is  much  more  than  an  R&D  lab.  Its  high 
degrees  of  secrecy,  autonomy,  talent  and  resources  focus  on 
breakthrough  changes  in  how  business  is  done.  A  lot  of 


people  talk  about  creating  one,  but  doing  it  is  a  real  challenge. 

Several  years  ago,  I  became  a  member  of  the  leadership  team 
in  a  large  organization  with  the  understanding  that  I  would 
help  reinvent  the  way  it  worked  from  the  ground  up.  It  became 
clear  to  me  that  one  part  of  my  job  would  be  to  build  a  skunk 
works.  There  was  no  such  existing  capability,  the  expectations 
for  change  were  very  high  and  the  organizational  culture  was 
too  constraining  for  doing  work  out  in  the  open.  Here’s  my 
recipe  for  leading  the  creation  of  a  skunk  works. 

Step  1:  Sell  it.  Before  there  is  a  skunk  works,  nobody  thinks 
they  need  one.  Everybody’s  got  a  different  story:  “We’re 
already  doing  well  enough  with  what  we’ve  got,”  or  the  well- 
worn,  “We  just  can’t  afford  to  spend  any  more  on  R&D.”  So 
your  first  job  is  to  sell  it  to  someone  who  counts,  near  the  top, 
who  can  help  you  grow  and  protect  it.  To  do  that,  I  made  sure 
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mine  addressed  a  strategic  problem  or  opportunity.  The  pur¬ 
pose  of  a  skunk  works  is  to  solve  real  problems — not  just 
dream  up  new  ideas.  In  this  case,  we  needed  entirely  new 
sources  of  knowledge  and  a  reinvented  value  chain  to  keep  up. 

Step  2:  Start  it.  This  is  pure  entrepreneurship.  Find  the  office 
space.  Get  the  supplies.  Rough  out  a  plan  of  attack.  Get  a  few 
good  people  to  commit.  Start  right  away  with  a  few  seed  ideas. 
Scrounge  some  seed  funding  or  just  steal  the  time.  And  above 
all,  don’t  tell  anyone.  I  started  my  skunk  works  with  a  project 
facade  that  hid  not  only  an  entirely  new  R&D  effort  but  also 
a  completely  new  way  of  working.  I  looked  for  a  couple  of 
early  wins  that  would  show  my  sponsor  this  could  really  work. 
The  most  important  was  when  senior  executives  from  our 
clients  and  business  partners  were  introduced  to  our  products 


and  sent  word  that  we  were  on  a  worthwhile  new  path.  Then 
we  started  to  get  the  breathing  room  we  needed. 

Step  3:  Fund  it.  Paradoxically,  funding  usually  comes  after 
you  start.  Funding  creates  visibility,  which  leads  to  constraints 
and  expectations.  Both  can  kill  the  skunk  works  in  its  infancy. 
The  secret  for  me  was  to  create  a  success  that  no  one  could 
argue  with  (my  facade  project — which,  by  the  way,  took  two 
years  to  complete).  That  way,  when  I  argued  for  more 
resources,  anyone  arguing  for  constraints  would  be  arguing 
against  a  visible  accomplishment.  It’s  the  only  way  to  keep  the 
strategic  degrees  of  freedom  you  need. 

Step  4:  Staff  it.  With  an  expanded  resource  base,  you  can  start 
to  go  after  high-quality  people  you  couldn’t  previously  attract 
or  afford.  You  don’t  need  many,  just  the  right  combination  of 
competence,  character  and  chemistry.  I  stole  a  couple  of  good 
people  from  around  the  company,  attracted  a  few  from  the  out¬ 
side,  and  within  six  months  we  had  tripled  in  size  and  were 
pursuing  five  projects  rather  than  one. 

Step  5:  Protect  it.  By  the  time  you’re  taking  on  more  people, 
getting  more  resources  and  showing  some  results,  you’ll  also 
be  attracting  attention.  Then  the  attacks  will  start.  Some  will 
misunderstand  and  criticize  an  operation  without  an  easily 
visible  impact  on  the  bottom  line.  Some  will  be  jealous,  fiercely 
competitive  or  merely  threatened.  Others  will  question  your 
strategy.  And  the  conservative  ones  will  say  the  risks  are  too 


high.  I  faced  all  of  these.  Some  things  I  could  still  keep  secret. 
Some  I  could  defend  on  my  own.  But  most  required  the  deft, 
consistent  and  intelligent  support  of  my  sponsor  and  the  oth¬ 
ers  who  had  been  won  over  on  the  leadership  team. 

Step  6:  Lead  it  and  laugh  about  it.  Once  the  skunk  works 
grows  past  its  initial  core,  the  culture  will  start  to  change.  It  will 
naturally  become  less  freewheeling,  less  fun,  less  innovative.  It 
takes  leadership  to  bring  a  healthy  discipline  to  a  growing  orga¬ 
nization  and  at  the  same  time  keep  its  soul  intact.  Creative 
freedom  is  the  essence  of  a  skunk  works.  Don’t  let  it  get  too 
large.  Most  important,  make  it  an  adventure.  Make  it  a  cru¬ 
sade.  Name  the  forces  of  evil  you  are  fighting  against.  Revel 
in  your  victories.  Laugh  about  your  defeats  and  mishaps. 

Step  7:  Profit  from  it.  There  is  nothing  like  success, 
and  every  skunk  works  has  to  produce  it.  Whenever 
you  succeed,  take  the  opportunity  to  tell  the  story  of 
how  this  would  not  have  been  possible  without  the 
organization  behind  it.  Equally  important,  build  the 
body  of  evidence  that  shows  a  return  to  the  institution 
on  the  investment  it  has  made.  Once  you’re  able  to 
show  that  equation,  you’re  almost  there.  In  my  case,  by  the 
time  we  entered  our  third  year,  even  the  most  skeptical 
bystanders  and  adversaries  admitted  that  our  results  were 
worth  the  effort. 

Step  8:  Sustain  it.  People  move  on.  Sponsors  desert  you.  Lead¬ 
ership  changes.  Strategies  shift.  For  a  skunk  works  to  live  on 
and  continue  its  contribution,  it  has  to  adapt  and  evolve.  In 
most  cases,  this  is  not  a  function  of  process  but  one  of  people 
and  identity.  If  enough  of  your  people  have  the  fire  of  innova¬ 
tion  lit  inside  them,  they  will  attract  others  and  the  organization 
will  stay  alive.  And  if  your  group  can  create  an  identity — a 
brand,  if  you  will — that  is  irrevocably  matched  in  people’s 
minds  with  innovation,  then  it  is  much  harder  to  kill. 

This  recipe  takes  a  bit  of  work,  but  it’s  worth  it  when  you’re 
finished.  If  you’ve  never  done  it  before,  why  not  whip  up  one  of 
your  own?  E0 


Send  your  own  skunk  works  tales  or  thoughts  about  our  ongoing  Total 
Leadership  column  to  leadership@cio.com.  Christopher  Hoenig  has  been 
an  entrepreneur,  government  executive  (director  for  information  man¬ 
agement  and  technology  issues  at  the  GAO),  consultant 
(McKinsey  &  Co.)  and  inventor,  and  is  author  of  a  forth¬ 
coming  book  on  problem-solving  and  leadership  tech¬ 
niques.  He  is  now  chairman  and  CEO  of  Exolve  in  Wash¬ 
ington,  D.C.,  focusing  on  next-generation  Web-based 
problem  solving. 


Make  it  a  crusade.  Name  the  forces  of  evil 
you  are  fighting  against. 
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Are  you  spending  more  time 
looking  into  your  network 
than  looking  out  for  your 
business  in  the  marketplace? 

Do  pedestrian  problems  with  your 
LAN  or  WAN  bring  you  to  a 
standstill?  What  about  help 
desk  support?  Or  security?  Don’t 
worry.  We’re  GTE  Communications 
Corporation.  We’re  part  of  one  of 
the  largest,  most  experienced 
communications  companies  in 
the  world.  And  we’re  here  to  help 
you.  Because  we  have  the  products, 
the  services,  and  the  scalability  to 
meet  your  varying  needs  in 
Data,  IP,  and  Voice.  For  your 
broadest  range  of  problems,  GTE 
Communications  has  solutions. 
Solutions  that  can  help  your 
business  be  more  productive,  cost- 
efficient,  and  profitable.  So  you 
can  stand  out  in  even  the  most 
highly  competitive  market. 


more  information,  call  toll-free  at  877-83-GTECC 


GTE  COMMUNICATIONS 
CORPORATION 


Considering  a 


wireless 


application? 


With  Motient's  wireless  data  network,  you'll  stay  connected,  even  when  you're  deep  inside  a  building.  Because  our 
network  reaches  everywhere  your  wireless  information  needs  to  go.  Motient's  national  footprint  is  the  industry's  most 
extensive.  So  you  can  depend  on  reliable,  enterprise-wide  connectivity  no  matter  what  your  mobile  application. 
From  sales  force  automation  and  field  service  support  to  wireless  email,  CRM  or  ERP— Motient  can  wirelessly  enable 
your  most  critical  business  applications. 


WHEN  YOU'RE  100  FLOORS  UP 
AND  100  FEET  IN,  OUR  NATIONWID 

NETWORK 

MAKES  ALL  THE  DIFFERENCE. 


monenx 

mobile  INTERNE 1 


For  the  broadest  national  coverage,  the  best  in-building  penetration  and  the  most 
reliable  wireless  data  service,  remember:  the  network  makes  all  the  difference. 


To  learn  how  Motient  can  help  make  your  wireless  application  a  reality, 
call  1-800-872-6222,  ext.  2178  or  go  to  www.motient.com. 
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Mark  Polansky  Offers  Advice  to  Aspiring  CIOs  and  IT  Managers 


When  the 
Party’s  Over 

Q:  When  does  one  finally  decide  that  it’s  time  to  move  on? 
I’ve  been  a  vice  president/CIO  for  12  years,  and  the  growth, 
challenge  and  fun  have  faded  away— but  the  money  is  still 
quite  good. 

I’ve  been  extremely  successful  delivering  corporate  goals, 
but  there  is  no  future  promotional  opportunity.  I  don’t  smile  on 
my  way  to  work  anymore,  and  I’m  way  too  young  to  retire.  I’ve 
been  thinking  about  something  outside  the  IT  area.  What’s  your 
opinion  of  my  situation? 

A:  Great  question.  You  have  reached  the  top  position  in  your 
chosen  field  of  information  technology,  namely  vice  president 
and  CIO,  but  you  seem  bored,  perhaps  not  challenged  and 
definitely  uninspired.  It  does  sound  like  it  might  be  time  to 
move  on.  First,  determine  whether  your  ambivalence  about 
your  current  position  is  due  to  the  company  (too  small?),  the 
management  team  (lacking  top-talent  peers?),  your  responsi¬ 
bilities  (too  simple?)  or  some  combination  of  these  and  other 
factors.  If  you  can  identify  the  issues,  then  perhaps  you  should 
seek  a  move  up  the  corporate  food  chain  to  a  larger,  more 


complex,  sharper  environment  that  needs  a  significant  upgrade 
of  its  IT  leadership,  vision  and  execution. 

On  the  other  hand,  if  you  have  simply  become  bored  with  IT 
and  find  yourself  looking  longingly  at  the  COO’s  job  or  a  divi¬ 
sion  manager’s  role,  then  set  your  sights  on  moving  over  into 
general  management.  Prepare  yourself  for  this  lateral  migration 
by  spending  as  much  time  as  possible  with  your  user  commu¬ 
nity  and  learning  as  much  as  you  can  about  the  business.  Con¬ 
tinuing  education  in  business  operations,  finance,  marketing 
or  management — perhaps  an  executive  MBA — will  support 
your  move.  Your  best  bet  lies  within  your  current  company 
by  using  your  knowledge  of  its  industry,  products,  services, 
processes  and  so  on  to  convince  management  to  give  you  a 
chance  to  grow  beyond  IS. 

If  that  doesn’t  work,  try  pursuing  a  stepping-stone  IT  posi¬ 
tion  at  a  competitor  or  related  company  with  the  understand- 
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Leading  e-businesses,  online  brokerages  and  e-retailers  depend  on  nCipher’s  line  of 
high-performance  hardware  security  products  to  secure,  speed  and  scale  their  e-commerce 
and  Public  Key  Infrastructure  applications. 

Receive  a  free  Internet  security  kit  by  visiting  us  online  at 
www.ncipher.com/security 
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ing  that  general  management  is  a  common  objective.  Lastly, 
check  into  appropriate  opportunities  in  the  high-tech  and  dot¬ 
com  worlds  where  you  can  leverage  your  technical  background 
and  management  experience  into  a  broader  portfolio  of 
responsibilities. 

KNOW  THYSELF 

Q:  I  have  manufacturing  operations,  financial  services  and  IT 
project  management  experience  of  about  10  years  in  each 
area— in  total  spanning  the  last  30  years.  At  age  50,  with  four 
degrees  including  an  MBA,  plus  three  separate  industry  certi¬ 
fications,  I  am  looking  for  a  senior  executive  post  (CIO,  COO) 
where  I  can  display  my  strengths  in  planning,  implementing 
and  managing  strategic  missions.  How  and  where  do  I  begin 
my  search? 


Today  the  demand  is  sky-high  for  managers 
who  can  apply  their  technology-based  experience 
to  the  business  initiatives  of  progressive 
companies  that  value  IT. 


A:  If  your  years  of  IT  leadership  are  the  most  recent  of  the  three 
parts  of  your  background,  you  should  find  a  fairly  enthusiastic 
reception  in  the  marketplace.  Today  the  demand  is  sky-high 
for  managers  who  can  apply  their  technology-based  experience 
to  the  business  initiatives  of  progressive  companies  that  value  IT. 
This  should  be  especially  true  in  either  financial  services  or 
manufacturing  environments  where  your  IT  expertise  can  be 
further  leveraged  by  your  industry  knowledge  and  expertise. 

The  issue  of  whether  your  hard  skills  and  experience,  plus 
your  soft  skills  and  abilities,  qualify  you  at  the  CIO  or  COO 
levels  is  impossible  to  judge  from  your  question  and  may  not 
be  obvious.  Seek  out  the  sincere,  nonpatronizing  views  and 
opinions  of  those  around  you — family,  friends,  mentors,  busi¬ 
ness  associates  and  colleagues — or  your  boss  or  your  com¬ 
pany’s  professional  development  staff  if  your  employer’s 
human  resources  function  is  strong.  Speak  to  career  coun¬ 
selors,  search  consultants  or  those  who  might  interview  you. 
Ask  for  their  feedback  and  honest  opinions  rather  than  just 
selling  yourself  because  you  want  a  shot  at  it.  In  other  words, 
know  thyself. 


position,  I  have  been  on  a  number  of  interviews  and  have  been 
told  that  my  business  and  leadership  skills  are  excellent  but  that 
I  do  not  have  direct  experience  with  the  new  technologies  of 
e-business. 

I  have  proven  leadership  skills  and  believe  that  the  new  tech¬ 
nology  knowledge  can  be  attained  with  on-the-job  experience. 
Should  I  concentrate  on  getting  that  knowledge  first? 


A:  This  is  simply  the  latest  version  of  the  age-old  experience 
Catch-22  applied  to  the  latest  hot  topic — e-business.  If  you 
can’t  get  the  job  without  having  the  appropriate  experience, 
then  how  can  you  ever  get  that  experience  without  access  to  the 
jobs  that  offer  the  experience?  In  other  words,  if  you  can’t  do  or 
manage  something  that  you’ve  never  done  or  managed  before, 
then  how  does  one  get  to  do  or  manage  it  for  the  first  time?  The 

answer  as  always  is  that  your  best 
option  to  get  to  do  or  manage  some¬ 
thing  new  is  at  your  current 
employer. 

The  obvious  path,  then,  is  to 
lead  your  company  forward  into 
the  brave,  new  e-world.  Start  small, 
look  for  easy  and  inexpensive  low- 
hanging  fruit,  and  gain  some  initial 
success  to  build  on.  If  that’s  not 
possible,  then  fall  back  on  another  classic  piece  of  career 
wisdom — use  what  you  have  to  get  what  you  want.  That  is 
to  say,  leverage  your  core  competencies  and  knowledge  of 
your  industry,  processes,  products,  services,  technologies 
and  so  on  to  open  the  doors  to  other  companies  (competi¬ 
tors!?)  that  will  value  these  assets  and  “get  it”  with  regard 
to  doing  e-business.  I  am  confident  that  your  patience  and 
perseverance  will  be  rewarded. 


WANTED:  ON-THE-JOB  EXPERIENCE 

Q:  I  am  an  IS  professional  with  more  than  25  years'  experience 
in  the  development  of  strategic  technical  plans  and  the  execu¬ 
tion  and  management  of  those  plans.  In  searching  for  my  next 


MBA  CREDENTIALS 

Q:  I  have  an  MBA  and  an  undergraduate  computer  science 
degree,  though  the  MBA  is  not  from  what  is  considered  to  be 
a  top-20  school.  With  over  10  years’  experience  (from  hands- 
on  applications  development  to  project  leadership  and  man¬ 
agement,  all  with  large,  well-known  companies),  do  I  need  to  try 
to  compensate  for  a  “no-name”  MBA  by  attending  an  execu¬ 
tive  education  program  at  a  top  school  to  achieve  the  next 
level— the  director  level? 

A:  Let  your  education  stand  on  its  own  among  your  professional 
qualifications.  You  can’t  change  where  you  earned  your  MBA, 
and  you  shouldn’t  apologize  for  what  is  otherwise  a  significant 
accomplishment.  More  important,  you  can  enhance  your  edu¬ 
cational  credentials  by  complementing  your  MBA  with  execu¬ 
tive  courses  and  seminars  in  new  topics  and  subject  matter. 
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Fig  1.  Small  size 


—  yet  possesses  the  deadliest  defense  on  Earth 


Dart-Poison  Frog 

Measures  no  longer  than  the 
length  of  your  thumb,  but  can 
25,000  people  with  a  single 
of  its  poisonous  sweat. 


kill 


Introducing  the  NetScreen-1000.  Ensuring  untouchable  network  security.  This  one  box 


provides  you  with  the  most  complete,  powerful,  and  scalable  security  system  available,  capable  of  handling  100 
secure  customer  domains,  500,000  concurrent  TCP  sessions,  and  25,000  VPN  tunnels  all  at  gigabit  speed. 
This  is  the  only  total  solution  that  can  improve  performance  while  reducing  the  complication  and  cost  of  deploying 
security.  Adding  new  customers  is  easy,  allowing  you  to  generate  not  only  new  business,  but  new  revenue,  simply. 
Call  1-877  NETSCREEN  or  visit  www.netscreen.com/NS  WOO  and  learn  how  this  potent 


solution  can  provide  you  with  the  best  possible  security.  NetScreen-1000.  The  newest  additioti 


to  a  family  of  security  solutions. 


Broadband  Internet  Security  Solutions  NetScreen 


Career  Counsel 


You  haven’t  told  me  the  concentration  of  your  MBA,  but 
whatever  it  is,  add  to  your  “knowledgeware”  in  other  business- 
oriented  areas  such  as  e-commerce,  finance,  management,  mar¬ 
keting,  distribution  or  whatever  will  help  prepare  you  to  bet¬ 
ter  connect  with  your  business-side  partners,  align  your  IT 
activities  with  the  business  plan,  goals  and  objectives  of  your 
internal  customers,  and  provide  world-class  products  and  ser¬ 
vices  to  your  company’s  external  partners  and  customers. 


THE  LURE  OF  THE  DOTCOM 

Q:  I’m  currently  in  a  secure  but  unchallenging  project  manager 
position  at  a  Fortune  500  company.  The  salary  and  package  is 
comparable— if  not  in  the  upper  quartile  of  most  salary  sur¬ 
veys.  Would  it  be  wise  to  gamble  and  take  a  more  challenging 
position  with  a  pre-IPO  dotcom  company  with  significant  stock 


Have  a  career  question? 


Visit  our  website  at  www.cio.com/ 
forums/executive/counselor.html  and 


pose  your  own  questions  to  Mark  Polansky. 


option  gains  but  at  a  lower  salary?  I’m  concerned  that  if  the 
position  or  company  does  not  work  out  then  subsequent 
employers  would  use  my  current  lower  salary  as  a  starting  base 
to  negotiate  from. 

A:  Once  again,  the  gamble  of  an  entrepreneurial  dotcom  com¬ 
pany  makes  sense  only  if  you  meet  the  following  criteria:  one, 
you  can  financially  weather  the  storm  of  lower  cash  income 
until  either  the  company  has  a  liquidity  event,  like  an  IPO  or  a 
sale  or  merger,  or  if  it  fails,  and  there  isn’t  a  big  payday,  and 
you  must  move  on;  and  if  being  an  entrepreneur  is  really  what 
you  want  to  do. 

Playing  at  a  startup  for  less  salary  can  get  old  quickly  if  you’re 
not  enjoying  the  long  hours  and  the  drive  for  success.  Follow 
your  heart,  and  make  sure  your  brain  (and  your  spouse)  buy 
into  this  life  change  100  percent.  And  should  the  venture  fail, 
any  good  employer  will  compensate  you  at  the  market  rate, 
and  not  judge  your  value  based  on  your  dotcom  salary  unless,  of 
course,  you  go  to  another  dotcom.  (For  more  on  the  dotcom 
lure,  see  “Wheel  of  Misfortune,”  CIO,  April  1,  2000.) 

YOUNG  AT  HEART 

Q:  I  am  almost  67  years  young  and  received  my  MBA  last 
year.  I  started  in  data  processing  in  1960  and  went  through 
several  levels  of  positions  with  many  businesses.  After  13 


years  in  data  processing,  I  left  the  computing  world  and  went 
into  sales  in  an  unrelated  field.  After  20  years  of  making  good 
money  in  sales  I  was  burned  out  and  returned  to  the  computer 
industry.  I  received  180  CEUs  in  all  types  of  computer  classes, 
went  into  instructing  and  then  into  systems  administration  work. 

For  the  last  two  years  I  have  been  director  of  MIS  for  a  very 
small  city  where  salaries  are  about  half  those  of  private  indus¬ 
try.  I  did  what  I  set  out  to  do  for  the  city,  which  was  to  bring  it 
through  the  year  2000  and  into  the  21st  century,  but  my  posi¬ 
tion  is  dependent  upon  the  existing  mayor  being  reelected  in 
two  years.  I  really  want  to  move  on  and  up.  Am  I  too  old  to 
expect  any  private  company  to  be  willing  to  pay  me  for  my 
experience  and  my  education? 

A:  Legally  and  morally,  your  age  is  a  nonissue.  Realistically, 
however,  there’s  good  news  as  well  as  bad,  and  your  job  search 
will  be  challenging  but  ultimately  successful. 

First  the  bad  news.  For  all  our  modern  enlightenment  and 
open  thinking,  there  is  still  a  great  deal  of  bias  in  the  workplace, 
in  hiring  as  well  as  in  promotional  opportunity.  That  certainly 
includes  age,  both  too  young  to  qualify  for  senior  manage¬ 
ment  roles  and  too  old  to  get  the  job  done.  Especially  in  the 
latter  case,  imagined  concerns  about  continued  good  health 
and  longevity  in  the  position  are  used  as  rationalizations  for 
inappropriate  decisions. 

The  good  news  is  that  IS  is  more  egalitarian  and  open- 
minded  than  almost  any  other  vocational  discipline,  and  the 
severe  supply  and  demand  crisis  in  the  technology  workforce 
will  work  strongly  in  your  favor.  Best  of  all,  you  sound  like  a 
guy  who  is  full  of  energy  and  drive.  Flopefully  that  will  come 
across  in  an  interview — visually  do  everything  you  can  to  look 
young  and  in  good  shape. 

The  hard  part  is  opening  doors  and  getting  interviews. 
Make  sure  your  resume  is  focused  on  up-to-date  IT  manage¬ 
ment  concepts  and  technologies,  and  keep  the  older  stuff  as 
terse  as  you  can.  Networking  is  always  a  good  bet,  since  those 
who  know  you  will  be  your  best  advertisement.  And  don’t 
hold  out  for  the  top  job  at  the  biggest  company  in  town. 
Your  objective  must  be  to  get  your  foot  in  the  door  and  prove 
that  you  still  have  what  it  takes.  Lastly,  consider  consulting. 
This  avenue  can  give  a  potential  employer  a  chance  to  “try 
then  buy.”  BIS 


Mark  Polansky  is  a  managing  director  and  member  of  the  advanced  tech¬ 
nology  practice  at  Korn/Ferry  International  in  New  York 
City.  He  is  also  the  chairman  of  the  Greater  New  York 
Chapter  of  the  Society  for  Information  Management. 

The  Web-based  Executive  Career  Counselor  column  is 
edited  by  Web  Research  Editor  Kathleen  Kotwica.  She 
can  be  reached  at  kkotwica@cio.com. 
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PHOTO  BY  ANDRE  SOUROUJON 


s  your  anniversary. 


The  kids  are  at  her  mother’s 


one’s  off  the  hook, 


you’ve  got  one  thing  on  your  mind 


my  network  under  control? 


Make  NetSolve  your  remote  network  management  partner.  With  our  cost  effective  solution, 
you’ll  have  an  experienced  team  of  IT  professionals  helping  you  design,  implement,  monitor,  manage 

AND  RESTORE  YOUR  NETWORK.  THAT  WAY,  YOU  CAN  FOCUS  ON  MORE  STRATEGIC  ISSUES.  So  TO  SPEAK. 


99.5%  AVAILABILITY  GUARANTEE  THOUSANDS  OF  NETWORKS  SERVED  PROVEN  SINCE  1994 
WEB-ENABLED  TOOLS  24/7/365  REMOTE  NETWORK  MANAGEMENT  1.800.528.3981 


NetSod/e* 

YOUR  REMOTE  CONTROL" 


WWW.NETSOLVE.COM/CIO 


©2000  NFTSOLVE 


What  would  your  customer  service  manager 
do  with  your  Web  site  if  he  could? 

"Yd  let  our  best  customers  access  technical  specs” 

"Yd  give  my  reps  the  ability  to  post  tips  and  shortcuts 

"Yd  set  up  a  public  site  with  FAQs — in 
four  different  languages 

“I’d  stop  camping  outside  the  IT  department.” 


CONTENT  MANAGEMENT  should  be  easy.  Up  and  running  in  no  time.  Without  IT  overload. 
That’s  what  Eprise  does.  No  HTML.  No  specialized  scripting.  Just  a  content  management  application  that  lets 
business  users  create,  update,  and  target  Web-based  content  —  easily.  After  all,  what  good  is  a  Web  site  if  it 
can’t  deliver  information  immediately.  If  not  sooner.  What  would  you  do  with  your  Web  site  if  you  could? 

Let  us  know.  WWW.EPRISE.COM 


EPRISE 

mind  your  content 


PHOTOS  FROM  LEFT;  DAVID  FIELDS.  ANN  STATES.  FURNALD/GRAY,  FURN ALD/GRAY.  ROGER  BALL  AND  MARCOS  LUJAN 


WHEN  WE  LAUNCHED  THE  WEB  BUSINESS  50/50  AWARDS  IN 


1997,  there  was  a  definite  sense  of  experimentation 


among  the  applicants.  At  that  time,  the  Web  was  shiny 


and  new;  while  many  companies  certainly  saw  its  poten 


tial,  their  Internet  and  intranet  efforts  were  marked  by 


cautionary  baby  steps  rather  than  full-speed-ahead 


plunges.  ■  With  each  succeeding  Web  Business  50/50 


issue,  the  level  of  sophistication  and  seriousness  among 


the  applicants  has  increased.  Gone  are  the  skunk  works 


and  fly-by-night  development  efforts  handled  by  a  cou 


pie  of  computer  enthusiasts  in  their  off-hours.  For  this 
year’s  crop  of  more  than  540  hopefuls,  the  Web  has 
become  an  integral  part  of  their  operations.  Many  appli¬ 


cants— and  winners  for  that  matter— now  boast  Web 
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AWARDS 


development  efforts  that  have  dedicated  staff,  signifi¬ 
cant  financial  backing  and  high-level  executive  support. 
Some  are  even  pulling  in  positive  cash  flow.  ■  On  the 
intranet  side,  the  most  significant  trend  that  has 
emerged  over  the  past  few  years  is  that  intranets  are  not 
just  for  employees  anymore.  While  benefits  information, 
training  manuals  and  employee  directories  still  have  a 
place  on  intranets,  that  kind  of  static  information  is  now 
considered  par  for  the  course.  This  year’s  winners  have 
expanded  the  reach  of  their  intranets  to  include  cus¬ 
tomers,  suppliers  and  partners,  transforming  the  Web 
into  a  valuable  conduit  for  streamlined  business 
processes,  entry  into  new  markets  and  improved 
customer  service.  The  future  of  the  Internet  is  here. 
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sophisticated,  so  powerful,  and  so  intelligent, 

that  it  can  dynamically  find,  create,  capture,  and 
manage  critical  information  across  a  Global  Enterpr 

For  more  information  visit  http://www.ragingknowledg 
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INTRANET  WINNERS  ] 


AARP* . 150 

InfoNet 

ARMY  AND  AIR 

FORCE  EXCHANGE . 150 


Army  and  Air  Force  Exchange 
Service 

CAMP  FIRE  BOYS  &  GIRLS  98, 150 

The  Camp  Fire  Cafe 

CHILDREN’S  HEALTHCARE 
OF  ATLANTA . 150 

Careforce  Connection 

CISCO 

SYSTEMS*  ....  36, 98,  138,  150 
Cisco  Employee  Connection 


COMPAQ  COMPUTER . 150 

Regional  Portal  Planet 

COMPUTER  ASSOCIATES 
INTERNATIONAL . 150 

CAiNet 

CUMMINS  ENGINE 
COMPANY . 152 

Intercept 

DATA  DIMENSIONS . 152 


DDINet  Knowledge  Portal 

DELL  COMPUTER* . .  98, 152, 162 

Premier  Pages 


DELTA  AIR  LINES . 152 

DeltaNet 

DEVELOPMENT  DIMENSIONS 
INTERNATIONAL . 152 

KnowledgeLink 

DIRECTV . 154 

On-Line  Event  Registration 


ENERMETRIX.COM*  98. 134, 154 

Enermetrix.com 


ERNST  &  YOUNG . 98, 152 

KnowledgeWeb 

FEDEX . 154 

Bravo 

FORD  MOTOR  CO* . 98, 154 

The  Ford  Intranet 

FRAUD  DEFENSE 

NETWORK . 156 

FraudDefense.com 


GALILEO  INTERNATIONAL. . .  154 

Electronic  Galileo 

GENERAL  MOTORS 
ACCEPTANCE  CORP. 

(GMAC) . 154 

HomeTown 

GENUITY . 154 

IP  Telecom  Intranet 

GSA’S  FEDERAL 

SUPPLY  SERVICE . 154 

GSA  Advantage! 

HOUSTONSTREET 
EXCHANGE . 98, 134, 154 

HoustonStreet 

IBM . 98, 154, 164,  204, 226 

W3.ibm.com 


INTELSAT* . 154 

IBN:  The  Intelsat  Business 
Network 

MARCHFIRST* . 154 

Central 

MEDIAONE  GROUP . 154 

i-Blox 

NAVAL  AVIATION  SYSTEMS 
TEAM* . 154 

GOSNET 


NCR  CORP . 98, 154 

NCR  University 
Online  Campus 

NORTEL  NETWORKS  98, 154, 226 

Time  to  Market 

NORTHERN  STATES 

POWER . 154 

l/T  Online  Resources 

tTHE  OFFICE  OF  THE 
ASSISTANT  SECRETARY 
OF  DEFENSE  FOR  COMMAND, 
CONTROL,  COMMUNICATIONS 
AND  INTELLIGENCE 


(0ASD/C3I) . 98, 154 

A-Net 

PEROT  SYSTEMS* . 98,156 


TRAIN  (The  Real-Time 
Associates’  Information 
Network) 


PINNACLE  DECISION 

SYSTEMS . 156 

HQ 

PRICEWATERHOUSE- 
COOPERS* . 98, 156 

KnowledgeCurve 

PRUDENTIAL  REAL  ESTATE  AND 
RELOCATION  SERVICES . 156 

Prudential  Relocation  Center 

RELIANT  ENERGY* . 156 

EMSweb 

ROY  F.  WESTON . 158 

WESTONnet 

SAFECO . 158 

SAFECOM 

SATYAM  COMPUTER 
SERVICES  . 158 

SatyamWorld 


SBM,  A  GATES/ARROW 

COMPANY . 138, 150, 158 

VAR  Central 

SPRINT  PCS  GROUP*  . . 

Connected 

. ...  158 

TELTECH  RESOURCE 
NETWORK . 

Teltech.com 

. ...  160 

TOSHIBA  AMERICA 

BUSINESS  SOLUTIONS . 160 

Service  Information  System  (SIS) 

UNIVERSITY  OF 
CALIFORNIA,  IRVINE, 
GRADUATE  SCHOOL  OF 
MANAGEMENT . 

Catalyst 

.  98, 158 

U.S.  DEPARTMENT  OF 

VETERANS  AFFAIRS  ....  98, 158 

Veterans  Examination  Request 
Information  System  (VERIS) 

tU.S.  JOINT  FORCES 
COMMAND . 

Knowledge  Today 

.  98, 160 

THE  WEBER  GROUP. . . . 

WeberWorks 

. ...  160 

WILDWOOD  PROGRAMS. 

lEPManager 

.  98, 160 

WINSTAR 

COMMUNICATIONS .... 
Grapevine 

. ...  160 

WORLDCOM . 

TeamNet 

. ...  160 

*  Indicates  a  repeat  winner  of  a 

Web  Business  50/50  award. 


t  0ASD/C3I  and  U.S.  Joint  Forces 
Command  are  joint  winners  of  a 
single  award. 
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We  provide  Customer  Relationship  Management  solutions. 
And  our  major  clients  have  definite  e-commerce  aspirations 
They're  eager  to  offer  full  customer  service  across  the  web 
Working  with  Genesys  we’ve  been  able  to  offer  them 
the  UK’s  first  web-enabled  contact  centre. 


Partnering  with  Genesys  has  given  us  a  truly  flexible 
platform.  Not  only  can  we  offer  cutting-edge  call  centres, 
we  can  bring  in  additional  applications  whenever 
needed.  It’s  definitely  a  future-proof  situation. 

IAN  SEEDHOUSE 
SOLUTIONS  DEVELOPMENT  MANAGER 
BT  SYNCORDIA  SOLUTIONS 


Genesys  offers  a  comprehensive,  integrated  suite  of  interaction  management 
solutions.  It’s  what  we  do:  help  companies  optimize  customer  interactions 
across  the  enterprise.  To  learn  how  we  helped  BT  solve  their  interaction 
management  needs,  visit  us  at  www.genesyslab.com/solutions. 


Better  Interactions 
Better  Business. 


AN  ALCATEL  COMPANY 


today 
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Genesys  offers  a  comprehensive,  integrated  suite  of  enterprise  interaction 
management  solutions.  It’s  what  we  do:  help  companies  optimize  customer 
interactions  across  the  enterprise.  To  learn  how  we  helped  ProBusiness  solve 
their  interaction  management  needs,  visit  us  at  www.genesyslab.com/solutions 


AN  AlCATEl  COMPANY 


GENESYS 

Better  Interactions. 
Better  Business. 


mission 


make  yahoo!  the  world’s 
leading  internet  network 


critical 


run  it  on  the  world’s 
leading  internet  servers 


©2000  Into!  Corporation.  Intel  is  a  registered  trademark  of  Intel  Corporation.  All  other  brands  and  trade  names  are  the  property  of  their  resixv'iu,'  ov 
’Based  pn  1999  IDC  estimates  of  worldwide  Internet  server  shipments. 


■■■■ 


HH 


Will; 


This  year’s  crop  of  winners  in  both  the 
Internet  and  intranet  categories  are  making 
waves  with  customers ,  partners 
and  industry  watchers.  I  by  tim  horgan, 

LEW  MCCREARY  AND  POLLY  SCHNEIDER 


ILLUSTRATIONS  BY  DAVID 


PLUNKERT 


HOW  DOES  ONE  PICK  A  WINNER  ON  THE  WEB  THESE  DAYS,  ANYWAY? 
When  judging  CIO’s  fourth  annual  50/50  Web  Business  awards, 
we  faced  a  burning  question:  What  really  matters  today  on  the 


Web,  as  opposed  to  three,  six  or  12  months  ago?  Every  year,  the  cri¬ 
teria  for  these  awards  have  evolved  to  reflect  the  turmoil  in  the  mar¬ 
ketplace — which  means  that  finding  a  winning  Web  strategy  re¬ 
mains  elusive.  After  all,  not  even  Jeff  Bezos  has  the  formula  yet.  ■ 


Four  years  ago,  it  was  enough  to  have  a  killer-looking  marketing  site 
with  snazzy  graphics,  lots  of  links  and  a  rudimentary  search  engine. 
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OS 


Internet 

Winners 

Fundamentals  First 

While  profits  remain  elusive ,  creativity  and 
innovation  are  not  in  short  supply 


HEN  IT  COMES  TO  E-COMMERCE,  WEBSITES  HAVE  TO  DELIVER  BUSI- 
ness  value  to  survive  long-term,  and  they  have  to  offer  something 
more  compelling  than  the  brick-and-mortar  experience.  Customers 
demand  comparison  shopping,  3-D  images,  personalization,  auc¬ 
tions,  easy  ordering  and  returns,  advanced  search  mechanisms, 
real-time  voice-enabled  customer  service  links  and  nanosecond 
response  time.  And  above  all,  sites  need  to  continually  update  their 


For  internal  sites,  posting  the  employee  direc¬ 
tory  and  HR  benefits  was  sufficient.  Of 
course,  today’s  sites  need  discussion  areas, 
e-commerce,  advanced  search  engines,  online 
invoicing,  real-time  inventory  tracking, 
fancy  interactive  tools — and  did  we  mention 
e-commerce? 

But  it’s  not  all  about  money — especially 
since  few  sites  are  making  any  yet.  On 
both  intranet  and  Internet  sites,  customers 
want  a  sense  of  community,  they  want 
knowledge — and  to  varying  degrees,  they 
want  to  be  entertained.  Sites  that  enable 
visitors  to  post  and  share  data  easily,  edu¬ 
cate  themselves  and  make  new  connec¬ 
tions  are  winning  with  both  customers  and 
senior  executives. 

This  year’s  50/50  awards  were  judged 
on  the  following  criteria:  presentation  and 
design,  navigation/user  experience,  fea¬ 
tures  and  functions,  business  value,  inno¬ 
vation  and  overall  service  to  the  customer 
or  target  market.  The  applications  were 
entirely  self-nominated,  which  explains  the 
absence  of  companies  like  Amazon.com 
and  Yahoo — sites  that  would  surely  have 
graced  our  list  of  winners  if  they’d  both¬ 
ered  to  apply. 

Over  the  course  of  one  week,  we  judges 
became  bona  fide,  coffee-swilling  power- 
surfers.  Our  beards  grew  dark  and  our 
eyes  turned  red.  We  clicked  on  every  but¬ 
ton  and  followed  every  link,  dead  or  alive. 
We  tested  features,  searched  for  factoids 
great  and  small.  We  shopped  for  tacky 
gifts;  we  shopped  for  mortgages  and 
homes.  We  learned  more  than  we  wanted 
to  about  topics  in  which  we  had  little 
inherent  interest  (a  site  for  lab  technicians) 
and  less  than  we  would  have  liked  about 
subjects  we  found  compelling  and  person¬ 
ally  interesting  (wine  sites). 

Read  on  to  learn  about  the  Internet  and 
intranet  trends  we  uncovered  in  this  year’s 
Web  stars. 

(For  a  complete  list  of  this  year’s  Web 
Business  50/50  winners,  see  the  index  begin¬ 
ning  on  Page  92.) 


offerings  to  meet  customer  needs  and 
keep  up  with  technology  developments. 
Tried-and-true  superstars  like  Charles 
Schwab  and  Dell  Computer  are  still  grow¬ 
ing  and  improving  their  sites.  Schwab’s 
new  Learning  Center,  a  set  of  free  online 
courses  for  neophyte  investors,  is  a  fine 


example  of  adding  value  in  order  to 
attract  new  customers.  And  it’s  hard  to 
argue  with  Dell. corn’s  business  model, 
since  the  company  brings  in  a  whopping 
$34  million  a  day  in  online  sales. 
Dell.com  recently  added  two  new  ser¬ 
vices,  Web  hosting  and  a  small-business 
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Free  your  business. 


Introducing  Agilera.  The  first  application  service  provider 

to  offer  your  business  greater  agility  and  stability. 


All  ASPs  offer  you  greater  agility 
through  hosting  your  enterprise 
software,  saving  you  from  the 
risks,  costs  and  massive  headaches 
of  implementation  and  management. 
Taking  upgrades  and  infrastructure 
off  your  radar.  So  you  can  focus 
on  your  core  business.  But  we 
think  an  ASP  should  do  much 
more.  Like  integrate  your  new 
software  with  legacy  systems  and 
any  other  ASP  you  may  have,  and 
run  on  the  most  reliable  global 
network.  It  should  offer  the  latest 
technology,  along  with  time-proven 
processes  including  e-business 
fulfillment.  Management  should 
come  from  seasoned  IT  professionals. 
And  you  ought  to  be  able  to  see 
just  what  your  enterprise  software 
is  doing  with  a  customized  view  on 


You  may  be  a  start-up. 

Do  you  really  want  your 
ASP  to  be  one  too? 

We're  talking  about  your  enter¬ 
prise  software  here.  A  major  pa  t 
of  your  infrastructure.  In  the 
caffeinated  dot  com  world  we 
live  in,  it  seems  as  though  a  new 
application  service  provider  emerges 
every  week.  Here's  what  we  think 


an  ASP  should  provide,  most  of 
which  can 't  be  delivered  by  some¬ 
one  who  was  just  born  yesterday. 


You'll  need  a  few  seasoned  professionals 
to  implement  that  new  enterprise 

software.  How  does  6,000  sound? 

We  began  hosting  enterprise 


Secure  network?  Just  visit  any  of  the 
300,000  Web  sites  it  supports. 


applications  as  part  of  CIBER,  Inc. 
in  1 996,  which  is  centuries  ago  in 


What  a  new  business  needs. 

What  an  established  business  expects. 

What  truly  separates  us  from 

We  won't  meet  you  halfway.  We'll 

other  ASPs  are  our  time-proven  meet  yQU  wherever  you  are. 


your  desktop.  Only  Agilera  offers 
greater  agility  through  our  stability. 


Mountain  View 
Digital  -  Paui 
NASA  Ames 
West 


Current  OS 3  Capacity 
Current  OC  }  Capacity 
Current  OCti  Capacity 
Current  Network  Nodes 
Network  Operations  Center 
Data  Center 


Our  network  is  one  of  the  most 
established  in  the  industry. 
Globally  it  supports  300, 000  Web 
sites  with  plenty  of  room  for  more 
traffic.  It's  highly  reliable  with 
hardened  data  centers  devoted 
exclusively  to  enterprise  application 
hosting.  The  network  offers  all 
the  components  necessary  to 
carry  your  mission-critical  data. 


Internet  time.  Agilera  retains 
complete  access  to  the  resources 
of  CIBER's  6,000  employees,  who 
are  experienced  large-scale  system 
implementors  and  managers.  We 
are  IT  people,  not  cross-overs 
from  the  telecom  world,  and  we 
understand  the  complexity  of 
large-scale  implementations  as 
well  as  the  velocity  with  which 
they  need  to  happen. 


processes  and  methodologies. 
Agilera  has  been  providing 
e-fulfillment  services  since  1996. 

If  you're  an  emerging  business, 
this  saves  you  from  the  distraction 
of  inventing  your  own  business 
processes  from  scratch.  If  you're 
an  established  company,  you  can  be 
reassured  that  Ag Hera's  methods 
are  based  on  time-tested  business 
processes  similar  to  your  own. 


Your  enterprise  applications  can 
be  integrated  now  and  down  the 
road  as  your  needs  change,  with 
legacy  systems  and  with  any  other 
ASP  you  may  already  have. 
Partnering  with  Agilera  is  never 
an  all-or-nothing  proposition  c 
a  packaged  solution.  It's  a 
flexible  option. 


You've  implemented.  And  integrated. 

What  if  you  could  actually  see  what  that  new 
software  is  doing  for  you? 


Agilera  goes  beyond  implementation. 
Beyond  integration.  Your  Agilera 
ASP  solution  is  delivered  to  you  as 
a  tangible  interface  on  your  desk- 
op  that  shows  you  a  critical  view 
of  your  systems  operation.  And 
you  can  choose  your  view  according 
ro  your  job  responsibilities.  Opera- 
ional  people  can  see  one  view 
vhile  a  CEO  sees  another,  each 
jetting  the  particular  information 
hey  need  to  do  their  jobs. 


Whether  your  business  is  a  start-up 
or  an  established  player,  this  is  no 
time  to  slow  down  and  bulk  up. 

It's  also  no  time  to  trust  your 
enterprise  software  to  an  emerging 
application  service  provider.  To  get 
applications  such  as  PeopleSoft, 

J.D.  Edwards,  and  Lawson  give  us 
a  call  at  888-878-9828  or  visit 
us  at  www.agilera.com  Our 
stability  could  give  your  business 
new  agility. 


Run  with  the  swift.  Stand  with  the  strong. 


400  Inverness  Drive  South 
Suite  300 

Englewood,  Colorado  80112 

Toll  Free  888.878,9828 
Fax  303.874.1401 
www.agilera.com 


Jacob  K.  Javits  Convention  Center 
New  York  City 
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center.  The  company  also  has  an  impres¬ 
sive  global  presence,  with  unique  sites  for 
80  countries  in  23  different  languages. 

It’s  fair  to  say  that  the  Internet  is  trans¬ 
forming  all  industries  in  some  way,  but  a  few 
have  undergone  wholesale  revolution:  finan¬ 
cial  services  and  computer  hardware  and 
networking,  thanks  to  companies  like 
Schwab  and  Dell.  Another  example  of  gut- 
wrenching  change  is  quickly  playing  out  in 


the  automobile  industry.  The  February 
megadeal  announced  by  Ford,  Daimler- 
Chrysler  and  General  Motors  to  develop  a 
supplier  exchange  on  the  Web  is  a  sure  sign 
that  the  business  of  manufacturing  and  sell¬ 
ing  cars  will  never  be  the  same.  Two  of  our 
winners — Toyota  Motor  Sales  U.S.A.  and 
Vauxhall  Motors  (a  Bedfordshire,  England- 
based  division  of  General  Motors) — have 
somehow  managed  to  make  buying  a  car  a 


fun  experience,  observed  one  CIO  judge. 
At  Vauxhall’s  site,  visitors  are  able  to  search 
for  a  new  or  used  car  across  several  specifi¬ 
cations,  select  custom  features,  apply  for 
financing,  find  a  dealer  and  make  an 
appointment  for  a  test-drive.  No  pushy  deal¬ 
ers  or  haggling,  and  Vauxhall — which  has 
already  sold  400  cars  online  since  the  site 
launched  last  November — promises  to 
deliver  new  wheels  within  a  week.  Toyota 
representatives  would  not  reveal  sales  num¬ 
bers  for  its  site,  which  offers  similar  features. 
The  secrecy  is  likely  an  indication  of  the  fear 
of  alienating  traditional  sales  and  distribu¬ 
tion  channels  that  large  companies  experi¬ 
ence  as  they  transition  to  e-commerce. 

Visit  Your  Local  E-Marketplace 

CALL  THEM  VERTICAL  PORTALS,  INDUSTRY 
exchanges  or  e-marketplaces,  these  enormous 
supplier-buyer  sites  have  suddenly  prolifer¬ 
ated  in  almost  every  major  industry.  Ventro 
Corp.’s  Chemdex.com  was  one  of  the  first: 
its  life  sciences  portal  offering  1  million  prod¬ 
ucts  from  some  2,200  suppliers  rang  up 
more  than  $30  million  in  sales  in  1999.  Lab 
equipment  marketplace  SciQuest.com  has  a 
well-designed  site  where  lab  technicians  can 
create  a  personalized  catalog  or  participate 
in  auctions.  The  company  scores  points  on 
the  integration  side  too:  Suppliers  can  track 
their  orders  and  inventory  at  the  site  through 
links  with  their  internal  systems.  LoopNet’s 
LoopNet.com,  a  marketplace  for  commercial 
real  estate,  lists  more  than  $68  billion  in 
properties  for  sale.  About  90,000  commercial 
real  estate  professionals  use  the  site  each 
month  to  list  or  search  for  properties  and 
access  online  loan  origination  applications. 
(See  Page  164.) 

E-marketplaces  are  not  just  for  the  bene¬ 
fit  of  large  companies  that  buy  millions  of 
dollars  of  goods  a  year.  Another  winner, 
UMB  Bank’s  Escout.com,  caters  to  small  and 
midsize  businesses  by  offering  group  dis¬ 
counts  on  name-brand  office  products  and 
services  to  members,  as  well  as  an  auction 
center  for  used  goods.  These  Internet  mar- 


all  them  vertical  portals,  industry  exchanges 
or  e-marketplaces,  these  enormous  supplier- 
buyer  sites  have  suddenly  proliferated. 


102  CIO  JULY  1,  2000  •  www.cio.com 


Last  year  CIOs  spent  billions 
on  IT  professional  services. 
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ketplaces  are  a  sign  of  the  increasing  power 
customers  are  wresting  over  suppliers  on 
price,  service  and  selection.  Suppliers  that 
don’t  sign  up  with  these  convenient  portals 
will  soon  discover  customers  clicking  their 
business  elsewhere. 


Community  Rules 

BUT  NOT  EVERYONE  COMES  TO  THE  WEB  TO 
shop.  People  still  use  the  Internet  to  gather 
information  and  to  connect  with  others.  We 
saw  a  lot  of  this  community  building  going 
on  among  our  winners — including  those 
sites  that  are  also  hoping  to  sell  you  some¬ 
thing.  Vintage  Directions’  Ambrosiawine 
.com,  a  gorgeous  online  sanctuary  for 
oenophiles,  offers  visitors  sophisticated 
search  tools  that  allow  them  to  select  the 
perfect  wine — down  to  body  and  complex¬ 
ity.  You  can  also  find  ideal  food  pairings, 
access  a  glossary,  join  any  number  of  clubs 
or  participate  in  an  auction. 

Meanwhile,  a  pure  community  site  caught 
our  eye:  Abuzz  Technologies’  Abuzz.com. 
Got  a  burning  question  on  any  topic  under 
the  sun?  Post  it  at  Abuzz  and  one  of  the  site’s 
7,000  members  will  send  the  answer  by  e- 
mail — in  minutes  or  hours,  no  less.  (See 
Page  160.) 


Convenience,  Convenience, 

Convenience 

SEVERAL  WINNERS  FALL  LOOSELY  INTO  THE 


“thank  you  for  making  my  life  simpler”  cat¬ 
egory.  After  visiting  the  Travelocity.com  and 
American  Airlines  ( www.aa.com )  travel  sites, 
who’d  ever  want  to  call  an  airline  or  visit  a 
travel-agent  office  again?  Both  sites  offer 
soup-to-nuts  travel  planning  and  tons  of 
interactive  tools — including  integration  capa¬ 
bilities  with  PalmPilots.  American  Airlines 
generated  $500  million  in  online  revenue  in 
1999.  Says  one  CIO  judge:  “Here’s  a  great 
example  of  taking  a  service,  putting  it  on  the 
Web  and  making  it  better  than  it  was  offline.” 
Travelocity — which  has  a  distinct  advantage 
over  American  in  that  it  allows  reservations 
for  some  400  airlines — has  two  terrific  fea- 


ot  everyone  comes  to  the  Web  to  shop. 
People  still  use  the  Internet  to  gather 
information  and  connect  with  others. 


tures  for  budget-minded  travelers:  a  low-fare 
finder  and  a  fare-watcher  tool  that  alerts  the 
thrifty  by  e-mail  when  fares  drop.  Visitors 
can  choose  from  a  mind-boggling  array  of 
45,000  hotels,  50  car  rental  companies  and 
70,000  vacation  packages  worldwide.  Now 
that’s  selection — and  no  more  long  hold  times 
with  the  ticket  counter,  either. 

Convenience  (and  peace  of  mind)  was 
also  a  consideration  in  our  selection  of 
Cyber-Signs’  Kinderview,  a  website  where 
nervous  parents  can  check  up  on  their  kids 


in  day  care  from  the  comfort  of  their  desks. 
Facilities  that  sign  up  with  Kinderview 
install  video  cameras  on  their  premises, 
while  Kinderview  manages  the  video  feeds 
that  are  sent  to  its  site. 

The  list  of  great,  time-saving  ideas  goes 
on:  Paymybills.com  is  one  of  several  handy 
sites  that  will  pay  and  manage  your 
monthly  bills  and  integrates  with  personal 
financial  software  like  Quicken,  all  for 
$8.95  per  month.  At  RedGorilla.com, 
mobile  professionals  can  record  time  and 
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Intranet 

Winners 

Blurring  the  Lines 

Increasingly,  websites  are  becoming  indistinguishable 
from  the  businesses  that  create  them 


E’VE  BEEN  JUDGING  INTRANET  SITES  IN  THE  50/50  AWARDS  SINCE 
1997.  And  we’ve  come  to  feel  as  if  we’re  watching  a  soft,  slow-motion 
collision  in  which  no  one  ever  gets  hurt.  On  the  contrary,  new  and 
better  things  keep  arising.  Perhaps  a  sharper  likeness  can  be  drawn  to 
the  famous  old  Reese’s  Peanut  Butter  Cup  commercial  where  the  guy 
with  a  chocolate  bar  turns  a  corner  and  runs  into  the  guy  with  an 


expenses  and  file  invoices  electronically — 
using  the  Web  or  a  PalmPilot.  For  indepen¬ 
dent  contractors  and  freelancers,  this  is  an 
easy,  hassle-free  and  cost-effective  service 
for  managing  those  nitpicking  administra¬ 
tive  tasks.  (See  “A  Gorilla  in  Our  Midst,” 
Page  144.)  The  Massachusetts  Port  Author¬ 
ity’s  Massport.com  is  a  site  we  wish  every 
major  airport  offered:  Log  on  for  the  latest 
information  on  flights,  weather,  traffic,  pub¬ 
lic  transportation  and  parking  at  Boston’s 
busy  Logan  International  Airport. 

Just  Plain  Cool 

ONE  OF  THE  MOST  FASCINATING  ASPECTS  OF 
the  Web  is  the  fountain  of  creativity  that 
continues  to  flow  from  the  geyser  of  dot¬ 
com  fervor.  Undoubtedly,  we  will  continue 
to  see  fresh  and  innovative  products,  ser¬ 
vices  and  business  models  that  just  aren’t 
possible  or  feasible  in  the  physical  world. 
There’s  Visualize,  a  lowbrow  site  for  art 
lovers  who  know  what  they  like  but  don’t 
want  to  be  intimidated  by  New  York  City 
gallery  attitudes.  The  site’s  Art  Matcher 
tool  finds  art  based  on  your  preferences 
and  budget,  while  Art  Mail  allows  you  to 
send  images  to  friends.  iGive.com  allows 
community-minded  shoppers  to  donate  a 
percentage  of  their  purchase  to  a  favorite 
charity,  from  a  list  of  some  200  retailers 
and  more  than  7,000  charities.  Finally,  e- 
commerce  with  a  cause. 

Then  there’s  Freedom  Channel,  a  perfect 
example  of  the  democratization  of  the 
Internet.  (See  “Politics  as  Unusual,”  Page 
114).  Just  in  time  for  election  season,  the 
site  allows  political  candidates  at  all  levels 
to  air  campaign  ads  in  what  the  site’s  pro¬ 
moters  call  an  “unfiltered”  environment. 

While  many  of  this  year’s  Internet  winners 
have  yet  to  turn  a  profit,  they  are  setting  stan¬ 
dards  for  convenience,  service,  innovation 
and  creativity. 


Former  Senior  Writer  Polly  Schneider  caught  dotcom 
fever;  she  is  now  a  senior  editor  at  The  Industry 
Standard. 


open  jar  of  peanut  butter.  Peanut  butter  gets 
on  the  chocolate,  and  chocolate  gets  into 
the  peanut  butter.  And  eureka!  A  novel 
product  is  bom  out  of  the  union  of  two  sep¬ 
arate  elements. 

Since  the  inception  of  these  awards,  both 
Tim  and  I  have  predicted,  and  gradually 
witnessed,  this  serendipitous  merging  of  for¬ 


merly  discrete  Web  intentions.  The  signs 
grow  ever  more  numerous  each  year. 

This  year,  for  instance,  we  have  two  win¬ 
ners  with  essentially  identical  business  appli¬ 
cations  that  submitted,  in  the  case  of 
Enermetrix.com,  in  the  intranet/extranet 
category  and,  in  the  case  of  HoustonStreet 
.com,  in  the  Internet  category.  (See  “Power 
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Move,”  Page  128.)  When  the  submitters 
themselves  can’t  clearly  identify  where  they 
belong,  we  have  a  blurred  environment.  (For 
purposes  of  consistency,  we  migrated 
HoustonStreet.com  to  the  intranet/extranet 
grouping.  But  we  might  as  easily  have  sent 
Enermetrix.com  in  the  opposite  direction.) 

The  point?  Recalling  with  fondness  a 
once-popular  bit  of  consultant  speak,  all 
websites  are  simply  platforms  for  interact¬ 
ing  with  one  or  another  set  of  stakehold¬ 
ers.  Whether  these  are  employees,  trading 
partners,  end  customers  or  nodes  along  the 
extended  supply  chain  makes  little  differ¬ 
ence;  all  of  these  constituencies  are  cus¬ 
tomers  of  some  kind.  You  may  choose  to 
vary  the  language  you  use  to  address  them, 
the  type  of  information  you  present  to 
them  or  the  functionality  into  which  that 
information  is  woven;  but  the  Web  is 
increasingly  becoming  a  unified,  well- 
integrated  business  platform  that  resembles 
the  overall  business  in  its  completeness. 

It  has  been  gratifying  to  observe  how 
deeply  embedded  Web  functionality  has 
become  in  business;  and,  conversely,  how 
deeply  embedded  business  functionality  has 
become  in  websites  of  all  categories.  Rather 
than  fitting  easily  in  strictly  defined  bins,  many 
sites  now  draw  on  widely  diverse  pools  of 
data  and  serve  the  varied  interests  of  multiple 
segments.  We  note  this  blurring  effect 
because — who  knows? — maybe  next  year  we 
will  give  up  splitting  our  honorees  into  equal 
50s.  Perhaps  we’ll  just  have  an  even  100,  and 
leave  it  at  that.  For  now,  though,  here  are 
some  of  the  key  trends  culled  from  the 
intranet/extranet  world,  circa  mid  2000. 


The  Rich  Get  Richer — Again 

SOME  OF  THE  REPEAT  WINNERS  ARE  SHOW¬ 


ing  dramatic  economies  as  their  sites  become 
more  valuable  and  capable.  Cisco  Systems’ 
intranet  reportedly  saves  the  company 
$75  million  a  year  attributable  to  a  variety  of 
Web-delivered  employee  services.  Ernst  & 
Young’s  Knowledge  Web  has  refined  its  pub¬ 
lishing  architecture  to  preserve  the  “expres- 


he  intranet  is  the  one  point  of  contact  for 
Ford’s  knowledge  resources  that  use  it  in  such 
strategic  activities  as  product  development. 


sive  needs”  of  unique  communities,  while 
eliminating  redundant  efforts;  this  has  led 
to  a  savings  of  more  than  $3  million.  IBM 
cites  savings  of  more  than  $200  million 
resulting  from  delivering  25  percent  of 
employee  training  over  the  Web. 

Value  of  this  magnitude  would  be  impos¬ 
sible  without  sites  that  have  grown  to  be 
both  massive  in  scale  and  broadly  perva¬ 
sive.  At  Ford  Motor  Co.,  for  instance,  there 
are  more  than  150,000  active  users.  The 
intranet  is  the  single  point  of  contact  for 
Ford’s  knowledge  resources  that  use  it 


for  such  strategic  activities  as  product  devel¬ 
opment  and  major  team-based  global  initia¬ 
tives.  Ford  cites  direct  quality  improvements 
in  its  product-development  process  that  are 
attributable  to  the  website.  And  repeat  win¬ 
ner  Ford  was  an  early  signatory  to  the  notion 
that  a  company’s  entire  way  of  working 
could  be  migrated  to  the  Web  environment. 

Cultural  Revolution 

WHILE  WE  SUSPECT  THAT  IT  TAKES  MORE 
than  a  website  to  trigger  wholesale  cultural 
change,  some  of  this  year’s  winning  intranets 
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INTERNET  DATA  INTEGRATION 


For  more  information  on  Cerebellum's  Internet  data 
integration  capabilities  for  customers,  partners  and 
resellers,  please  contact  us  at  888.862.9898,  email 
smart@cerebellumsoft.com  or  visit  us  on  the  web. 


f.v 


It 


began  with  simple,  online  brochureware  and 
web  servers.  Next  came  stand-alone  Web  applications  and  application 
servers.  Now,  e-business  demands  a  new  level  of  intelligence  for  your 
company  to  compete:  The  Internet  must  be  used  to  improve  your  mission- 
critical  business  processes.  That  means  you  need  to  bridge  the  Internet  world 
with  your  corporate  data.  Introducing  the 

next  phase  of  Internet  infrastructure.  And  it's  brought  to  you  by  Cerebellum™. 


cited  a  variety  of  cultural  benefits  and  objec¬ 
tives.  IBM,  with  300,000  users  worldwide, 
asserts  its  intranet  portal  is  a  blunt  instrument 
for  both  communicating  and  enacting  cul¬ 
ture  change — something  of  a  challenge  for  a 
company  of  IBM’s  mass.  Nortel  Networks  has 
created  a  site  devoted  to  boosting  time-to- 
market  performance  for  new  products.  The 
goal  of  a  50  percent  time-to-market  improve¬ 
ment  represents  a  great  leap  forward,  with 
matching  cultural  implications. 

Perot  Systems,  another  multiple  repeater, 
doesn’t  use  its  intranet  to  change  the  culture, 
exactly,  but  it  does  serve  as  the  primary 
medium  (during  a  time  of  rampant  growth) 
for  introducing  Perot’s  many  new  hires  to 
the  company’s  culture,  methodologies  and 


focus.”  As  of  the  entry  deadline,  the  extranet 
had  penetrated  some  20  percent  of  the 
nationwide  Camp  Fire  chapters. 

The  U.S.  Department  of  Veterans  Affairs 
has  a  site  that  aims  to  improve  the  deliv¬ 
ery  of  medical  care,  long  a  bone  of  con¬ 
tention  among  veterans.  The  system  expe¬ 
dites  health  claims  and  the  determination 
of  benefits  by  helping  schedule  medical 
exams  and  communicate  exam  results  to 
VA  claims-rating  specialists  (the  people 
who  substantiate  claims  and  set  benefit  lev¬ 
els).  When  the  system  is  fully  deployed,  it 
will  serve  58  regional  offices. 

Wildwood  Programs  is  a  nonprofit  New 
York  State  agency  that  provides  special- 
education  services  to  learning-disabled  stu¬ 


he  Web  is  increasingly  becoming  a 
unified  platform  that  resembles  the  overall 
business  in  its  completeness 


skills.  Perot  has  deepened  the  site’s  value 
over  the  past  few  years  by  making  it  the 
main  engine  for  matching  people  and  skills 
to  projects;  training  people  in  needed  new 
skills  and  sharing  knowledge  gleaned  in  the 
course  of  client  engagements. 

Nonprofiteers 

OF  PARTICULAR  INTEREST  ARE  SOME  OF  THE 
sites  from  the  nonprofit  sector,  long  dispar¬ 
aged — with  some  justification — for  its  lack 
of  technologic  excellence.  The  Camp  Fire 
Boys  and  Girls’  Camp  Fire  Cafe  is  described 
as  the  first  technology  venture  the  youth  orga¬ 
nization  has  ever  undertaken.  It  is  plainly 
meant  to  bootstrap  Camp  Fire  into  a  more 
technology-friendly  posture.  According  to 
submitter  and  Deputy  National  Executive 
Director  Robert  Browell,  “The  Camp  Fire 
Cafe  was  released  to  our  membership  on 
Dec.  7,  1999,  Pearl  Harbor  Day,  as  our 
attack  on  our  system’s  lack  of  technology 


dents  in  the  Albany-area  public  schools.  To 
maximize  the  direct  educational  benefit  stu¬ 
dents  get  from  teachers,  the  site’s  worthy 
aim  is  to  make  mandated  paperwork  and 
reporting  less  time-consuming.  As  many 
communities  debate  scaling  back  on  costly 
commitments  to  special  education,  a  system 
that  makes  the  administrative  work  less  bur¬ 
densome  and  demanding  of  teachers’  time 
sells  itself. 

FamilyTrees 

WE  NOTE  A  COUPLE  OF  NOVEL  INSTANCES  OF 
shared  developmental  parentage.  The  Univer¬ 
sity  of  California,  Irvine,  Graduate  School  of 
Management  created  a  terrific  site,  called 
Catalyst,  on  which  the  curriculum  and  all 
interactions  and  transactions  regarding  it  can 
be  found.  The  site  was  subsequently  licensed 
to  Purdue  University’s  school  of  manage¬ 
ment.  And  now  that  site  is  funneling  enhance¬ 
ments  back  to  Catalyst. 


In  a  slightly  different  wrinkle,  repeat  winner 
Knowledge  Today,  the  knowledge  manage¬ 
ment  and  operational  support  site  of  the 
U.S.  Joint  Forces  Command  (the  armed  forces 
management  structure  that  serves  the  com¬ 
mander  in  chief),  shares  its  original  parent 
with  a  Secretary  of  Defense  site  known  as  A- 
Net.  Recently,  Lt.  Col.  Mike  Dorohovich,  the 
guiding  hand  in  developing  Knowledge  Today, 
took  his  expertise  to  the  DOD,  where  he 
championed  A-Net.  As  with  the  UC-Purdue 
example,  Dorohovich’s  new  creation  is  helping 
enrich  his  firstborn,  Knowledge  Today, 
through  the  close  collaboration  of  the  respec¬ 
tive  staffs.  For  that  reason,  we  consolidated  the 
two  sites  as  a  single  winner 

How  Happy  Are  You? 

A  NUMBER  OF  WINNING  ENTRANTS  INTEGRATE 
user-satisfaction  metrics  through  ongoing 
surveys.  NCR  Corp.’s  NCR  University  Online 
Campus  gets  a  better-than-90-percent  res¬ 
ponse  rate  to  its  regular  e-mail  surveys. 
PricewaterhouseCoopers’  KnowledgeCurve 
gathers  feedback  on  the  fly,  with  a  mecha¬ 
nism  that  let  users  respond  to  every  page  of 
content.  And  at  IBM,  a  worldwide  employee 
survey  reveals  that  its  intranet  was  the  sec¬ 
ond-highest-rated  source  of  information  in 
the  company,  beating  out  “my  manager”; 
page  views  quintupled  from  400,000  to  1.9 
million  during  the  past  year;  and  user  satis¬ 
faction  rose  by  68  percent  year  over  year. 

In  fact,  the  only  discouraging  note  we 
would  sound  is  that  this  year  showed  little 
evidence  of  boundary-smashing  innovation. 
The  year  2000  benchmarks  of  progress  tend 
to  be  measured  and  incremental.  It’s  as  if 
the  practitioners  are  gathering  their  strength 
for  an  impending  dash  ahead.  We  look  for¬ 
ward  to  next  year’s  results.  HE3 


When  not  surfing  the  Web,  Editorial  Director  Lew 
McCreary  is  busy  working  on  Darwin  magazine. 
Send  him  a  note  at  mccreary@cio.com.  When  not 
surfing  the  Web,  Senior  Vice  President  Tim  Horgan  is 
busy  working  on  the  CIO.com  site.  He  can  be 
reached  at  thorgan@cio.com. 
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Integrate  your  e-business  partners,  legacy  and  Internet, 
without  changing  your  existing  applications. 


The  good  news  is  you  can  now  bring  legacy  and 
Internet-based  e-business  relationships  together. 
The  great  news  is  the  word  “re-engineering”  — 
and  all  that  it  implies  -  never  enters  the  picture. 

With  bTrade.com,  you  can  link  the  business 
applications  required  to  create  end-to-end 
e-business  relationships  today.  You  can  do  it  in 
a  way  that’s  proven  nondisruptive  to  the  cur¬ 
rent  business  processes  of  either  your  company  or 
any  member  of  your  trading  community,  new 
or  old.  And  you  can  do  it  at  such  a  price  that  it 
will  pay  for  itself  in  a  matter  of  months. 


Our  value  is  clear.  bTrade.com  will  help 
you  extend  your  existing  business  model  to 
the  Internet  -  while  dramatically  reducing,  if 
not  eliminating,  the  associated  complexity, 
risk,  time  and  cost  —  just  as  we’ve  done  for 
some  of  the  world’s  largest  corporations  and 
e-business  communities. 

To  learn  how  we  can  help  you  bring  your 
entire  trading  community  together  today, 
call  us  at  877.4bTrade  or  visit  our  web  site 
at  www.bTrade.com 
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When  It  Comes  1 
eTrust  Can  Prol 


It’s  that  sinking  feeling  in  your  stomach.  That 
look  your  face  makes  every  time  you  read  a 
story  about  a  disastrous  corporate  security 
breach.  It’s  that  nagging  fear  that  won’t  go 
away  no  matter  how  many  times  you  tell 
yourself  there’s  nothing  to  worry  about. 
Because  there  is,  security  is  the  number  one 
concern  of  every  IT  professional  for  good  rea¬ 
son.  The  good  news  is  that  there’s  a  proven 
solution  you  can  trust. 

Without  Bullet-Proof  Security, 
Successful  eBusiness  Is  Impossible 

The  only  thing  bigger  than  the  opportunity  that 


comes  with  putting  your  business  on  the  Web 
is  all  the  risk  that  goes  with  it. 

Undetected  attacks  can  strike  at  any  time, 
from  anywhere,  in  a  mind-boggling  variety 
of  forms.  Most  sites  can’t  even  track  every 
attempt.  And  new  threats  are  developed  every 
day,  all  over  the  world. 

Without  the  right  protection,  eCompanies 
risk  losing  everything:  data,  customers, 
revenue,  and  more. 

A  Simple  Solution  id  Your  Most 
Complicated  Challenge 

Online  business  through  eCommerce,  corpo¬ 
rate  intranets,  partner-to-partner  transactions 


on  extranets  and  websites,  as  well  as  their ! 

t 

supporting  enterprise-wide  assets — all  ne 
to  be  secured.  Protecting  the  integrity  and 
availability  of 
intranet  infor¬ 
mation  is  critical 
to  all  organiza¬ 
tions. 

Web-enabled 
business  appli¬ 
cations  open  up 
all  of  your  back¬ 
end  and  legacy 
systems  to  the 
world. 

Unfortunately, 
in  the  race  to 
become  Web- 
enabled,  secu¬ 
rity  has  taken  a  back  seat.  IT  managers 
often  give  themselves  a  false  sense  of 
security  with  a  standalone  or  partial  securi 
solution.  They  forget  that  security  is  only 
as  strong  as  its  weakest  link  and  that 
eCompanies  need  an  integrated  and  com¬ 
prehensive  security  solution  that  provides 
best-of-breed  functionality. 


etinist  Security  Suit 

•  Access  Control 

•  Administration 

•  Single  Sign-On 

•  Firewall 

•  Content  Inspection 

•  Intrusion  Detection 

•  Policy  Compliance 

•  Audit 

•  Virtual  Private  Network 

•  Encryption 

•  Directory 

•  OCSPro 

•  Anti-Virus 
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Software  superior  by  design. 
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service  marks  of  their  respective  owners.  'According  to  “Internet  Security  Software:  1999  Worldwide  Markets  &  Trends,”  by  IDC. 


Security,  Only 
cl  You  Like  This 


el^ust  Enables  eBusiness 

Trust  provides  all  the  security  solutions  an 
Business  needs: 

COMPREHENSIVE  —  eTrust  covers  all  secu- 
ity  functionality,  from  the  browser  to  the 
nainframe,  ensuring  complete  security  in 
oday’s  highly  complex  environments. 

'jEST-OF-BREED  —  eTrust  solutions  offer 
)est-of-breed  functionality  across  the  board. 

INTEGRATED  —  all  eTrust  solutions  are 
designed  and  built  to  work  together  seam- 
iessly  and  deliver  the  highest  level  of 
integration. 

:ASY  —  eTrust  solutions  are  easy  to  use, 
deploy,  and  administer,  ensuring  any  environ¬ 


ment  is  secured  quickly  and  correctly.  Your 
training  costs  will  go  down  as  your  security 
goes  up. 

MISSION-CRITICAL  —  eTrust  solutions  offer 
the  scalability,  depth,  and  robustness  fast¬ 
growing  and  successful  eBusinesses  need. 

eTrust  Is  Open  And  Extensible 

eTrust  allows  you  to  leverage  existing  invest¬ 
ments  in  security  solutions  —  you  will  never 
have  to  start  over  or  convert  anything.  And 
eTrust  can  be  implemented  one  function  at  a 
time  or  all  at  once  —  it’s  your  choice. 

And  since  eTrust  is  built  on  the  Unicenter 
TNG®  Framework'"  it  lets  you  snap-in  other 
eBusiness  management  solutions  as  you  grow 
and  your  needs  change.  eTrust  is  built  on  a 
standards-based,  open  infrastructure,  so  it’s 
always  easy  to  plug  in  any  other  standards- 
compliant  products  or  solutions. 

eTrust  Is  Trustworthy 

eTrust  is  not  only  backed  by  the  world’s 
leading  security  software  company,*  it  is 
also  complemented  by  a  complete  set  of 
outcome-based  service  offerings,  including 
assessment,  implementation,  audit,  as  well 


as  complete  security  management  outsourc¬ 
ing.  CA  Services™  stands  ready  to  make  sure 
your  implementation  is  fast  and  trouble-free. 

If  your  company  is  making  the  difficult  transi¬ 
tion  to  an  eBusiness,  you  owe  it  to  yourself  to 
find  out  more  about  the  security  solution  more 
eBusinesses  trust. 

For  more  information, 
call  1-800-377-5327,  or  visit 

www.ca.com/solutions/enterprise/etrust/ 


eTrust 

Backed  By  The  #1  Security  Software  Company 
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The  Internet’s  founders  imagined  that  it 
would  create  an  informed ,  involved  citizenry.  This  site 

is  trying  to  deliver  on  that  promise. 
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as  Unusual 


INTERNET  NONPROFIT 

IMAGINE  GEORGE  W.  BUSH  AND  AL  GORE  SPEAKING  CANDIDLY  ABOUT  THEIR 
political  views  at  the  same  forum  without  slinging  a  speck  of 
mud.  Such  a  refreshing  change  of  pace  is  only  a  click  away  at 
FreedomChannel.com,  a  nonprofit  website  that  uses  video-on-demand 
technology  to  deliver  views  of  candidates  and  interest  groups  to  the 
public.  FreedomChannel.com  digitally  converts  90-second  videotapes 
of  candidates  discussing  their  positions  on  current  issues  and  then  makes 
the  videos  available  to  site  visitors  at  no  cost.  The  website  provides  access 
to  more  than  1,500  tapes  on  as  many  as  30  different  public-policy  mat¬ 
ters,  all  of  which  are  sans  emotional  music,  compelling  graphics  and 


COMPANY:  FreedomChannel 
LOCATION:  Washington,  D.C. 
PRODUCT/SERVICE:  www.freedomchannel.com 
gives  politicians  and  special 
interest  groups  a  forum  to  air  their  views 
without  a  media  filter. 

LAUNCH:  November  1999 
FUNDING:  Nonprofit;  receives 
foundation  support  from  the  Carnegie 
Corporation  of  N.Y.,  the  Century 
Foundation,  the  Markle  Foundation, 
the  Pew  Charitable  Trust,  the  Freedom  Forum 
and  the  Robert  W.  Johnson  Foundation 
GREATEST  CHALLENGE:  Getting 
buy-in  from  politicians 
JUDGE’S  COMMENT:  “Politics  hits  the  Web 
with  a  vengeance  at  FreedomChannel.com, 
where  all  you’d  ever  want  to  know  about 
a  candidate  is  in  one  place." 


BY  REBECCA  LYNCH 


PHOTOGRAPHY  BY  DAVID  FIELDS 
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FreedomChannel  President 
and  CEO  Doug  Bailey  (left) 
and  Chairman  Roger  Craver: 

A  Republican  (Bailey)  and  a 
Democrat  join  forces. 


once-requisite  baby  kissing. 

To  get  exposure  on  Free- 
domChannel.com,  candi¬ 
dates  and  special-interest 
groups  submit  90-second 
videos  to  FreedomChannel, 
the  site’s  parent  company. 

Or  FreedomChannel  can  do 
the  taping  for  them — free  of 
charge.  The  VHS  or  Beta 
tape  is  then  converted  to  dig¬ 
ital  format  and  loaded  to  the 
site.  To  view  the  tapes,  all 
that  users  need  is  Real¬ 
Player?  Basic,  which  is 
downloadable  for  free  on 
FreedomChannel.com’s 
homepage. 

But  that’s  not  all  the  site 
offers.  It’s  also  a  one-stop 
resource  for  candidates’ 
views  and  links  to  websites 
set  up  by  specific  politi¬ 
cians  and  interest  groups. 

The  site’s  “head  to  head” 
feature  places  the  views  of 
competing  candidates  side 
by  side,  allowing  voters 
to  compare  by  topic.  A 
mouse  click  yields  presi¬ 
dential  and  senatorial  con¬ 
tenders’  televised  campaign 
spots  (a  fine  way  to  find 
out  whether  candidates  modify  their  views 
to  the  region  they’re  addressing).  For  his¬ 
torical  data,  the  site  has  a  link  to  the 
Almanac  of  American  Politics,  which  pro¬ 
vides  complete  voting  histories  of  incum¬ 
bent  candidates.  Every  day  a  new  interview 
conducted  by  FreedomChannel  staff 
appears  on  the  site’s  Today’s  Interviews  sec¬ 
tion.  The  site’s  most  recent  addition  is  My 
FreedomChannel,  where  visitors  can  regis¬ 
ter  to  receive  e-mail  updates  about  candi¬ 
dates  they  wish  to  track. 

To  date,  the  focus  is  on  issue  rather  than 
hype,  and  voters  are  responding.  The  site 
receives  between  130,000  and  150,000  user 


he  FreedomChannel  is  the  first  step  toward 
demonstrating  that  there  are  other  ways 
tO  do  politics.”  -CEO  Doug  Bailey 


sessions  a  month,  with  an  average  session 
lasting  12  minutes.  The  site  does  not  share 
registration  information,  so  the  information 
the  site  gathers  remains  private.  With  voters 
as  hungry  for  information  as  candidates  are 
eager  to  provide  it,  it’s  politics  as-anything- 
but-usual. 


Spin-Free  Doctors 

LAUNCHED  NOVEMBER  1999,  THE  SITE  IS  THE 
brainchild  of  Doug  Bailey  and  Roger 
Craver,  two  Washington  insiders  who 
worked  for  years  on  opposing  sides  of  the 
political  fence:  Bailey  as  a  republican  polit¬ 
ical  consultant  and  Craver  as  a  democratic 
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Speed.  Clarity.  Direction. 


YOUR  BUSINESS  DEPENDS  ON  IT. 


Real-time  decisions.  It  isn't  about  win  or  lose  at  this  point.  It's  about  survival.  Fortunately,  you  already  have  the 
single  most  competitive  weapon  for  making  it  in  this  fast-paced,  fiercely-competitive  world:  information.  But  it's  what  you  do  with  it 
that  counts. 


Brio  Technology  helps  companies  like  yours  turn  the  vast  amounts  of  raw  information  you  have  stored  all  over  your  organization 
into  decisions  that  will  drive  your  company — so  you  can  accelerate  time  to  market,  turn  on  a  dime,  and  leverage  your  B2B 
partnerships  to  wipe  out  the  competition.  We  call  it  B2B  Analytics — the  sharing  of  information  and  analytics  within  your  organization 
and  among  external  business  partners  so  every  user  up  and  down  your  supply  chain  can  make  intelligent,  faster  business  decisions 
based  on  real-time  information. 


Brio  combines  business  intelligence,  enterprise  reporting,  enterprise  information  portals  and  analytic  applications  to  deliver  a 
real-time  analytics  solution  that  makes  you  and  your  B2B  partners  more  competitive,  customer-centric,  and  able  to  respond — as  a 
group — in  concert  with  market  shifts.  Every  user  across  the  enterprise — inside  and  outside  the  firewall,  from  the  CEO  to  the  shipping 
clerk — has  exactly  the  tools  and  information  they  need  to  align  their  actions  and  make  better  decisions.  It's  what  you  need  to  survive. 
And  it's  from  the  leaders  in  business  intelligence:  Brio  Technology. 

Successful  enterprises  around  the  world,  including  over  half  the  Fortune  500,  already  rely  on  Brio.  Chances  are,  your  competitors 
may  be  using  our  products.  So  you  see,  it  really  is  about  survival.  Learn  more  about  Brio  by  visiting  us  at  www.brio.com  or  for 
immediate  action,  call  877  289  2746  or  email  sales@brio.com. 
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and  progressive  party  fund-raiser.  In  1987, 
the  two  friends  formed  The  Hotline ,  a  daily 
online  and  hardcopy  news  briefing  that  col¬ 
lated  and  summarized  political  news 
around  the  country.  The  Hotline,  which 
eventually  became  The  National  Journal, 
was  the  partners’  first  attempt  at  bringing 
unfiltered,  nonpartisan  information  to  the 
American  public. 

FreedomChannel.com  is  their  second. 
The  idea  emerged  along  with  Internet  tech¬ 
nology,  as  Craver  and  Bailey  recognized  the 
Web’s  potential  to  encourage  unity  and 
information  sharing  within  the  political 
process.  “Convergence  is  here,”  says  Bailey, 
the  company’s  president  and  CEO.  “The 
FreedomChannel  is  the  first  step  toward 
finding  ways  to  demonstrate  there  are  other 
ways  to  do  politics.” 

Nobody,  Bailey  says,  turns  on  a  television 
hoping  to  see  candidates’  publicizing  them¬ 
selves.  Those  often  negative,  accusatory 


sound  bites  are  crammed  between  ball 
games,  situation  comedies  and  made-for-TV 
movies,  when  viewers  see  them  whether  they 
want  to  or  not.  FreedomChannel.com  lets 
users  control  the  kind  and  the  amount  of 
information  they  get.  On  the  Freedom- 
Channel,  “nobody  presses  the  button  to  see 
George  W.  Bush  on  education  without  want¬ 
ing  to  see  him,”  says  Bailey.  “The  [user  is  the] 
programmer.  Users  want  specifics — not 
vague  notions.” 

So  far,  FreedomChannel. corn’s  videos 
have  nary  a  negative  accusation  among 
them.  That’s  not  to  say  there’s  anything 
stopping  George  W.  Bush  from  slamming  A1 
Gore  on,  say,  morality  in  the  White  House. 
And  FreedomChannel.com  organizers 


wouldn’t  impede  him  from  doing  so. 
Because  the  medium  is  still  new,  says  Bailey, 
this  apparent  decency  is  a  happy  byproduct, 
possibly  because  candidates  are  cautious — 
much  as  politicians  were  40  years  ago  when 
they  first  recognized  the  power  of  television 
in  spreading  their  messages. 

Challenges 

MOVING  POLITICS  FROM  THE  TELEVISION 
screen  to  the  computer  screen  hasn’t  been 
easy,  mainly  because  securing  buy-in  from 
politicians  wasn’t  initially  a  slam-dunk. 
“Anytime  you  do  something  different,  you 
encounter  resistance,”  says  Paul  Zurowski, 
director  of  business  development  at 
FreedomChannel.  Politicians  are  hesitant  to 
test  drive  new  vehicles  when  they’ve  been 
comfortable  with  the  old  ones  for  so  long. 
But  after  FreedomChannel  solicited  presi¬ 
dential,  House  and  Senate  candidates  to  post 
their  views  on  the  site,  politicians  and  their 


staffs  started  to  recognize  this  powerful 
opportunity.  And  it  didn’t  hurt  when  the  site 
started  winning  awards. 

Another  challenge  was  to  design  an  intu¬ 
itive  site  for  users.  “Breaking  down  the  con¬ 
tent  so  users  could  get  at  it  quickly  was  the 
challenge,”  says  Jake  Schutt,  AppNet  senior 
project  manager  who  designed  Freedom- 
Channel.com.  Bailey  has  nothing  but  praise 
for  AppNet,  the  Bethesda,  Md.,  provider  of 
e-business  solutions  that  took  a  complicated 
project  and  made  it  user-friendly. 

A  Future  Beyond  Election  Day? 

FREEDOMCHANNEL  HOPES  USERS  WILL  WEL- 
come  a  nonpartisan  source  of  political  infor¬ 
mation.  Yet  one  industry  watcher  still  prefers 


the  unscripted  moments  television  sometimes 
provides.  Jay  Stanley,  an  analyst  for  Internet 
policy  and  regulation  research  at  Forrester 
Research  in  Cambridge,  Mass.,  likes  the  site’s 
repository  of  political  advertisements  but 
thinks  the  videos  are  too  contrived.  He  also 
believes  that  you  can  learn  more  about  can¬ 
didates  as  they  maneuver  their  way  through 
debates  and  stumble  through  off-the-cuff 
campaign  remarks. 

Lukewarm  reviews  aside,  Bailey  and 
Craver  are  in  it  for  the  long  term,  and  they 
hope  users  are  too.  Bailey  anticipates  that  the 
site  will  get  more  and  more  hits  as  the  pres¬ 
idential  election  nears  and  voters  get  hun¬ 
grier  for  information.  “I  think  it’s  a  wonder¬ 
ful  opportunity  for  U.S.  corporations  to  say 
to  employees:  ‘In  the  week  before  the  elec¬ 
tion,  we  don’t  want  you  to  spend  too  much 
time  on  the  Internet,  but  it  might  be  worth¬ 
while  to  take  30  minutes  to  really  explore  the 
candidates’  issues.’  And  that  site  would  be 
FreedomChannel.com,”  says  Bailey. 

But  after  November,  will  the  need  for 
information  be  as  urgent?  The  site’s  founders 
hope  so.  Bailey  hints  at  a  few  ways  the  site 
will  stay  relevant  after  the  White  House  has 
a  new  resident.  “I  believe  there’s  room  for 
an  equivalent  in  the  broadband  industry,” 
says  Bailey,  who  hopes  the  industry  will  pro¬ 
vide  a  public-service  site  in  much  the  same 
way  the  cable  industry  offers  CSPAN  as  an 
industry  gift  to  America.  And  Freedom- 
Channel.com  could  be  that  site. 

Besides,  Bailey  believes  individuals  will 
always  need  a  place  to  find  relevant,  politi¬ 
cal  views,  whether  it’s  ballot  season  or  not. 
“When  there  is  a  vote  on  the  floor  of  the 
Senate  or  House,  shouldn’t  people  be  able 
to  look  up  a  site,  find  out  how  their  repre¬ 
sentatives  voted,  and  e-mail  those  represen¬ 
tatives?  That  is  what  the  FreedomChannel 
is  all  about.”  HE] 


Do  you  think  the  Web  could  help  you  choose  a  can¬ 
didate  this  election  year?  Tell  Senior  Writer  Meg 
Mitchell  about  it  at  mmitchell@cio.com.  Rebecca 
Lynch  is  a  freelance  writer  based  in  Wayland,  Mass. 


On  FreedomChannel.com,  “nobody  presses 
the  button  to  see  George  W.  Bush  without 

Wanting  tO  See  him.”  -CEO  Doug  Bailey 
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Internet  EC  that  is  decidedly  different. 


VendorSite'' —  unlike  any  other  EC  solution  —  for  the  first  time,  balances  the  needs  of 
both  the  manufacturer  and  the  supplier. 


VendorSite’s  Internet-based  business  application  makes  it  painlessly  easy  for  manufacturers 
and  suppliers  to  exchange  critical  planning,  scheduling  and  shipment  information  quickly 
and  securely.  Information  that  used  to  take  hours,  days  or  weeks  to  exchange  is  now 
instantly  accessible.  Productivity  is  up.  Operating  costs  are  down. 

And  best  of  all,  there  is  a  collaborative  environment  that  has 
never  been  possible  before.  VendorSite.  Discover  how  easy  it  is 
to  achieve  a  well-balanced  supply  chain. 


For  more  information,  call  toll-free  877-EVENTRA,  or  visit  our 
website  at  www.eventra.com. 


eventra 


Shaping  EC  solutions  for 
the  heart  of  your  business™ 


VendorSite  is  a  trademark  of  Eventra.  ©  Eventra  1999.  All  rights  reserved. 
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You’re  probably  bombarded  by  demands  for  wireless  ‘connectivity’  these  days.  But  let’s  face  it  - 
there’s  been  a  shortage  of  viable  solutions  to  satisfy  these  needs  and  your  concerns.  Introducing 
BlackBerry™  -  the  wireless  email  solution  designed  for  business.  It’s  the  only  totally  integrated 
package  that  includes  handhelds,  desktop  tools,  server  software  and  flat-rate  airtime. 
No  more  dialing-in,  no  secondary  mailboxes  and  no  worries.  Mobile  employees  get  secure  email 
while  IT  gets  centralized  administration  and  control.  BlackBerry  wireless  email  -  it’s  the  best  of 
both  worlds. 


Product  of  the  Year,-  BlackBerry  wins  hands  down  when  it  comes  to  easy 
and  timely  access  to  email  messages.  It  provides  a  lightweight,  always-on  solution  at  a  low 
cost,  appropriate  even  for  users  with  the  fewest  technical  skills.**  INFOWORLD 
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Robert  May,  CEO  of  PNV, 

is  betting  that  truck  drivers 
will  want  to  accelerate  their 
business  using  the  Web. 


50 

09 


Truckers  log  some  lonely  time  on  the  road, 

but  with  this  portal,  drivers  get  news,  weather,  mail 

and,  most  important,  a  community 


for  the  Long  Haul 


- 1  INTERNET  BUSINESS  TO  CONSUMER  | - 

MARK  NELSON  USED  TO  FEEL  A  WAVE  OF  ANXIETY  EVERY  TIME  HE  PULLED 
his  18-wheeler  onto  Interstate  10  in  San  Antonio,  hitting  the  open  road 
for  months  at  a  time.  With  only  a  calling  card  to  connect  him  to  fam¬ 
ily  and  friends,  Nelson  played  a  continual  game  of  phone  tag  with  his 
daughter  and  parents.  Today  those  games  of  frustration  are  over,  how¬ 
ever — thanks  to  the  Internet  and  his  favorite  trucker-oriented  website, 
he’s  able  to  check  his  e-mail  throughout  the  day.  ■  With  a  laptop  by  his 
side  in  his  shiny  red  cab,  Nelson  feels  as  close  to  home  in  Troutdale, 
Ore.,  or  Tuscaloosa,  Ala.,  as  he  does  in  the  Lone  Star  state.  Although 
he  uses  a  variety  of  sites,  Nelson  is  particularly  faithful  to  PNV.com,  a 


COMPANY:  PNV  Inc. 
LOCATION:  Coral  Springs,  Fla. 
PRODUCT/SERVICE:  PNV.com  provides 
news,  tools,  community  and 
e-commerce  to  the  trucking  industry 
LAUNCH:  October  1999 
REVENUES:  FY  2000,  3Q:  $4.7  million 
FUNDING:  Public 
GREATEST  CHALLENGE:  “Convincing  Web 
designers  that  trucking  is  sexy.  It  was 
difficult  to  lure  talent." 
-Steve  Yevoli,  President,  PNV.com 
JUDGE’S  COMMENT:  “Everything  a  truck 
driver  needs  to  do  the  job  and  stay 
connected:  e-mail,  calendar,  classified 
listing  for  equipment  and  career 
columns.  Overall,  a  comprehensive  and 
sophisticated  resource.” 


BY  SUSANNAH  PATTON 


PHOTOGRAPHY  BY  ANN  STATES 
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lose  to  25  percent  of  the  country’s 
truck  drivers  have  their  own  laptops  and 
50  percent  have  computers  at  home. 


portal  designed  to  improve  the 
working  lives  of  the  country’s 
1  million  long-haul  drivers.  “The 
beauty  of  PNV.com  is  that  it 
takes  almost  everything  a  driver 
needs  and  puts  it  in  one  place,” 
says  Nelson,  a  company  driver 
for  Contract  Freighters  of  Joplin, 

Mo.,  who  often  travels  with  his 
wife,  Jo  Ann,  their  Boston  terrier, 

Bogey,  and  his  and  her  laptops. 

“The  Internet  helps  us  cut  the 
stress  because  we  don’t  feel  so 
isolated.” 

Before  the  Internet,  mapping 
the  quickest  routes  across  the 
country  was  a  guessing  game  that 
often  led  Nelson  into  winter 
storms  and  traffic  jams.  Today  he 
finds  up-to-the-minute  weather 
and  traffic  reports  at  PNV.com, 
trimming  days  off  of  his  trips.  His 
company  doesn’t  pay  for  the  lap¬ 
tops  or  Internet  access,  but 
Nelson,  42,  with  closely  cropped 
dark  hair  and  Popeye  arms,  says 
his  investment  has  already  paid 
off  in  increased  efficiency.  Another 
bonus:  He’s  shaved  his  phone  bill 
in  half. 

Not  Just  Tattoos,  Thank  You 

DEBUNKING  A  MYTH  THAT  TRUCKERS  WOULD 
rather  jabber  over  CB  radio  than  surf  the 
Net,  PNV  Inc.,  a  telecommunications  com¬ 
pany  that  wires  long-haul  truckers  for  tele¬ 
phone,  cable  TV  and  Internet  service, 
launched  PNV.com  in  October  1999  to  cre¬ 
ate  a  one-stop  website  for  truckers.  By  the 
end  of  2000,  PNV  expects  to  install  500  Web 
kiosks  in  truck  stops  across  the  nation,  pro¬ 
viding  Internet  access  to  a  population  more 
often  associated  with  tattoos  than  technol¬ 
ogy.  “There  is  a  horrible  misconception  that 
truckers  are  technologically  incompetent 
people,”  says  Robert  P.  May,  PNV’s  CEO. 
“In  truth,  they  are  independent,  smart  people 
who  like  to  figure  things  out.”  In  fact,  May 


says,  close  to  25  percent  of  the  country’s 
truck  drivers  have  their  own  laptops  and 
50  percent  have  computers  at  home. 

More  than  23,000  truckers  have  already 
signed  up  for  free  e-mail  and  trucking  news 
at  PNV.com,  which  has  received  over  21  mil¬ 
lion  hits  since  its  launch.  For  those  with  lap¬ 
tops  in  their  cabs,  Internet  access  is  available 


through  PNV  telephone  jacks  located  next  to 
rig  parking  spots  at  truck  stops  across  the 
country.  Drivers  can  also  use  the  PNV 
kiosks,  where  they  pay  for  Internet  service  by 
the  minute.  The  site  offers  classified  listings 
for  trucking  equipment,  headline  news,  nav¬ 
igation  tools  and  dozens  of  other  features 
that  allow  big-riggers  to  do  their  jobs  and 


Name 

Phyllis  Farrelly 

Occupation 

Hospital  Administrator 

Zip  Code 

02143 

Loyal  Customer  Since 

March  1994 

Current  Services 

Long  Distance 

28.8K  Internet  Access 

1  Cellular  Connection 

$.  10/Minute  Long  Distance 
Rate  Program 

Usage  Profile 

27%  of  calls  completed 
are  long  distance 

82%  of  long  distance  calls 
completed  8pm  -  10pm 

95%  of  long  distance  calls 
completed  to  Dubuque,  IA 

Average  1 35  minutes  per 
month  on  Internet 

Average  5  cellular  calls  per 
month 

Average  Billing 

Revenue 

$72. 00/month 

Projected  Lifetime 

Customer  Value 

$36,850 

Dynamic 


Dynamic 

Relationshi  ps 

Deliver  dynamic  relationships  with  a  dynamic 
application  -  on  time  and  on  budget.  Chordiant  is 
a  fast,  flexible  application  that  manages  and  drives 
complex  customer  relationships  in  an  integrated 
multi-channel  environment,  including  the  Web! 
Call  us  at  1.888.CHORDIANT. 
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One  Click.  One  Call.  One  Customer. 
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Chordiant 

S  O  FTWAR  E,  INC. 


stay  connected  to  family  and  friends.  A 
handy  application  helps  drivers  plan  opti¬ 
mal  routes,  schedule  fuel  stops  and  log  miles, 
while  another  area  provides  advice  on  rig 
maintenance.  Truckers  can  even  send  online 
greeting  cards  with  tunes  (jazz  and  popular 
music,  but  no  Willie  Nelson). 

Easing  the  Drive 

PNV  IS  ALREADY  A  FAMILIAR  NAME  TO  MOST 
of  the  nation’s  truckers.  Formerly  known  as 
Park  N’  View,  the  company  was  founded  five 
years  ago  to  bring  cable  TV  to  long-haul  dri¬ 
vers.  When  May  joined  the  company  last 


year,  he  immediately  saw  a  demand  for  a 
website  that  would  bring  together  news  and 
useful  tools  for  an  industry  on  the  go.  “It 
was  simple  logic,”  May  says.  “There  were 
no  telecommunications  or  Internet  players 
in  this  sector.” 

May,  a  former  Federal  Express  executive 
and  chief  operating  officer  at  Cablevision 
Systems,  tapped  Steven  Yevoli,  the  former 
head  of  Cablevision’s  new  media  division, 
to  lead  the  PNV.com  New  Media  Group.  In 
August,  Yevoli,  now  PNV.com’s  president, 
recruited  four  buddies  to  help  him  develop 
the  site.  The  team  spent  16-hour  days  work¬ 
ing  out  of  his  one-bedroom  town  house  in 
Woodbury,  N.Y.  Yevoli  and  his  team  also 
traveled  to  truck  stops  around  the  Northeast 
to  find  out  what  truckers  wanted  from  the 
Internet.  They  discovered  that  truck  drivers 
were  most  interested  in  running  their  busi¬ 
ness  online. 

The  race  to  finish  the  site  ended  in 
October,  just  before  PNV  had  its  IPO  in 
November.  The  development  team  moved 
its  headquarters  to  a  Manhattan  office 


building  and  increased  its  staff  to  14. 
Yevoli’s  challenge  is  to  keep  up  with  the 
changing  needs  of  drivers  who  are  on  the 
road  up  to  20  days  a  month.  “The  best 
thing  we  can  offer  is  a  single  destination 
for  content,”  he  says.  “Truckers  don’t  have 
a  lot  of  time,  so  instead  of  offering  links  to 
the  outside,  we  aggregate  all  of  the  content 
inside  one  domain.” 

PNV.com  isn’t  likely  to  ever  replace  the 
CB  radio,  because  truckers  like  to  talk 
while  they  drive,  but  it  aims  to  become  a 
primary  communication  tool  for  the  $450- 
billion-a-year  trucking  industry.  While 


PNV.com’s  main  revenues  initially  came 
from  advertising,  the  site  is  starting  to  make 
inroads  in  e-commerce — selling  truck  parts 
and  accessories  and  PNV  services  such  as 
PNVJobs,  where  truckers  create  and  post 
their  resumes  for  fleet  owners  recruiting 
new  drivers.  May  would  not  share  revenue 
statistics,  but  he  hopes  the  site  will  soon 
represent  15  percent  to  20  percent  of  PNV’s 
total  revenues.  The  site  will  be  a  success, 
he  says,  if  membership  continues  to  grow  at 
20  percent  a  month  for  the  coming  three 
years.  Content-sharing  deals,  including  one 
PNV  recently  signed  to  provide  content  to 
the  trucking  and  logistics  section  of 
America  Online’s  Workplace  channel,  will 
also  be  important  in  driving  traffic  to 
PNV.com. 

Keepin'the  Loads  Coming 

PNV  isn’t  the  only  driver  on  this  increas- 
ingly  crowded  road.  Dozens  of  trucking  sites 
are  popping  up,  threatening  to  create  vir¬ 
tual  gridlock  with  a  slew  of  freight  exchange 
offerings  and  other  trucking  services.  All  the 


sites  face  an  uphill  battle  in  luring  truckers 
to  the  Internet  en  masse.  On  a  breezy  spring 
afternoon,  drivers  shuffling  through  the 
TravelCenters  of  America  stop  in 
Willington,  Conn.,  had  Dunkin’  Donuts  cof¬ 
fee,  cigarettes  and  conversation  on  their 
minds,  not  the  Web.  During  a  three-hour 
period,  only  two  drivers  gave  the  PNV  kiosk 
anything  more  than  a  curious  glance. 

One  of  them,  Bruce  Fritzsche,  a  flatbed 
truck  driver  from  Chester,  Md.,  was  using 
the  kiosk  to  search  for  freight  loads.  Fie 
logged  on  to  his  company’s  site,  Landstar. 
com,  which  lists  several  available  loads  he 
can  take  from  New  England  back  to 
Maryland.  “On  the  Internet,  I  can  plan  an 
entire  week  in  advance,”  said  Fritzsche 
enthusiastically. 

PNV  plans  to  launch  its  own  freight¬ 
matching  service  this  summer,  which  will 
generate  revenue  for  PNV  through  transac¬ 
tion  fees.  Freight-matching,  a  popular  fea¬ 
ture  on  many  trucking  sites,  allows  both 
independent  and  company  drivers  to  find 
loads  when  they  are  returning  from  a  trip. 
Without  computers,  drivers  have  to  call  dis¬ 
patchers  to  find  loads,  losing  time  and  some¬ 
times  missing  out  on  the  best  deals.  “The 
sites  that  are  going  to  succeed  are  those  that 
solve  business  processes  and  also  help  the 
independent  operators  in  day-to-day  busi¬ 
ness,”  says  Geoffrey  Bock,  a  senior  consul¬ 
tant  and  analyst  at  the  Patricia  Seybold 
Group  in  Boston.  “If  truckers  can  find  loads 
easily,  the  site  will  appeal  to  them.” 

Some  who  have  made  the  road  their 
home  would  certainly  agree.  “Trucking  is 
a  competitive  game,”  Fritzsche  says  as  he 
slides  another  dollar  into  the  PNV  kiosk. 
“The  Internet  gives  me  a  clear  advantage 
when  it  comes  to  staying  connected  and 
making  more  money.  A  lot  of  guys  may 
be  resistant,  but  they’ll  have  to  catch  on 
eventually.”  E3E1 


Senior  Writer  Susannah  Patton  hates  driving  but 
thinks  truckers  are  pretty  cool.  She  can  be  reached 
at  spatton@cio.com. 


NV.com  is  starting  to  make  inroads  in 
e-commerce— selling  truck  parts, 
accessories,  even  a  resume  service. 
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Using  revolutionary  anti-hacker  technology,  Network  ICE  products  act  like  an 
Internet  bodyguard;  inspecting  every  packet,  blocking  those  that  are  hostile 
allowing  harmless  data  to  pass,  yet  always  ready  to  step  in  and  intercept  an 
attack.  Even  from  someone  you  trust.  Network  ICE  products  complement 
existing  firewalls  and  VPNs.  Visit  www.networkice.com  to  learn  more 
about  our  enterprise  solutions,  and  how  to  stop  hackers  cold.. 
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Stop  Hackers  Cold 
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Energy,  whether  it’s  gas,  oil  or  electricity,  is  just 
another  commodity.  Here  are  two  companies  that 
have  figured  out  how  to  sell  it  on  the  Web. 


- 1  INTRANET  BUSINESS  TO  BUSINESS] - 

WHEN  E-COMMERCE  FIRST  ENTERED  THE  MAINSTREAM  A  FEW  YEARS  AGO, 
most  companies  believed  the  business-to-consumer  model  would  pro¬ 
vide  the  best  long-term  profit  potential.  But  as  many  B2C  efforts  failed 
to  gain  steam — or  failed  outright — thinking  has  shifted.  Today  many 
believe  that  business-to-business  e-commerce  is  the  path  to  profitability 
on  the  Web.  ■  The  energy  industry,  for  one,  has  embraced  the  digital  age 
and  is  experiencing  explosive  growth  in  electronic  trading.  Forrester 
Research  in  Cambridge,  Mass.,  predicts  that  online  trading  of  natural 


COMPANY:  HoustonStreet  Exchange 
LOCATION:  Portsmouth,  N.H. 

PURPOSE:  Online  energy 

commodity  exchange 

LAUNCH:  December  1999 

EMPLOYEES:  35 

REVENUES:  Not  available 

URL:  www.houstonstreet.com 

JUDGE’S  COMMENT:  “A  good  model  for  a  hot 

area  of  e-commerce  with  easy  navigation." 


COMPANY:  Enermetrix.com 
LOCATION:  Maynard,  Mass. 

PURPOSE:  Online  energy 

commodity  exchange 

LAUNCH:  January  1998 

EMPLOYEES:  50 

REVENUES:  Not  available 

URL:  www.enermetrix.com 

JUDGE’S  COMMENT:  “A  totally  Web-based 

business  with  a  model  that  functions  as  an 

RFP  for  buyers  and  an  auction  for  sellers.” 


gas  and  electricity  among  production  facilities,  distributors  and  commer¬ 


BY  KAREN  D.  SCHWARTZ 


cial  buyers  will  reach  $266  billion  by  2004,  up  from  $30  billion  in  2000. 
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Frank  Getman,  president, 
HoustonStreet  Exchange: 

going  after  all  1,000 
domestic  power  traders 


I 


Two  intranet  companies  currently  blazing 
trails  in  the  energy  industry  are  Houston- 
Street.com  and  Enermetrix.com.  Both  are 
making  significant  inroads  in  attracting  the 
attention  of  the  energy  community  and  con¬ 
tinue  to  enhance  the  scope  and  functionality 
of  their  websites.  They  function  as  online  trad¬ 
ing  exchanges  for  the  energy  industry  but  do 
so  from  opposite  ends  of  the  market.  While 
HoustonStreet.com  allows  energy  traders — 
who  function  much  like  stock  traders — to  buy 
and  sell  wholesale  energy,  Enermetrix.com 
provides  a  way  for  commercial  and  industrial 
organizations  to  buy  energy  online. 

HoustonStreet.com:  Phone-Free  Trading 

A  FEW  YEARS  AGO,  FRANK  GETMAN  WAS  PRESI- 
dent  and  CEO  of  BayCorp  Holdings,  and 
subsidiary  Great  Bay  Power,  a  small  whole¬ 
sale  power  trading  company  in  Portsmouth, 
N.H.  Over  time,  it  dawned  on  him  that  the 
method  through  which  power  had  been 
traded  for  years — by  phone — was  inefficient, 


especially  given  the  potential  that  technol¬ 
ogy  offered.  He  challenged  his  traders  to 
come  up  with  a  better  way  of  trading  energy 
that  would  make  use  of  the  Internet.  After 
mulling  the  idea  of  posting  power  for  sale 
on  a  website,  Getman  expanded  the  vision  to 
include  the  creation  of  a  central  clearing¬ 
house  where  electric  and  gas  traders  could 
trade  power. 

Getman  says  HoustonStreet.com’s  busi¬ 
ness  model  is  simple:  provide  a  better  way 
for  traders  to  initiate  and  complete  energy 
trades.  “Today,  traders  [that  don’t  currently 
use  HoustonStreet]  make  a  deal  on  the 
phone  by  filling  out  a  ticket  that  lists  infor¬ 
mation  about  the  deal,”  he  explains.  “The 


trader  then  puts  that  into  a  basket  and  some¬ 
one  manually  enters  it  into  the  company’s 
risk  management  system.”  But  the  informa¬ 
tion  entered  into  those  expensive  systems — 
which  allow  companies  to  track  their  trading 
activity  and  determine  financial  risk  expo¬ 
sure  to  the  market  and  individual  counter¬ 
parts — isn’t  in  real-time,  resulting  in  ineffi¬ 
cient  record  keeping  and  an  inaccurate 
account  of  the  day’s  trades.  “They  trade  all 
day  and  once  the  dust  settles,  they  still  don’t 
know  how  well  they  did,”  Getman  says. 

Today,  his  vision  of  an  online  clearing¬ 
house  is  a  reality.  About  600  traders  in  more 
than  150  companies  are  registered  to  trade 
energy  over  HoustonStreet.com,  and 
Getman  is  going  after  all  1,000  domestic 
power  traders.  To  become  a  member,  traders 
fill  out  an  online  registration  form; 
HoustonStreet  issues  them  passwords  once 
it  verifies  them  as  legitimate  traders.  In 
September,  HoustonStreet  made  its  site  avail¬ 
able  to  traders  throughout  the  United  States. 


User  fees  are  figured  on  a  sliding  scale 
based  on  the  volume  of  power  traded  each 
month.  (There’s  a  $12  minimum  fee  per 
trade.)  Although  HoustonStreet.com  is  not 
currently  in  the  black,  Getman  is  convinced 
that  once  the  site’s  plans  are  fully  realized — 
launching  additional  vertical  energy  markets 
for  trading  crude  oil,  refined  products  and 
natural  gas — it  will  become  a  moneymaker. 

Building  with  Traders  in  Mind 

LAST  JULY,  GETMAN,  NOW  PRESIDENT  OF 
HoustonStreet  Exchange  (also  a  subsidiary 
of  BayCorp  Holdings),  assembled  a  team  of 
internal  personnel  and  analysts  from  a  hand¬ 
ful  of  other  companies.  Together  they 


launched  the  first  version  of  Houston¬ 
Street. com.  Energy  traders  currently  log  on 
to  trade  energy  with  other  members  and 
access  information  on  market  pricing,  energy 
news  and  weather.  Traders  can  also  cus¬ 
tomize  their  entry  pages  to  include  stock 
data,  sports  scores  and  other  information 
that  is  important  to  them. 

To  create  the  brand  and  user  interface, 
Getman  turned  to  MicroArts  Corp.  of 
Portsmouth,  N.H.,  a  company  that  special¬ 
izes  in  B2B  e-commerce  brand  marketing. 
Getman’s  cousin,  MicroArts  President  Peter 
Getman,  spearheaded  the  efforts.  Designing 
the  user  experience  was  one  of  the  most 
important  tasks.  “It  has  to  do  with  the  way  the 
buttons  are  shaped,  the  number  of  clicks  it 
takes  to  make  a  trade,  how  intuitive  the  system 
is  and  the  personality  inherent  in  the  way  the 
site  interacts  with  a  user,”  says  Peter  Getman. 

To  develop  a  user  experience  that  appeals 
to  traders,  MicroArts  “puts  the  traders  in  the 
cockpit,”  says  Peter  Getman.  “We  laid  it  out 
so  that  users  could  see  their  entire  business 
in  front  of  them.  They  could  see  more,  do 
more,  get  better  information  and  have  real¬ 
time  information  on  what  is  happening  in 
the  markets,  all  on  one  screen.” 

Using  HoustonStreet.com  has  changed 
the  way  traders  like  Bob  Armstrong  do  busi¬ 
ness.  As  a  senior  power  marketer  at  PPL 
Utilities,  owned  by  PPL  Corp.  in  Allentown, 
Pa.,  Armstrong  is  responsible  for  marketing 
and  trading  energy  throughout  Pennsylvania 
and  New  England.  Before  turning  to 
HoustonStreet.com,  Armstrong  was  tethered 
to  the  phone  and  to  various  disparate  web¬ 
sites.  With  HoustonStreet.com,  “all  I  have 
to  do  is  stay  online,”  he  says.  “I  never  have 
to  pick  up  the  phone.  I  can  go  to  my  prefer¬ 
ences  and  get  information  on  the  weather 
and  generation  outages.  I  can  even  talk  to 
counterparts  online.  None  of  the  other  sys¬ 
tems — including  Bloomberg — offers  this.” 

Armstrong  particularly  likes  the  ability  to 
remain  anonymous  during  a  transaction — a 
feature  he  says  makes  a  difference  between 
landing  a  trade  or  losing  it. 


oday,  traders  trade  all  day  and  once  the 
dust  settles,  they  still  don’t  know  how  well 

they  did.”  -HoustonStreet  Exchange  President  Frank  Getman 
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John  Gaus,  chairman  and  CEO, 
Enermetrix.com: 

providing  24-bow-a-day 
comparison  shopping 


After  MicroArts  developed  the  user  expe¬ 
rience,  a  team  consisting  of  personnel  from 
HoustonStreet  and  Sapient,  an  e-services 
consultancy  based  in  Cambridge,  Mass., 
took  over.  HoustonStreet  executives  pro¬ 
vided  Sapient  analysts  with  a  multiscreen 
mock-up  of  what  they  wanted  the  exchange 
to  provide,  such  as  the  ability  to  support 
negotiations,  post  bids  and  offers,  and  act 
as  an  information  portal,  giving  traders 
access  to  information  that  affects  the 
supply-and-demand  dynamics  of  pricing. 

“We  were  able  to  give  the  commodity 
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trader  a  compelling  reason  to  give  up  the 
phones,”  says  Ed  Dragon,  a  director  of  client 
relations  for  Sapient.  “It  wasn’t  enough  to 
be  a  better  trading  platform  than  any  of  the 
trading  platforms  that  were  out  there.  It  was 
all  about  giving  them  a  different  mechanism 
and  medium  for  trading  power” 

Traders  are  particularly  sensitive  to  the 
time  it  takes  to  refresh  screens,  since  any 
delay  in  updates  can  translate  into  an  advan¬ 
tage  for  another  trader.  To  accommodate 
traders’  requirements,  Sapient  incorporated 
push  technology  and  chat  functionality  “to 


try  to  replicate  the  banter  of  how  the  traders 
go  through  their  day  interacting  with  each 
other,”  Dragon  says. 

In  developing  the  system,  everyone 
involved  tried  hard  to  keep  moving  at  break¬ 
neck  speed,  in  part  to  replicate  the  pace  at 
which  traders  go  about  their  day.  “Traders  , 
are  high-bandwidth  people  who  run  at  a  fast 
pace,  so  we  had  to  run  at  an  equally  fast  pace  j 
in  the  design,”  notes  Andrew  Easter,  man- 
aging  director  of  Sapient’s  energy  services  | 
business  unit.  To  address  that  challenge,  the  I 
Sapient  team  used  a  sophisticated  series  of  f1 
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SUPER  DLTtape: 

BUILDING  ON  GENERATIONS  OF  SUCCESS. 

In  an  industry  where  constant  change  is  a  way  of  life,  DLTtape  is  an  unusual 
story:  The  DLTtape  architecture  was  specifically  created  to  adapt  and  endure, 
so  that  every  new  generation  remains  compatible  with  the  last.  The  industry's 
reception  of  this  concept  has  been  nothing  short  of  phenomenal. 

A  dozen  years  after  its  introduction,  nearly  75  percent  of  the 
midrange  tape  storage  in  the  world  is  on  DLTtape.  From  entry  level  depart¬ 
mental  servers  to  complex  enterprise  class  storage  area  networks,  DLTtape 
technology  has  become  pervasive,  proving  itself  hundreds  of  thousands  of 
times  every  day  to  be  the  most  complete,  reliable,  scalable  system  in  the  world. 

The  storage  challenge  is  growing  explosively.  Data  files  are 
becoming  massive.  Storage-hungry  graphics  are  everywhere.  Backup  windows 
are  shrinking  as  the  world  moves  to  24  x  7  operations.  Mission-critical  data 

is  more  critical  than  ever. 

DLTtape  COMPLETELY 

DOMINATES  THE 

MIDRANGE  STORAGE 

MARKET  WORLDWIDE. 

Now,  Super  DLTtape  technology  is  here.  And  the  concept,  at  its 
essence,  is  the  same.  In  addition  to  being  capable  of  an  order  of  magnitude 
improvement  over  its  DLTtape  predecessors,  it  is  compatible  with  previous 
generations  of  DLTtape  formats.  Based  on  Quantum®-developed  Laser  Guided 
Magnetic  Recording  (LGMR)  technology,  Super  DLTtape  incorporates  a 
fundamentally  different,  advanced  technology  for  tape  recording.  It  offers  a 
unique  combination  of  the  best  of  proven  optical  and  magnetic  technologies, 
resulting  in  dramatically  higher  capacities  by  substantially  increasing  the  num¬ 
ber  of  recording  tracks  on  the  data-bearing  surface  of  the  media. 

Yet  even  with  these  remarkable  strides  forward  in  performance  and 
capacity,  Super  DLTtape  technology  continues  to  build  on  the  DLTtape  platform 
lineage  and  extends  the  industry  standard  common  format. 

INCREASED 

Caoa 


AMP  Media 


page  Five 


SCALABLE  TO  2  TERABYTES* 


AND  BEYOND. 


Super  DLTtape  technology  has  the  capability  to  increase  capacity  by  an  order 
of  magnitude,  starting  at  more  than  200  GB  and  evolving  to  more  than  2  TB 
on  a  single  cartridge*  State  of  the  art  Advanced  Metal  Powder  (AMP)  Media 
enables  the  highest  data  density,  offering  dramatically  increased  media 
capacity  along  with  easier  use  and  lowered  cost  of  ownership. 

AMP  media  uses  durable  metal  powder  technology  for  recording  very 
high  densities  of  data,  and  the  reverse  of  the  AMP  media  receives  a  specially 
formulated  coating  to  accept  the  optical  servo  tracks.  By  implementing  an 
optical  servo  on  the  unused  non-magnetic  side,  the  entire  data-bearing  side 
of  the  media  can  be  reserved  for  recording  data.  In  addition,  the  need  for 
magnetic  pre-formatting  is  eliminated. 

Until  now,  increases  in  magnetic  tape  performance  and  capacity 
have  been  the  result  of  increasing  the  tape  area  for  recording,  creating  more 
tracks,  or  increasing  recording  densities.  Super  DLTtape's  LGMR  technology 
has  made  it  possible  to  do  all  three.  The  combination  of  four  major  enabling 
technologies  -  Pivoting  Optical  Servo  (POS),  Magneto-Resistive  Cluster 
Heads  (MRC),  High-efficiency  PRML  Channel  and  Advanced  Metal  Powder 
Media  -  along  with  a  design  breakthrough  that  moves  servo  track  information 
to  the  unused  reverse  of  the  media,  are  what's  behind  the  huge  increase  in 
Super  DLTtape's  recording  area,  number  of  tracks  and  track  densities. 

Unlike  magnetic  servo  tape  products  based  on  old  technology, 
Super  DLTtape  technology  uses  fully  1 00  percent  of  the  data-bearing  side  of 
the  media  for  data  recording.  And  all  of  this  is  achieved  without  affecting 
Super  DLTtape's  backward  compatibility. 


THE  PIVOTING  OPTICAL 
SERVO  (POS)  COMBINES 
THE  BEST  OF  OPTICAL 

AND  MAGNETIC 

TECHNOLOGIES  TO 

OFFER  INCREASED 

CAPACITY  AND 

HIGH-DUTY-CYCLE 

RELIABILITY. 
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BREAKTHROUGH  PERFORMANCE 


FOR  TODAY  AND  TOMORROW. 


Just  as  it  makes  possible  huge  leaps  in  capacity,  Super  DLTtape  technology 
is  also  capable  of  increasing  DLTtape  system  transfer  rates  by  an  order  of 
magnitude.  Transfer  rates  start  at  above  20  MB/sec*  and  will  evolve  to  over 
160  MB/sec* 

Important  technology  advancements  in  Super  DLTtape  combine  to 
push  data  transfer  rates  and  efficiency  to  entirely  new  levels.  Super  DLTtape 
Magneto-Resistive  Cluster  (MRC)  heads  deliver  higher  data  transfer  rates  and 
greater  data  density  than  traditional  heads  of  equal  size.  MRC  heads 
provide  high  wafer  usage  efficiency,  which  results  in  low  head  costs.  In 
addition,  MRC  heads  are  less  susceptible  to  environmental  conditions. 

Quantum  and  Lucent  Technologies  have  expanded  preamp  and 
advanced  Partial  Response  Maximum  Likelihood  (PRML)  channel  technologies 
beyond  traditional  disk  drive  technology,  bringing  new  levels  of  performance 
and  capacity  to  high  performance  linear  tape  systems. 

By  providing  high  encoding  efficiency  and  recording  densities,  PRML 
channel  technology  enables  Super  DLTtape  systems  to  increase  transfer  rates 
along  with  capacity  to  a  whole  new  level. 


MRC  HEADS,  CLUSTERS  OF 
SMALL,  COST-EFFECTIVE 
MAGNETO-RESISTIVE 

TAPE  HEADS  ARE 

DENSELY  PACKED  USING 

ADVANCED  THIN-FILM 

PROCESSING  TECHNOLOGY. 
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INDUSTRIAL-STRENGTH 


Super  DLTtape  System 
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SUPER  DLTtape  RELIABILITY 


SETS  THE  STANDARD. 


Super  DLTtape  technology's  state-of-the-art  architecture  is  designed  for  industrial- 
strength  reliability  and  data  integrity  for  non-stop  computing. 

A  low-tension  tape  design,  simple  tape  path  and  stationary  linear 
tape  recording  heads  increase  reliability  at  every  step.  The  simplicity  and 
stability  of  linear  tape  recording  is  inherently  more  reliable  from  drive  to  drive 
and  cartridge  to  cartridge. 

The  read/write  head  in  linear  tape  recording  reduces  wear  on  the 
head  components  and  media  to  a  minimum,  because  the  head  does  not  spin. 
The  linear  tape  recording  drive's  fixed  read/write  head  is  the  only  point  of 
contact  with  the  magnetized  side  of  the  media.  The  guides  used  in  linear  tape 
recording  technology  touch  only  the  back  of  the  tape. 

Based  on  feedback  from  customers  worldwide  and  after  shipping  more 
than  40  million  DLTtape  media  cartridges  over  the  last  five  years,  important 
refinements  continue  to  be  made  in  the  cartridge  design  as  well.  A  more  robust 
cartridge  reduces  potential  damage  resulting  from  a  drop,  and  increases 
the  life  of  the  media.  A  new  Positive  Engagement  Tape  Leader  Buckling 
Mechanism  further  increases  media  cartridge  life  and  supports  the  high  duty- 
cycle  requirements  of  high-end  and  automated  environments. 


THE  NEW  SUPER  DLTtape 
CARTRIDGE  HAS  AN 
IMPROVED,  MORE  RUGGED 
DESIGN  FOR  EVEN 

GREATER  DURABILITY. 
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THIS  IS  WHAT  IS  MEANT  BY 

"THE  INDUSTRY  STANDARD." 

Reliability,  scalability,  compatibility,  and  performance  have  made  the 
DLTtape  platform  the  clear  backup  storage  solution  for  systems  manufacturers 
like  Compaq,  Dell,  Hewlett-Packard,  IBM,  and  Sun.  It  is  the  core  technology 
of  all  high-end  automated  library  manufacturers  -  ADIC,  ATL  Products, 
Breece  Hill,  Exabyte,  Hewlett-Packard,  M4Data,  Overland  Data,  Qualstar, 
and  StorageTek  -  while  receiving  strong  support  from  the  major  enterprise 
backup  software  vendors  -  Computer  Associates,  Legato  Systems,  and  VERITAS. 

That  industry-wide  commitment  will  now  pay  greater  dividends  to  these 
partners,  resellers  and  IT  users  worldwide  as  Super  DLTtape  continues  to  set 
the  industry  and  global  standard  for  tape  storage. 

Optional  library-ready  models  offer  the  high  reliability  demanded  in 
continuous  and  random  operations. 

Optional  Memory  Addressable  Cartridge  (MAC)  tracking  systems 
let  libraries  and  autoloaders  quickly  review  cartridge  contents  without 

loading  them. 

Super  DLTtape's  high  data  packing  density  means  important  savings 
in  valuable  datacenter  floor  space  for  library  users. 

And  because  both  the  physical  and  control  interfaces  are  compatible 
with  previous  DLTtape  drives,  Super  DLTtape  can  be  integrated  cost-effectively 
and  seamlessly  into  existing  automated  storage  solutions. 

FOR  LIBRARY  AND 

AUTOLOADER  USERS, 

SUPER  DLTtape  BRINGS 

NEW  LEVELS  OF  CAPACITY, 

SPEED  AND  ACCESS. 

CAPACITY* 


DLTtape 


More  than  2  TB 


More  than  200  GB 


80  GB 
70  GB 


40  GB 


20  GB 
12  GB 


5.2  GB 
588  MB 


200  MB 
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From  its  inception,  the 
DLTtape  standard  has 
created  a  clear  growth 
path  for  mid-range  storage 
applications,  offering  the 
best  investment  protection 
and  long-term  viability.  Every 
new  generation  builds  on  the 
last  but  retains  compatibility. 

Now,  Super  DLTtape  takes 
the  standard  forward  once 
again,  still  building  on  past 
generations.  Still  compatible 
with  what's  gone  before. 
Still  the  only  way  to  be  sure 
your  data  storage  assets  are 
protected  into  the  future. 


‘Compressed  2:1 


Super  DLTtape  technology  extends  the  DLTtape  technology  family,  the  most  widely  available 
tape  technology  on  the  market.  DLTtape  solutions  prior  to  Super  DLTtape  -  ranging  from  single 
table-top  drives  to  enterprise  class  automated  tape  libraries- are  available  from  virtually  all  major 
computer  suppliers  and  tape  automation  developers,  as  well  as  VARs,  resellers,  and  distributors. 
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peers  and  share  ideas 


experience 


future  strategies  for  your  company 


Join  industry  leaders  at 

At  xNet  Consortium  meetings, identify  new  models  and  methods  OUT  UpCOdllllQ  IflGGtlllQ 

of  applying  Internet  technology  for  your  business,  learn 

from  industry  experts  and  network  with  peers  in  a  high-energy 

atmosphere.  Participants  share  ideas,  identify  current  best 

practices  and  anticipate  future  strategies. xNet  members  are 

responsible  for  driving  their  organizations' intranet,  extranet  and 

Internet  initiatives  and  represent  some  of  the  leading  companies 

in  the  online  world. 


Just  an  exclusive  group  of  Net  professionals  trying  to  make  sense  - 
of  it  all.  To  maintain  the  quality  and  focus  of  the  group,  only  a 
limited  number  of  companies  may  participate.  We  urge  you  to 
contact  us  immediately  at  800  355-0246.  For  additional  infor¬ 
mation,  visit  our  website  at  www.cio.com/xne t. 
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workshop  techniques  designed  to  create 
real-time  prototypes.  Participants  in  the 
workshops  spent  their  days  examining  just 
how  users  would  get  value  out  of  the 
HoustonStreet  platform  being  designed. 

Currently,  HoustonStreet  is  working  with 
Micro  Arts  and  Sapient  in  conjunction  with 
the  XML  technology  company  Bowstreet 
of  Portsmouth,  N.H.,  to  imbue  the  site  with 
personalization  through  screens  that  deliver 
content  specific  to  the  user.  To  do  that,  the 
team  is  implementing  Bowstreet’s  Business 
Web  Factory,  a  system  that  allows  for  cus¬ 
tomization  of  B2B  Web  relationships. 
“We’re  moving  toward  the  concept  of 
MyHoustonStreet.com,  where  a  trader  has 
the  trading  floor  right  in  front  of  him  and 
immediate  access  to  information  and  ser¬ 
vices  that  are  relevant  to  him,”  says  Frank 
Getman.  “He  chooses  which  news  he  wants 
to  see  and  which  weather  forecasting  ser¬ 
vice  he  wants  to  use,  because  the  weather 
is  a  big  determining  factor  in  the  price  of 
electricity.” 

Ultimately,  the  goal  is  to  facilitate  a  three- 
way  exchange  among  HoustonStreet.com, 
which  will  package  data  it  collects  and  send 
it  to  traders;  third-party  providers  such  as 
news  and  weather  services;  and  the  trading 
companies  themselves. 

“Our  vision  is  to  have  a  platform  for 
every  kind  of  energy  commodity  globally,” 
says  Frank  Getman.  That’s  the  reason  why 
HoustonStreet  is  pursuing  a  strategy  of 
offering  sites  to  trade  other  types  of  energy. 
Getman  expects  his  vision  to  be  fully  real¬ 
ized  in  the  United  States  by  the  end  of  this 
year.  Next  year,  he  plans  to  expand  the  site 
globally. 

The  challenge  for  HoustonStreet  is  to  use 
its  underlying  technological  framework  to 
introduce  new  services  specific  to  the  energy 
commodities  market  in  a  timely  manner. 
Since  HoustonStreet. corn’s  model  is 
designed  to  be  scalable  and  flexible,  Frank 
Getman  says  that  developing  capabilities  in 
the  future  can  be  handled  without  massively 
reprioritizing  tasks. 

134  CIO  JULY  1,  200  0  •  www.cio.com 


Enermetrix.com:  Power  to  the  Buyer 

BY  THE  MID-1990S,  JOHN  GAUS,  THEN  A  PROJ- 
ect  manager  at  The  United  Illuminating  Co. 
in  New  Haven,  Conn.,  and  Jeff  DeWeese,  a 
senior  engineer  at  Boston  Edison  in  Boston, 
shared  a  dissatisfaction  with  what  they  saw 
as  an  unwieldy  approach  to  buying  and  selling 
energy  in  a  deregulated  environment.  In  a 
market  undergoing  rapid  change,  they  saw  a 
disaster  waiting  to  happen  as  uneducated  buy¬ 
ers  sought  to  purchase  energy  from  well- 


informed  suppliers.  They  spent  a  lot  of  time 
talking  about  how  they  could  bring  standards, 
reliability,  predictability  and  efficiency  to  the 
buying  and  selling  process,  and  eventually 
they  developed  their  idea  into  an  online  energy 
trading  exchange  for  gas  and  electricity. 

Enermetrix.com,  which  went  live  in 
January  1998,  is  just  that — an  online  trad¬ 
ing  exchange  that  matches  buyers  and  sell¬ 
ers  of  energy.  (If  the  concept  sounds  famil¬ 
iar,  that’s  because  Enermetrix.com,  formerly 
known  as  North  American  Power  Brokers’ 
World  Wide  Retail  Energy  Exchange,  won 
Web  Business  50/50  awards  in  1998  and 
1999.)  Based  in  Maynard,  Mass.,  the  com¬ 
pany  currently  represents  about  50  suppliers, 
ranging  from  small,  regional  companies  to 
global  organizations.  In  addition,  about 
100,000  commercial  and  industrial  organi¬ 
zations — including  both  mom-and-pop 
stores  and  Fortune  500  companies — cur¬ 
rently  use  the  exchange.  Gaus,  now  chair¬ 
man  and  CEO  of  Enermetrix.com,  and 
DeWeese,  now  president  and  COO,  took 
about  1 8  months  to  build  a  database  popu¬ 
lated  with  information  about  energy,  buyers 
and  sellers.  “It  took  awhile  because  we  were 
working  out  of  our  basement  and  attic  on  a 


shoestring  budget,”  DeWeese  recalls.  After 
the  database  was  complete,  the  pair  asked 
Impact  Innovations  Group,  a  Columbia, 
Md. -based  consulting  company,  to  take  the 
business  logic  from  the  existing  database  and 
convert  it  to  the  Web  using  HTML.  Once 
Enermetrix  built  its  own  IT  department,  they 
continued  to  enhance  the  platform. 

The  site’s  method  of  bringing  buyer  and 
seller  together  is  straightforward:  After 
becoming  a  member  by  signing  an  agree¬ 


ment  to  abide  by  the  site’s  rules,  the  buyer 
dictates  the  terms  and  conditions  of  his  pur¬ 
chase  and  posts  that  information  on  the 
exchange.  Suppliers  then  compete  to  fill 
those  needs.  “We  wanted  to  get  away  from 
the  request  for  proposals  [RFP]  process, 
where  [a  facilities  manager  in  a  large  orga¬ 
nization]  would  ask  several  suppliers  to  give 
them  their  best  price  on  a  specific  date.  That 
date  might  be  the  highest  commodity  price 
day  of  the  year  for  that  form  of  energy,”  says 
DeWeese.  Instead,  the  Enermetrix.com  plat¬ 
form  provides  a  mechanism  for  comparison 
shopping — 24  hours  a  day — so  that  buyers 
can  buy  when  prices  are  low  and  when  con¬ 
ditions  meet  their  criteria. 

Enermetrix.com  makes  money  by  charg¬ 
ing  a  1  to  2  percent  transaction  fee  based  on 
the  volume  of  the  deal.  Ultimately  the  end 
user — which  can  be  the  buyer  or  the  seller — 
pays  the  transaction  fee.  (Enermetrix.com 
invoices  the  supplying  member  for  the  fee.) 
Included  in  the  fee  is  a  matchmaking  service 
between  buyers  and  sellers  as  well  as  a  stan¬ 
dard  contract  the  supplier  can  use  to  help 
facilitate  the  transaction.  If  the  seller  chooses 
to  use  its  own  contract,  Enermetrix.com  will 
review  it  and  make  it  available  electronically. 


nur  vision  for  the  company  is  to  make  what 
we  do  the  standard  by  which  these  transac¬ 
tions  OCCUr.  -Jeff  DeWeese,  president  and  COO,  Enermetrix.com 


When  it  comes  to 
I  e-Commerce 


it's  not 


Introducing  METASeS™ 

Securing  the  e-Foundation  for  Today's  Business  Enterprise 


Only  METASeS™  gives  you  the  peace  of  mind  you  need  when  facing  the  challenges  of  securing  your  IT  infrastructure  and  e-Foundation. 

Our  worldwide  team  of  industry  leading  security  and  e-commerce  experts,  are  committed  to  helping  you  meet  the  challenges  of  tomorrow  -  today. 
Whether  you  are  a  small,  medium  or  large  business  we  are  committed  to  helping  organizations  like  yours  harness  the  power  of  the  internet. 

Our  revolutionary  enterprise-wide  security  solutions  and  approach  to  threat  and  vulnerability  management,  intrusion  detection,  security  policy  and 
procedure  development  and  compliance,  incident  response  and  computer  forensics,  make  securing  your  IT  infrastructure  easy.  We  apply  the  best 
minds  in  the  industry  to  ensuring  you  that  your  network  and  e-commerce  solutions  are  prepared  for  the  inevitable,  not  to  mention  the  unexpected. 

For  more  information  on  how  METASeS  can  assist  you  in  securing  your  e-Foundation 
visit  our  website  at  www.metases.com,  or  call  678.250. 1 250 
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A  Win-Win  Situation 

THE  GOAL,  DEWEESE  SAYS,  WAS  TO  CREATE  A 
system  that  empowers  the  energy  buyer. 
While  buyers  post  anonymous  requirements 
on  the  site,  sellers  access  the  site  and  provide 
real-time  market  pricing.  For  the  buying 
member,  there  is  lower  risk  of  overpaying 
for  each  transaction  because  pricing  is 
dynamic.  For  the  seller,  Enermetrix.com  can 
reduce  customer  acquisition  costs,  expand 
reach  into  various,  nontraditional  markets 
and  provide  credit  protection. 

“Our  vision  for  the  company  is  to  make 
what  we  do  the  standard  by  which  these 
transactions  occur,”  says  DeWeese.  “It  gives 


[the  energy  buyer]  information  and  access 
to  markets  in  real-time  and  empowers  the 
end  user  to  make  better  informed  decisions.” 

Judging  by  the  market’s  response, 
Enermetrix.com  is  well  on  its  way  to  realiz¬ 
ing  that  vision.  Although  Enermetrix.com 
won’t  divulge  revenue  figures,  the  site  has 
attracted  well-known  buying  members  such 
as  PSEG  Energy  Technologies,  SCANA 
Online,  Cadence  Networks  and  the  Con¬ 
necticut  Business  and  Industry  Association. 
The  number  of  visitors  and  transactions 
grows  by  about  33  percent  per  month  for  elec¬ 
tricity  trading  and  20  percent  per  month  for 
gas  trading.  DeWeese  expeas  the  site  to  han¬ 
dle  several  hundred  thousand  transactions  a 
month  within  the  next  year.  In  addition,  the 
company  has  had  no  trouble  securing  third- 
round  financing  of  $20  million  from  investors, 
including  Duquesne  Enterprises,  General 
Electric  and  Insight  Capital  Partners. 

Given  the  growth  of  the  site,  scalability 
tends  to  be  an  issue,  says  A1  Dunn,  the  com¬ 
pany’s  vice  president  of  emerging  technolo¬ 


gies.  “Predicting  what’s  going  to  occur  and 
having  the  right  infrastructure  in  place  is 
really  a  challenge,”  he  says.  To  ensure  that 
scalability  wouldn’t  be  a  major  concern, 
Enermetrix  made  the  decision  to  install  a 
Microsoft-based  platform  consisting  of 
Microsoft  Active  Server  technology  and 
Microsoft  Transaction  Server  for  distributed 
objects.  The  database  is  written  in  Microsoft 
SQL  Server,  and  many  of  the  core  transac¬ 
tion  engine  components  are  built  using  Java. 

“We’ve  continuously  chosen  our  technol¬ 
ogy  to  strike  a  balance  between  development 
and  productivity.  We  need  the  ability  to  cre¬ 
ate  software  quickly  and  easily,  and  the  abil¬ 


ity  to  scale  to  handle  large  numbers  of  trans¬ 
actions,”  notes  Dunn,  who  started  building 
the  site  while  he  was  at  Impact  Innovations. 

To  make  the  site  more  attractive  to  buyers 
and  sellers,  Gaus  and  DeWeese  continue  to 
upgrade  it,  adding  features  users  say  are  most 
important  to  them.  Version  3.0  of  the  system, 
released  in  May,  provides  a  new  look  and  feel 
for  sellers  logging  on  to  the  system.  Among 
other  things,  it  enables  sellers  to  personalize 
their  sites  so  that  they  can  target  buyers  based 
on  region  and  energy  usage  requirements. 

Another  change,  engineered  in  response  to 
customer  demand,  is  the  addition  of  credit 
checking.  Unlike  offline  business  exchanges, 
where  the  parties  typically  know  each  other, 
online  business  is  often  conducted  anony¬ 
mously,  leading  to  questions  about  the  credit- 
worthiness  of  unknown  parties.  To  address 
this  problem,  Version  3.0  allows  rating  the 
credit  of  potential  buyers.  The  site  charges 
suppliers  a  small  premium  for  the  service,  but 
DeWeese  says  that  enough  suppliers  have 
requested  it  to  make  it  a  worthwhile  offering. 


Continued  Improvements 

NEXT  UP  IS  A  MOVE  INTO  FINANCIAL  LIABILITY. 
“It’s  a  question  everyone  in  the  energy  indus¬ 
try  is  looking  at  right  now  because  everyone 
is  looking  for  an  efficient  way  to  bill  their 
clients,”  says  DeWeese.  Offering  to  facilitate 
the  transaction — which  may  include  building 
a  mechanism  to  hold  funds  as  the  commod¬ 
ity'  is  transferred  from  seller  to  buyer — could 
also  enable  more  players  to  use  the 
exchange,  such  as  companies  that  don’t  have 
the  ability  to  handle  billing  functions  or  don’t 
want  to  do  the  billing. 

Karl  Jessen,  director  of  the  energy  and 
Internet  practice  at  The  Yankee  Group  of 
Boston,  says  the  company’s  foray  into  value- 
added  services  such  as  financing  and  guar¬ 
anteeing  transactions  is  ultimately  what  will 
set  EnermetrLx.com  apart  from  the  rest. 

“Back  in  the  old  days,  everybody  knew 
everyone  they  were  trading  with,  but  nobody 
really  knows  anybody  anymore.  And  the  big 
guys  feel  that  if  they  don’t  know  you,  they’re 
not  going  to  do  business  with  you,”  Jessen 
says.  By  extending  credit  and  providing  some 
level  of  assurance,  “big  players  will  be  more 
willing  to  work  with  these  companies  and 
have  some  idea  that  they  aren’t  going  to  lose 
their  shirts.  The  business  is  already  risky 
enough  as  it  is.” 

Sites  like  www.enermetrix.com  and 
www.houstonstreet.com  are  the  future  of 
energy  trading,  and  both  have  come  a  long 
way  toward  making  online  energy  trading 
second  nature  to  those  who  used  to  be  teth¬ 
ered  to  phones  for  years,  says  Jessen. 

“They  are  doing  all  the  right  things,”  he 
adds,  including  making  liberal  use  of  many 
of  the  analytic  tools  available  in  the  market 
today  and  enhancing  site  capabilities  fre¬ 
quently.  “They  are  doing  everything  they 
can  to  enable  e-commerce,  and  many  of 
those  things  are  progressive  in  the  trading 
exchange  market.”  HH 


Karen  D.  Schwartz  is  a  freelance  writer  based  in 
Potomac,  Md.  She  can  be  reached  at  karen.schwartz 
@bigfoot.com. 


ack  in  the  old  days,  everybody  knew  everyone 
they  were  trading  with,  but  nobody  knows 
anybody  anymore.”  -Karl  Jessen,  The  Yankee  Group 
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The  siren’s  song  of  the  Internet  gets  more  alluring  every  day.  And  as  a  member  of  the  chorus,  we’re  not 
about  to  tell  you  the  Internet  isn’t  a  tool  your  business  needs.  It’s  just  not  the  only  tool  your  business  needs. 

So  at  WorldCom, SM  we  come  prepared.  As  one  of  the  world’s  largest  Internet  providers,  we  have  all  the 
connectivity  and  hosting  services  that  ISPs  offer.  Plus  all  the  other  data  services  they  don’t.  From  existing 
technologies  like  Private  Line,  Frame  Relay  and  ATM  to  newer  ones  like  DSL,  VPN  and  Wireless. 

The  point  is,  we  don’t  have  to  pressure  you  into  one  technology  over  another.  We  offer  a  whole  range  of 
them.  So  we’re  free  to  give  you  open,  honest  advice.  Just  like  a  friend. 

For  more  information,  visit  us  at  www.wcom.com/generationd. 

generation  d 
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Time  drags  as  you  wait  for  your  customer  service  rep  to  get  back  to  you. 
But  this  intranet  does  order  tracking,  inventory 
management  and  shipping  on  your  time,  and  that’s  real-time. 
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COMPANY:  SBM  (a  subsidiary  of 
Gates/Arrow  Co.) 
LOCATION:  Duluth,  Ga. 
PURPOSE:  Order  inventory  and 
account  status  tracking 
EMPLOYEES:  120 
REVENUES:  Privately  held 
EXTRANET  SITE:  VAR  Central 
SITE  STAFF:  4 
CUSTOMERS:  350  resellers  of 
Hewlett-Packard  9000  products 
JUDGE’S  COMMENT:  “For  a  business 
whose  success  depends  on  partner 
success,  this  is  a  sharp  site  that 
offers  great  value  to  customers." 


- 1  INTRANET  - 

WHEN  A  PURCHASING  AGENT  FROM  PREMIER  SYSTEMS  INTEGRATOR,  A 
computer  reseller  in  Charlotte,  N.C.,  needs  to  buy  a  dozen  Hewlett- 
Packard  9000  servers  for  a  customer,  he  logs  on  to  VAR  Central’s  inter¬ 
active  website.  No  longer  does  the  agent  have  to  call  an  800  number 
and  then  wait  in  the  phone  queue  only  to  find  that  a  service  rep  will 
need  to  call  back  with  the  appropriate  order  information.  ■  Premier 


Systems  Integrators  is  one  of  about  350  resellers  doing  business  more 


efficiently  thanks  to  VAR  Central,  an  extranet  devoted  to  resellers  of  HP 


BY  KAREN  D.  SCHWARTZ 


server  products  that  SBM,  a  distributor  in  Duluth,  Ga.,  offers.  VAR 


PHOTOGRAPHY  BY  ROGER  BALL 


Central  and  the  features  it  provides  are  prime  examples  of  how  selling 
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he  ultimate  goal  for  SBM  President 
Eric  Thornton  is  to  provide  customers  with 
a  single  source  of  information. 


goods  and  services  through  a  computer- 
reseller  channel  has  changed  in  recent  years. 
No  longer  can  a  distributor  be  a  nameless, 
faceless  warehouse,  providing  products  on 
demand  to  its  resellers.  In  today’s  interactive 
world  of  rampant  competition,  distributors 
must  work  hard  to  keep  their  resellers  loyal. 
SBM  has  been  able  to  do  that  by  develop¬ 
ing  an  interactive  website  that  not  only 
allows  resellers  to  check  on  the  status  of  their 
orders  but  functions  as  a  virtual  back  office 
for  them  as  well. 

VAR  Central,  which  debuted  in  February 
1998,  was  quite  a  departure  for  SBM,  which 
has  distributed  HP  products  since  1978. 
During  the  past  20  years,  many  processes — 
such  as  requests  for  duplicate  invoices  and 
payment  inquiries — were  handled  over  the 
phone,  while  return  merchandise  authoriza¬ 
tions  were  faxed.  SBM  president  Eric 
Thornton  and  his  marketing  staff  had  come  to 
realize  that  communicating  with  its  resellers 
by  phone  and  fax  was  no  longer  working  in 
the  fast-paced  world  of  the  Internet.  Because 
of  the  high  volume  of  phone  calls,  “it  could 
take  several  hours  for  us  to  get  back  to  one 
of  our  resellers,”  Thornton  notes. 

The  site’s  major  objective  was  to  provide 
as  much  information  as  possible  to  its 
resellers,  24  hours  a  day,  seven  days  a  week. 
Currently,  resellers’  sales,  accounting  and 
executive  staff  can  access  a  host  of  account- 
and  product-related  information  that  previ¬ 
ously  required  the  intervention  of  an  SBM 
service  representative. 

The  site  has  also  streamlined  the  work 
of  the  staff  at  SBM’s  headquarters,  some¬ 
thing  that  the  site’s  developers  didn’t  antic¬ 
ipate.  “We  didn’t  realize  the  degree  of  effi¬ 
ciency  they  would  enjoy,”  Thornton  says. 
In  1998,  the  first  year  VAR  Central  was 
available,  “we  essentially  doubled  our  rev¬ 
enue  without  adding  additional  employ¬ 
ees,”  he  says.  Employees  are  no  longer  bar- 
raged  by  phone  calls  that  often  required 
them  to  track  down  information.  SBM’s 
inside  sales  staffers  now  spend  more  time 
configuring  new  system  orders  and  less  time 


answering  questions  about  order  status.  In 
addition,  SBM’s  field  staff  can  access  cus¬ 
tomer  order  and  account  information  with¬ 
out  calling  a  sales  representative. 

Thornton  says  the  site  also  has  allowed  the 
company’s  resellers  to  change  their  business 
models  and  become  more  efficient.  Soon  after 
the  site  was  built,  resellers  quickly  figured  out 
that  if  they  printed  their  invoices  from  the 
Internet,  they  could  bill  customers  sooner  and 
thus  collect  payment  sooner.  And  that  change 
in  the  resellers’  business  model  provided  SBM 
with  another  unexpected  benefit — the  ability 
to  receive  payment  faster  from  its  resellers. 


Customer  Benefits 

UNDER  THE  OLD  SYSTEM,  DETERMINING  THE 
status  of  an  order  could  take  hours,  says 
Lynn  Merignac,  purchasing  manager  of 
Premier  Systems  Integrators.  “Sometimes 
you  were  searching  for  an  order  that 
somebody  entered  incorrectly.  But  this 
new  system  offers  so  many  different  ways 
to  search  that  we  can  always  find  what 
we’re  looking  for,”  she  says. 

Each  morning,  Premier  purchasing  agents 
log  onto  the  VAR  Central  website  and  view 
orders  that  are  in  progress  or  have  been  com¬ 
pleted.  If  necessary,  agents  can  sort  orders 
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Business-critical  networks: 

Fast ,  reliable,  secure 


Predictive  Systems  has  built 
fast,  reliable,  and  secure  net¬ 
works  for  many  of  the  world’s 
most  demanding  clients.  Data 
providers,  brokerage  firms, 
and  other  companies  whose 
network  is  their  business.  And 
we  have  a  proven  methodology, 
BusinessFirsC  that  can  quantify 
the  business  value  of  your 
network  investment. 

With  Predictive  Systems, 
your  network  infrastructure 
will  support  your  e-business 
strategy  one  hundred  percent. 
We’re  sure. 


For  more  information 
|  about  our  firm ,  contact 
800-770-4958  ext.  5454 


www.  predict  i  ve.  com 


by  purchase  order  number,  by  shipping  loca¬ 
tion  or  by  date.  The  site  also  provides  infor¬ 
mation  on  everything  being  ordered,  includ¬ 
ing  part  numbers,  cost,  cost  of  freight  and 
the  freight  carrier  being  used. 

“The  biggest  benefits  to  the  sales  staff  are 
being  able  to  track  orders,  check  serial  num¬ 
bers  on  shipped  products  and  check  stock,” 
says  Holly  Dexter,  a  technical  sales  support 


coordinator  at  Premier.  In  addition,  the  site 
has  a  variety  of  searchable  databases  that 
allow  resellers’  purchasing  agents  to  track 
invoices  and  orders  and  search  inventory  for 
availability — in  essence,  they  can  follow  an 
order  from  the  moment  it’s  been  placed  to 
the  time  it’s  been  shipped. 

The  benefits  of  the  automated  system 
extend  beyond  purchasing.  VAR  Central 
offers  a  host  of  sales  tools  that  can  aid  the 
salespeople  who  are  working  for  resellers. 
“Salespeople  can  see  where  their  orders  are 
minute  by  minute  instead  of  having  to  call 
us  for  that  information,”  Merignac  notes. 
Salespeople  can  use  the  inventory-status 
feature  to  determine  how  many  of  a  par¬ 
ticular  product  are  in  stock,  which  reduces 
the  likelihood  of  encountering  depleted 
inventory,  Dexter  says.  The  system  also 
provides  salespeople  with  a  list  of  avail¬ 
able  training  courses  and  online  tests,  as 
well  as  a  roster  of  technical  capabilities 
other  site  users  have.  This  feature  lets  users 
post  their  technical  qualifications  and  cer¬ 
tifications.  Other  users  can  then  access  that 
information  when  looking  for  partners  to 
team  up  with  on  deals  that  require  addi¬ 
tional  qualifications. 

SBM  also  gives  some  of  its  major  cus¬ 
tomers  access  to  a  portion  of  VAR  Central, 


called  VIP  Central.  That’s  where  qualified 
customers  can  search  the  product  database 
and  track  their  orders.  Customers,  however, 
only  have  access  to  information  that 
resellers  designate.  For  example,  customers 
can’t  see  the  price  a  reseller  pays  SBM 
for  products. 

By  allowing  its  resellers’  customers  access 
to  some  portions  of  the  system,  SBM  can 


better  retain  its  resellers,  says  Joe  Burke, 
SBM’s  vice  president  of  sales.  “Resellers 
choose  whether  to  do  business  with  SBM, 
and  having  these  kinds  of  capabilities  ties 
the  reseller  more  closely  to  us.” 

Technical  Specs 

SBM  MADE  SURE  THAT  RESELLERS  WOULD  FIND 
VAR  Central  useful  by  getting  their  input 
on  its  development.  Analysts  created  a  pro¬ 
totype  from  the  customer  suggestions  col¬ 
lected  by  SBM’s  field  sales  staff.  Once  the 
site  was  up  and  running,  SBM  Webmaster 
Carole  Mazzei  signed  on  several  resellers, 
including  Premier  Systems  Integrators,  as 
beta  testers,  to  get  their  feedback  on  the 
nascent  site.  “They  had  the  right  attitude 
and  really  wanted  honest  feedback,” 
Merignac  recalls. 

For  about  six  months,  SBM  worked 
closely  with  OneWeb  Systems,  an  Internet 
development  company  in  Atlanta,  to  deter¬ 
mine  the  functional  requirements  and  to 
make  sure  the  site  would  work  as  SBM  had 
envisioned.  Part  of  the  research  involved  sur¬ 
veying  successful  websites,  including  that  of 
previous  50/50  winner  Cisco  Systems,  which 
is  widely  regarded  as  one  of  the  best  engi¬ 
neered  sites  on  the  Web. 

But  Web  design  and  functionality  were  the 


least  of  the  hurdles  that  SBM  had  to  clear. 
After  20  years  in  business,  the  company  had 
a  host  of  legacy  equipment  that  OneWeb 
Systems  had  to  incorporate  into  the  site,  cen¬ 
tral  to  which  was  its  HP  9000  server.  That 
server  was  a  real  challenge  to  incorporate 
into  a  Web-based  environment,  says  Chip 
Dukes,  CTO  of  OneWeb  Systems. 

“We  had  to  take  a  legacy  system  that 
was  not  truly  prepared  for  Internet  activity 
and  make  it  so,”  Dukes  says.  What  the 
Internet  development  company  used  as  the 
system’s  backbone  was  OneWeb  Advantage, 
an  application  development  environment 
that’s  managed  through  a  Web  server.  A 
half-dozen  Unix  boxes,  a  smattering  of 
Windows  NT,  XML,  HTML,  Java  and  a 
series  of  SQL  Server  databases  were  also 
part  of  the  system. 

The  proprietary  nature  of  the  informa¬ 
tion  on  VAR  Central  makes  security  a  top 
priority.  To  prevent  unauthorized  users  from 
viewing  source  code  or  making  changes  to 
the  site,  OneWeb  Systems  designed  the  sys¬ 
tem  not  only  to  verify  whether  a  user  is 
allowed  to  enter  a  particular  area  but  also  to 
make  sure  that  the  information  users  enter 
is  correct. 

Like  many  50/50  winners,  SBM  is  not 
content  to  rest  on  its  laurels.  Later  this  year, 
VAR  Central  will  extend  its  functionality 
into  HP’s  new  Channel  2000  initiative.  The 
goal  of  Channel  2000  is  to  provide  its  entire 
supply  chain  with  as  much  information  as 
possible  on  its  products  and  services.  In  con¬ 
junction  with  that  goal,  OneWeb  Systems 
and  SBM  analysts  will  use  RosettaNet  stan¬ 
dards  and  protocols  to  transmit  information 
about  SBM’s  order  status  from  HP. 

“That’s  our  ultimate  vision — to  provide 
a  single  source  of  information  to  an  end-user 
customer  on  anything  that  resides  at  the 
reseller  level,  the  distributor  level  and  the 
vendor  level,”  SBM’s  Thornton  says.  BID 


Based  in  Potomac,  Md.,  freelance  writer  Karen  D. 
Schwartz  can  be  reached  at  karen.schwartz@bigfoot 
.com. 


y  allowing  its  resellers’  customers  access 
to  some  portions  of  the  system,  SBM  can 
better  retain  its  resellers. 
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But  the  market  has 


NO  PROBLEM. 
WE’RE  FLEXIBLE. 


It’s  a  dilemma  for  any  company 
starting  up  in  e-business.  How  can 
you  develop  an  effective  strategy  for  an 
area  of  business  that’s  changing  all  the 
time?  Fortunately,  Solomon  and 
Microsoft®  have  teamed  up  to  develop  a 
flexible  e-business  solution  that  you  can 
feel  confident  about. 

Solomon  Internet-ready  business 
and  accounting  software  is  ready  to 
help  your  business  tackle  the 
e-commerce  challenge.  Through  a 
powerful  integration  with  Microsoft 
Windows  2000®  Professional,  you  get 
Internet-enabling  operating  system 
software  that  won't  let  you  down. 
Together,  we  provide  you  with  an 
efficient,  flexible  e-commerce  solution 
that  can  help  support  your  efforts  to 


reduce  costs,  improve  service  and 
increase  market  share. 

When  it’s  time  to  invest  in 
e-commerce,  make  an  investment  that 
you  can  count  on  for  a  solid  return  - 
Internet-ready  and  enabling  technology 
from  Solomon  and  Microsoft.  It’s  a 
winning  team  with  the  flexibility  to  keep 
your  business  on  top  -  no  matter  what  the 
market  does. 
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The  information  revolution  has  produced  an  army  of  untethered 
workers  and  freelancers.  This  Web-based  service  gives  each  one  a  virtual 

accounting  department  that  goes  wherever  they  do. 


- -j  INTERNET  STARTUP| - 

JOHN  WITCHEL  WAS  STUCK  IN  TRAFFIC  ON  THE  BAY  BRIDGE  ONE  FRIDAY 
evening  after  a  weeklong  consulting  engagement  when  he  realized  he 
had  forgotten  to  log  his  time  and  expenses  for  the  job  he’d  just  com¬ 
pleted.  As  he  fumed  at  the  prospect  of  fighting  more  traffic  and  spend¬ 
ing  his  Friday  night  at  the  office,  he  thought  about  how  convenient  it 
would  be  if  he  could  take  care  of  the  problem  right  there  on  the  bridge. 


COMPANY:  Red  Gorilla 
LOCATION:  San  Francisco 
PRODUCT/SERVICE:  Syndication  of 
Gorilla  Time  application 
LAUNCH:  December  1999 
FUNDING:  Utah  Ventures,  angel 
investors  and  an  institutional  fund 
REVENUES:  Not  available 
(privately  held  company) 

GREATEST  CHALLENGE:  Finding  the 
technical  personnel  to  implement  the 
sophisticated  three-tier  architecture. 
JUDGE’S  COMMENT:  "This  site  provides 
a  few  important  services  well  and 
explains  everything  in  detail.” 


■  From  that  drive-time  frustration,  a  new  business  was  born.  Witchel 


followed  up  on  his  basic  idea  by  sketching  an  infrastructure  that  would 
allow  mobile  professionals  like  himself  to  track  their  time  and  expenses 


BY  CHARLES  T.  CLARK 


anywhere,  anytime.  His  enthusiasm  inspired  several  of  his  colleagues 
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John  Witchel,  Red  Gorilla’s 

CEO  and  founder,  wants  to 
make  road  warriors’  lives  a 
little  less  complicated. 


from  the  consultancy  he  worked  for  at  the 
time  to  join  him  in  forming  what  soon 
became  known  as  Red  Gorilla. 

The  San  Francisco-based  company’s 
founders  initially  planned  to  make  money  by 
promoting  a  wireless  application  that  would 
make  life  easier  for  legions  of  workers. 
Gorilla  Time,  the  result  of  Witchel’s  bridge- 
bound  brainstorm,  is  the  company’s  first 
product;  it  went  live  in  December  1999,  and 
it’s  what  makes  the  Red  Gorilla  website  a 
winner.  Without  buying  software  or  worrying 


about  upgrades,  registered  users  can  enter 
their  time  and  expenses  via  the  Web,  then  cre¬ 
ate  professional-looking  invoices  and  send 
them  to  their  clients  via  e-mail.  Helpful  fea¬ 
tures  include  a  handy  mileage  calculator — 
just  enter  the  starting  and  ending  odometer 
readings  and  the  calculator  will  bill  the  miles 
at  a  client’s  specific  rate.  Clear,  concise  direc¬ 
tions  and  a  clean  user  interface  make  the  site 
simple  to  navigate. 

The  service  is  free  (revenue  is  generated 
by  advertising),  but  additional  functions 


are  available  for  a  low  fee.  Clients  who 
can’t  always  get  to  the  Web  can  order  the 
Gorilla  Go  Pack  for  $9.95  a  month,  which 
provides  wireless  access  to  the  program  via 
telephone  and  Palm  products — helpful  if 
one  is  stuck  in  traffic  on  the  Bay  Bridge, 
for  example.  For  $4.95  a  month,  Gorilla 
Biller  will  send  invoices  via  fax  or  regular, 
certified  or  express  mail.  The  whole 
package  is  a  boon  for  freelancers,  indepen¬ 
dent  consultants  and  small  professional 
service  firms. 
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Implement  a  secure 
e-business. 

Things  change.  There’s  a  golden  opportunity  to  grow  the 
business  globally.  Produce  a  new  product  line  by  collaborating 
with  outside  suppliers,  partners  and  key  customers. 
Objectives:  Attract  new  customers.  Corner  the  market. 
Increase  revenues.  Provide  sensitive  data  while  keeping  it 
secure.  The  solution  is  Tivoli®  SecureWay®-  to  let  the  right 
outsiders  share  applications  and  access  critical  corporate 
information.  Create  a  true  e-business  and  keep  it  safe  and 
secure.  With  quick  and  affordable  implementation.  That’s 


why  leading  businesses  choose  the 
award-winning  Tivoli  SecureWay 
solution  from  Tivoli  Systems 
Inc.,  an  IBM  company.  Mission 
accomplished.  1-888-TIVO  LI-1 


www.tivoli.com/security 


MISSION 


A  Model  Change 

AS  WITCHEL  AND  HIS  FELLOW  FOUNDING 
company  members  were  developing  the 
Gorilla  suite,  their  thoughts  naturally 
turned  to  ways  they  could  make  the  busi¬ 
ness  a  continued  success.  They  decided  that 
keeping  Gorilla  Time  alone  wouldn’t  do  the 
trick  and  instead  resolved  to  adopt  a  new 
type  of  business  model:  application  syndi¬ 
cation,  which  involves  developing  revenue- 
generating  applications  for  use  on  other 
companies’  sites.  The  basic  idea  is  that  the 
syndicator  can  develop  applications  more 
quickly  and  less  expensively  than  the  owner 
of  a  so-called  “destination  website”  and 
will  therefore  be  able  to  ensure  a  constant 
supply  of  fresh  applications  that  keep  users 


Time  services  free  via  the  website,  Red 
Gorilla’s  primary  business  comes  from  the 
partner  companies  that  subscribe  to  the 
syndication  service.  Typical  partners  include 
portals,  communities  of  interest,  dotcoms 
and  e-businesses.  Currently  the  Red  Gorilla 
infrastructure  supports  more  than  3,500 
partner  and  affiliate  sites  in  addition  to  its 
own,  such  as  Adobe  Job  Connection, 
AllBusiness.com  and  eWork  Exchange. 
Among  the  end  users  are  IT  consultants, 
independent  contractors,  computer  consul¬ 
tants,  webmasters,  graphic  artists  and 
lawyers.  Of  these,  IS  professionals  consti¬ 
tute  the  largest  group. 

The  syndication  market  itself  is  expected 
to  grow’  rapidly  over  the  next  three  years, 


he  Red  Gorilla  infrastructure  supports 
more  than  3,500  partner  and 
affiliate  sites  in  addition  to  its  own. 


coming  back  (or  increase  the  “stickiness,” 
in  Web  geek  parlance).  The  syndicator  can 
amortize  development  and  costs  across  sev¬ 
eral  clients,  thus  lowering  the  price  for 
everyone.  Partner  sites  can  then  offer  the 
applications  at  little  or  no  cost  to  their 
users;  partners  and  syndicators  share  rev¬ 
enues  derived  from  advertising  and  sub¬ 
scription-based  services. 

For  Red  Gorilla,  syndication  means  that 
other  companies  will  link  to  Gorilla  Time 
applications  and  any  future  products,  under 
any  name  they  choose,  and  will  pay  Red 
Gorilla  for  the  product  and  maintenance. 
“We  understood  that  the  most  valuable 
asset  of  any  website  is  its  brand,  and  our 
private-label  strategy  would  support  that 
asset,”  says  Witchel.  “Through  Gorilla 
Web,  we  would  attract  new  users  to  our 
partners’  websites  and  provide  added  value 
to  their  existing  customers.” 

While  it  will  continue  to  offer  its  Gorilla 


from  $2.8  billion  in  2000  to  $13.9  billion  in 
2003,  according  to  a  recent  study  con¬ 
ducted  by  the  University’  of  California  at 
Berkeley’s  Haas  School  of  Business.  Red 
Gorilla  is  in  a  unique  position  to  capitalize 
on  this  high-growth  market  segment, 
according  to  Michael  Speyer,  director  for 
small-  and  medium-business  communica¬ 
tions  at  The  Yankee  Group,  a  Boston-based 
consultancy.  “In  the  syndication  market, 
early  entrants  like  Red  Gorilla  will  enjoy 
the  greatest  advantage,”  he  says. 

Building  Blocks 

AN  INTERESTING  FACET  OF  THE  COMPANY’S 
story  is  the  underlying  website  that  makes 
the  business  possible.  The  company  has  put 
complex  software  together  using  a  sophis¬ 
ticated  three-tiered  architecture  and  has 
kept  it  going  at  a  high  uptime  rate. 

Witchel  entrusted  the  task  of  designing 
the  system  to  Todd  Fulton,  Red  Gorilla’s 


vice  president  of  engineering  and  its  chief 
technology’  officer.  Fulton  surrounded  him¬ 
self  with  a  top-notch  technical  team  and  got 
to  w’ork. 

First  of  all,  from  his  prior  e-business 
experience  Fulton  knew  that  at  a  minimum, 
he  needed  an  architecture  that  could  deliver 
high  availability  and  reliability.  In  addition, 
because  of  the  syndication  business  model, 
he  w’ould  need  an  infrastructure  that  was 
highly  scalable  to  support  thousands,  per¬ 
haps  millions,  of  partner  sites. 

Fulton  decided  on  a  three-tier  Java-based 
architecture,  consisting  of  system,  applica¬ 
tion  and  database  layers  for  the  operating 
environment.  He  chose  to  cluster  the  servers 
to  achieve  high  reliability’.  When  it  came  to 
implementation,  the  engineering  team  chose 
Sun  Microsystems  hardware,  Veritas 
Software’s  clustering  technology  and  load¬ 
balancing  software  from  BEA  Systems  and 
F5  Networks  to  reach  its  design  goals.  At 
the  application  level,  redundant  applica¬ 
tion  servers  pick  up  application  requests.  At 
the  database  level,  the  company  has 
employed  redundant  databases,  disk  arrays 
and  clustering  technology. 

If  an  application  server  goes  down, 
another  one  immediately  replaces  it. 
Similarly,  if  a  database  or  disk  array 
crashes,  the  application  immediately  passes 
on  to  one  of  the  components  backing  it  up. 
As  a  result  of  this  implementation,  the  sys¬ 
tem  is  extremely  reliable,  Fulton  says.  “I 
would  say  we’re  at  99.999  percent  uptime.” 

The  major  obstacle  that  Red  Gorilla 
encountered  when  building  its  website  was 
getting  enough  qualified  people  to  run  it. 
“While  our  Web  solution  works  very  well, 
the  talent  necessary’  to  implement  the  software 
and  hardware  and  to  understand  the  archi¬ 
tecture  is  extremely  hard  to  find,”  Fulton  says. 
“We  have  been  fortunate  to  acquire  a  team 
that  was  very  well  suited  to  the  task.”  HE] 


Freelance  writer  Charles  T.  Clark  is  finding  Red  Gorilla 

very  helpful.  He  can  be  reached  at  cclarkl038@ 

* 

msn.com. 


148  CIO  JULY  1.  2000  •  www.cio.com 


iWBiWrt 


y- 1 

r 

- 

mm 

Slfen 

w 

HHHUtMIc 

You've  probably 
heard  about 
our  obsession 
with  redundancy. 


fagg! 


‘ 

"  •'  -  :  :•  -'  •  '  -: 

.  v ■  -^1. rs-.fJriiJ^0ci S  --  _ 

r  :  $  1  MHPB 


r  ^  ’?c’  -c-' 

KBlf  ^  ■  '  l;3j||S 

••  vd--"  -  -  ■>.- ;  - 


mm 


mz 


- 


3: 


WEBV75/0/V 


Directors  of  HI 
Research  and  Development 
WebVision,  Inc. 


For  more  information  about  our 
solutions  call  1  -(800)  531-4785 
or  visit  www.webvision.com 


WebVision,  WEBtropolis.  ORDERnct,  AUCTlONnet,  PROJECTnct 
and  ‘‘E-Business  Services  Provider”  are  also  register 


Yes,  you  are  seeing  double. 
When  it  comes  to  setting  the 
standards  for  providing  state-of-the- 
art  hosting  and  collocation  solutions 
Web  Vision  sets  the  bar.  From  our 
linked  Internet  Data  Centers  right 
down  to  our  staff,  no  one  takes 
redundancy  further! 

We've  spent  years  developing 
our  data  centers,  using  the  most 
advanced,  scalable  and  reliable 
network  architecture  available. 

Leading-edge  hardware  and 
software,  and  an  unsurpassed  service 
and  support  team,  provide  both  high- 
performance  and  around  the  clock 
peace  of  mind.  Plus,  a  WebVision 
solution  is  cost-effective,  reliable 
and  scalable  to  meet  all  of  your  long¬ 
term  needs. 

Your  ISP/ASP  partner  or  reseller 
solution  couldn't  be  more  clear. 
Contact  us  today! 


- - - - -  - - - 


Among  hundreds  of  applicants, 
our  judges  found  50  intranet  and  50  Internet  sites 
that  inspired  them  to  keep  clicking 


-  INTRANET 

AARP* 

InfoNet 

Recent  additions  to  the  site  include 
membership  statistics  that  are 
updated  daily  and  the  Event 
Calendar,  which  gives  employees 
access  to  all  member,  employee  and 
public  AARP  event  information. 
Overall  usage  is  up  by  more  than 
50  percent  from  last  year. 

ARMY  AND  AIR  FORCE  EXCHANGE 

Army  and  Air  Force  Exchange 
Service 

In  addition  to  providing  personnel 
files,  W2  forms  and  other  work- 
related  information,  the  site  also 
serves  as  a  virtual  commissary  for 
65,000  active  and  retired  military  per¬ 
sonnel  and  their  families.  Registered 
users  can  shop  at  low  prices,  and  the 
profits  support  programs  that  improve 
the  customers’  quality  of  life. 


*  Indicates  a  repeat  winner  of  a  Web 
Business  50/50  award. 


CAMP  FIRE  BOYS  &  GIRLS 

The  Camp  Fire  Cafe 

No,  this  isn’t  a  new  java  joint.  The 
Camp  Fire  Cafe  serves  as  the  com¬ 
munication  link  between  the  national 
Camp  Fire  office  and  more  than  125 
independent  local  councils  through¬ 
out  the  United  States. 

CHILDREN’S  HEALTHCARE  OF 
ATLANTA  (CHA) 

Careforce  Connection 
With  managed  health-care  plans  and 
policies  increasing  in  complexity  and 
number,  Careforce  Connection  gives 
CHA’s  4,500  employees  rapid  access 
to  current  employee  data,  medical 
research,  and  health-care  rules  and 
regulations.  It  has  reduced  CHA’s 
administrative  claims  denials  and 
administrative  costs,  and  improved 
customer  service. 

CISCO  SYSTEMS* 

Cisco  Employee  Connection 

Cisco  saves  more  than  $75  million 
annually  as  a  direct  result  of  its 
Web-based  employee  services  appli¬ 
cations.  The  Employee  Connection 


keeps  Cisco’s  26,000  employees  in 
the  know  with  features  such  as  an 
employee  and  resource  directory,  an 
automated  expense  reimbursement 
tool,  technical  documentation  and 
patent  tracking. 

COMPAQ  COMPUTER 

Regional  Portal  Planet 

Regional  Portal  Planet  is  a  sales 
support  platform  that  provides 
product  and  customer  information, 
sales  presentations  and  marketing 
materials  to  Compaq’s  1,400-member 
team  for  sales  and  marketing. 
Compaq  estimates  that  the  intranet 
has  cut  the  time  it  takes  to  distribute 
this  information  by  50  percent. 

COMPUTER  ASSOCIATES 
INTERNATIONAL 

CAiNet 

The  site  gives  important  technical 
information  to  the  sales  force  and 
disseminates  company  news  to  the 
18,000  employees  worldwide.  It  also 
takes  care  of  employee  expense 
reports  and  links  workers  to  an  IT 
help  desk. 
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CUMMINS  ENGINE 
COMPANY 

Intercept 

Service  and  repair  literature  for 
every  Cummins  engine  lives  on 
this  site.  The  2,500  registered 
users,  primarily  technicians  and 
service  managers,  can  enter  an 
engine's  serial  number  and  call  up 
a  list  of  all  relevant  published 
material,  including  useful 
troubleshooting  guides  and  repair 
manuals. 

DATA  DIMENSIONS 

DDINet  Knowledge  Portal 
A  telling  statistic  for  this  site:  A 
January  survey  of  the  IT  consul¬ 
tancy's  national  sales  force  showed 
that  sales  reps  used  materials 
downloaded  from  DDINet  in 
100  percent  of  their  client  presen¬ 
tations.  Employees  use  the  site  to 
document  best  practices  and 
processes  for  completing  client 
engagements. 

DELL  COMPUTER* 

Premier  Pages 

Dell  developed  Premier  Pages  to 
offer  its  customers  an  easier  way 
to  purchase,  manage  and  service 
their  Dell  systems.  Now  customers 
are  experiencing  fewer  follow-up 
calls  and  ordering  delays,  and  they 
can  generate  prices  based  on  their 
own  corporate  standards.  Also 
available:  instant  access  to 
customized  technical  support 
information. 

DELTA  AIR  LINES 

DeltaNet 

The  FAA  requires  airlines  to  make 
sure  their  aircraft  maintenance 
manuals  are  accurate  and  timely — 
and  levies  significant  fines  if  they 
fail.  DeltaNet,  which  houses 
Delta’s  manuals  online,  has  saved 
the  airline  money  in  two  ways:  It 
has  reduced  the  labor  needed  to 
update  the  manuals,  and  it  has 
kept  Delta  from  paying  those  hefty 
fines. 

DEVELOPMENT  DIMENSIONS 
INTERNATIONAL 

KnowledgeLink 
KnowledgeLink  helps  the  1,000 
worldwide  associates  at  DDI,  an 
HR  training  and  consulting  com¬ 
pany,  access  information  about 
sales  strategies,  pricing,  product 
launches  and  client  success  sto¬ 
ries.  It’s  also  handy  for  training 
new  employees. 


ERNST  &  YOUNG 

KnowledgeWeb 

TAKE  A  CHUNK  OF  INFORMATION— A  PROPOSAL, 
maybe,  or  a  solution-and  add  its  contextual 
data,  and  you  have  a  knowledge  object.  Put 
together  a  million  knowledge  objects  and  a 
search  engine,  and  you  may  just  have  a  power¬ 
ful  intranet  that  makes  your  profits  shoot  up 
faster  than  your  head  count.  That’s  what  hap¬ 
pened  with  Ernst  &  Young’s  KnowledgeWeb, 
which  has  85,000  users  around  the  world. 

“Say  you’re  facing  a  software  installation 
problem,”  says  Giovanni  Piazza,  director  of  the  Ernst  & 
Young  Center  for  Business  Knowledge,  which  has  as  its 
central  mission  this  intranet.  “You  turn  around,  you  look 
into  KnowledgeWeb,  and  you  find  all  the  documents  pro¬ 
duced  the  last  time  you  had  the  same  issue.  I’m  not  say¬ 


ing  you’ll  find  the  solution  100  percent  of  the 
time,  but  more  often  than  not  you’ll  find  what 
you  need."  This  means  that  the  same  number 
of  people  can  accomplish  more-or  that  more 
people  can  accomplish  a  lot  more. 

Rather  than  create  and  maintain  their  own 
websites,  individual  communities  can  cus¬ 
tomize  a  standard  website.  This  personalized 
site  is  integrated  with  the  overall  architecture 
of  the  intranet,  which  eliminates  redundancy 
and  reduces  the  need  for  maintenance. 
"Websites  are  fun  to  create,  but  keeping  them 
up-to-date  and  maintaining  them  is  a  pain  in  the  butt, 
Piazza  says.”  Not  only  has  KnowledgeWeb  preempted 
posterior  pains,  a  spokesperson  says  it  has  been  a  key 
contributor  to  double-digit  growth  for  five  years  in  a  row. 

-Sarah  Scalet 


Giovanni  Piazza 
Director,  Ernst  & 
Young  Center 
for  Business 
Knowledge 

Judges  say:  “Built 
to  scale.  These 
guys  are  pros.” 


152  CIO  JULY  1,  2000  •  www.cio.com 


PHOTO  BY  DAN  LEVIN 


see  beyond 


Immediate  access  to  relevant  data  is  vital  to  your  success.  Availability 
of  up-to-date  information  becomes  the  crucial  factor  to  beat  the 
competition  in  this  challenging  new  economy.  delivers 

best-in-class  Web-solutions  for  leveraging  the  information  stored  in 
your  systems  and  offers  a  powerful  way  of  creating  intuitive  and 
seamless  OLAP  applications  integrated  with  your  IT  infrastructure. 
Maximize  the  return  on  your  technology  investment  with  the  leading 
Solution  for  enterprise  information  systems. 


arcplan 

Information  Systems 


www.arcplan.com 


The  vision  to  see  beyond  with  interfaces  to  SAP™  R/3""  SAP™  BWJ,  Hyperion  Essbase™,  Hyperion  Enterprise™,  Applix  TM1™, 
MS^  OLAP  Services™,  MIS  ALEA™,  Informix  MetaCube™,  Oracle  Express™,  ODBC  and  OLE  DB,  XML. 


DIRECTV 

On-Line  Event  Registration 
Party  planning  has  never  been  easier. 
DirecTV  created  this  site  to  reduce 
the  cost  of  major  company- 
sponsored  events,  such  as  holiday 
parties,  that  tend  to  be  short-lived, 
high-volume  affairs.  The  company 
saved  more  than  $150,000  the  first 
year  alone  by  eliminating  the  use  of 
phones,  faxes,  e-mail  and  postal  mail 
during  the  organizational  phases. 

ENERMETRIX.COM* 

Enermetrix.com 

This  online  exchange  for  commercial, 
industrial  and  other  aggregate  energy 
transactions  matches  50  of  the  United 
States’  top  90  energy  suppliers  with 
energy  buyers  in  Internet  auctions,  and 
it  allows  buyers  to  execute  contracts 


GALILEO  INTERNATIONAL 

Electronic  Galileo 

Galileo  revamped  its  intranet  after 
more  than  400  employees  surveyed 
said  they  wanted  easier  navigation, 
better  search  capabilities  and  more 
current  information.  Data  posted  on 
the  site  is  managed  at  the  depart¬ 
ment  level,  allowing  hundreds  of 
employees  around  the  world  to 
develop  content. 

GENERAL  MOTORS  ACCEPTANCE 
CORP.  (GMAC) 

HomeTown 

Using  this  intranet,  employees  can 
send  each  other  instant  messages, 
peruse  job  postings  and  examine  an 
“Executive  Dashboard"  that  provides 
daily  production  reports  for  each 
region  and  branch  office.  An  online 


they  had  to  rifle  through  paper  cata¬ 
logs  and  wait  days  for  price  quotes. 

HOUSTONSTREET  EXCHANGE 

HoustonStreet 

Forget  about  new  websites.  Houston¬ 
Street  is  a  new  kind  of  business:  an 
online  energy  trader.  So  far,  85  per¬ 
cent  of  power  trading  companies 
have  registered  to  move  their  negoti¬ 
ations  from  telephone  lines  onto  this 
multifeatured  portal.  (See  “Power 
Move,”  Page  128.) 

IBM 

W3.ibm.com 

W3.ibm.com  keeps  300,000  Big  Blue 
employees  abreast  of  current  internal 
and  external  news  and  information. 
Daily  homepage  hits  have  increased 
from  60,000  in  1996  to  16  million 


mployees  at  IBM  rate  the  intra¬ 
net  higher  than  managers  as  a 
trusted  information  source. 


quickly  and  less  expensively  than 
through  direct  sales  or  telemarketing. 

ERNST  &  YOUNG 

KnowledgeWeb 
See  Profile,  Page  152 

FEDEX 

Bravo 

This  intranet  site  has  consolidated 
financial  data  in  one  online  library  so 
that  the  employees  in  FedEx’s  world¬ 
wide  financial  organization  can  work 
more  efficiently.  Bravo  has  also  sped 
up  the  business  planning  process 
and  kept  desktop  maintenance  to  a 
minimum. 

FORD  MOTOR  CO.* 

The  Ford  Intranet 

Ford’s  far-reaching  system  has  bal¬ 
looned  from  2,000  to  150,500  users 
in  four  years.  Employees  around  the 
globe  can  access  1  million  docu¬ 
ments  on  1,000  websites.  Content  is 
"scrubbed”  periodically  to  remove 
stale  information. 

FRAUD  DEFENSE 
NETWORK 

FraudDefense.com 
See  Profile,  Page  156 


time  sheet  application  has  saved 
GMAC  nearly  $100,000  annually  for 
the  past  three  years  by  making  it 
easier  for  the  company  to  collect 
weekly  time  cards  from  employees 
nationwide. 

GENUITY 

IP  Telecom  Intranet 

This  intranet,  connected  to  the 
company’s  larger  corporate 
intranet,  iWeb,  keeps  the  sales 
team  connected  and  motivated 
while  on  the  road  with  up-to-date 
technical  information  and  loads  of 
company  information  and  news. 

The  site's  bright  colors  reflect  the 
company's  noncorporate  spirit. 

GSA’S  FEDERAL  SUPPLY 
SERVICE 

GSA  Advantage! 

Talk  about  cutting  government  red 
tape.  Federal  employees  around  the 
world— including  military  personnel 
in  war  zones— can  order  products 
and  services  from  the  General 
Services  Administration  (GSA)  and 
government  contract  companies  at 
the  click  of  a  mouse.  Employees  can 
choose  from  more  than  a  million 
products  in  one  location;  in  the  past, 


today.  IBM  employees  even  rate  the 
intranet  higher  than  their  managers 
as  a  respected  and  trusted  source  of 
information,  according  to  a  recent 
survey. 

INTELSAT* 

IBN:  The  Intelsat  Business  Network 

A  winner  two  years  ago,  this  extranet 
has  undergone  a  makeover  to  help  it 
reach  more  customers  and  beef  up 
content.  Now,  the  2,500  registered 
customers  from  180  countries  can 
use  IBN  to  learn  how  to  develop  and 
deploy  a  satellite  transmission.  Those 
customers  represent  more  than 
80  percent  of  the  company’s  $1  bil¬ 
lion  in  annual  sales  and  a  large 
majority  of  its  total  customer  base. 

MARCHFIRST* 

Central 

Formed  by  the  merger  of  USWeb/CKS 
and  Whittman-Hart,  this  professional 
services  company  uses  its  intranet 
for  almost  everything,  from  project 
management  to  benefits  administra¬ 
tion.  Central  also  contains  a  knowl¬ 
edge  management  component 
featuring  employee  profiles,  threaded 
discussion  groups  and  a  variety  of 
libraries. 


MEDIAONE  GROUP 

i-Blox 

Company  workgroups  can  share 
resources  by  using  the  Web-based 
library.  Documents  are  reusable,  so 
the  company  saved  about  $250,000 
in  custom  development  costs  over 
three  months.  MediaOne  plans  to  save 
even  more  as  the  number  of  work¬ 
groups  using  the  library  is  expected  to 
triple  by  the  end  of  the  year. 

NAVAL  AVIATION  SYSTEMS  TEAM* 

GOSNET 

A  two-time  50/50  winner,  GOSNET 
has  added  an  application  that  allows 
for  more  interactivity  between  Navy 
and  Boeing  users  who  track  informa¬ 
tion  on  a  shared  database.  GOS- 
TRACK  lets  the  various  organizations 
running  Navy  flight  operations  keep 
track  of  who's  doing  what. 

NCR  CORP. 

NCR  University  Online  Campus 

Anytime,  anywhere,  employees  can 
access  development  tools,  view  a 
course  catalog,  see  schedules  and 
training  histories,  or  participate  in 
Web-based  training.  Including  partner 
offerings,  more  than  600  courses  are 
available  on  the  NCRU  Online  Campus. 
The  intranet  also  features  a  library  of 
500-plus  intranet-accessible  CD-ROMs. 

NORTEL  NETWORKS 

Time  to  Market 

Nortel  has  used  this  site  to  cut  its 
new  product  introduction  time  by 
more  than  50  percent.  And  because 
products  are  being  brought  to  mar¬ 
ket  earlier,  revenues  and  earnings 
have  increased.  Employees  can  also 
partake  in  company  forums  and 
threaded  discussions  on  hot  topics. 

NORTHERN  STATES  POWER 

WT  Online  Resources 
Averaging  750  hits  per  week,  l/T 
Online  Resources  solves  hardware 
and  software  problems  for  5,000  of 
the  company’s  computer  users. 

Users  can  request  equipment  service, 
register  for  training  and  contact  the 
help  desk  through  the  site. 

THE  OFFICE  OF  THE  ASSISTANT 
SECRETARY  OF  DEFENSE  FOR 
COMMAND,  CONTROL, 
COMMUNICATIONS  AND 
INTELLIGENCE  (OASD/CSI)* 

A-Net 

No  longer  does  this  organization  have 


^  OASD/C31  and  U.S.  Joint  Forces  Command 
are  joint  winners  of  a  single  award. 
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Without  visibility,  your  e-business  network  is  lost.  Only  NetScout  lets  you  KNOW  NOW 
and  guides  you  through  stormy  waters  with  Real-Time  performance  management  for 
your  e-business— from  front  office  to  back  office.  You  can  tell  if  service  and  download 
times  are  degrading,  if  your  site  is  under  attack,  if  your  back  office  links  are  jammed, 
and  how  to  fix  them.  To  receive  your  free  CD  and  get  your  company  out  of  the  fog, 
call  1-888-999-5946  or  visit  www.netscout.com/cio.  You'll  KNOW  NOW  with  NetScout, 
before  your  company  hits  the  rocks. 


FRAUD  DEFENSE  NETWORK 

FraudDefense.com 

SCAM  ARTISTS  OF  THE  WORLD,  BEWARE.  AT  THE 
Fraud  Defense  Network  in  Omaha,  Neb.,  a 
team  of  seven  employees  trolls  the  Web  daily 
to  catch  the  newest  trends  in  insurance  fraud. 

Their  mission?  To  help  stamp  out  scams  that 
cost  insurance  companies-and  their  cus- 
tomers-an  estimated  $120  billion  a  year. 

Founded  in  1994  by  a  group  of  insurance 
companies,  including  Mutual  of  Omaha,  Fraud 
Defense  started  as  an  online  bulletin  board. 

The  website,  launched  in  1997,  now  has  a  total 
membership  of  500  companies  in  20  countries  that  pro¬ 
vide  most  of  the  funding  and  direction. 

Private  investigators  hired  by  the  insurance  companies 
communicate  with  one  another  and  track  potential  leads 
for  their  cases  via  the  site.  In  addition,  state  fraud 
bureaus  can  send  alerts  to  insurance  companies  via  a 


linked  site  called  FraudAlerts.com,  and  whistle¬ 
blowers  can  anonymously  report  suspected 
fraud  through  a  linked  site  called  Fraud86.com. 

“Keeping  up  with  fraud  is  a  continual  race," 
says  David  Shaul,  the  network’s  executive 
director.  “New  scams  come  out  all  the  time. 
We're  seeing  more  and  more  concern  from 
members  of  the  public  saying,  ‘Let’s  put  a 
stop  to  it.”’ 

News  stories  exposing  a  host  of  perpetra¬ 
tors,  from  doctors  charged  with  insurance 
fraud  to  parents  who  use  their  children  to  help 
fake  car  crashes,  keep  companies  and  investi¬ 
gators  informed.  The  website  has  also  pushed  many 
insurance  companies  to  update  their  IT  systems.  "In 
1996,  95  percent  of  our  members  didn’t  have  Internet 
access,"  Shaul  says.  “We've  been  one  of  the  driving 
forces  pushing  insurance  companies  to  get  connected." 

-Susannah  Patton 


David  Shaul 
Executive 
Director,  Fraud 
Defense  Network 

Judges  say: 

“I  love  its  mission, 
and  obviously  the 
resources  are  very 
compelling. 
Complete  is  the 
right  word  for  this." 


to  rely  on  hard  copies  and  e-mail  to 
share  information  internally.  A-Net 
went  live  in  September  1999,  and 
provides  users  with  access  to  such 
features  as  calendars,  weekly  activity 
reports,  administrative  documents 
and  computer  support. 

PEROT  SYSTEMS* 

TRAIN  (The  Real-Time  Associates' 
Information  Network) 

Perot  assigns  qualified  people  to  cus¬ 
tomer  projects  in  more  than  13  coun¬ 
tries  and  provides  them  with  the 
training  and  tools  they’ll  need-all  via 
the  intranet.  After  the  TRAIN  system 
rolled  into  town,  one  person  could  do 
the  work  of  21  training  coordinators, 
which  saves  the  company  more  than 
$2  million  per  year. 

PINNACLE  DECISION  SYSTEMS 

HQ 

Pinnacle  started  HQ  to  ease  the 
workload  for  the  human  resources 
staff,  and  it  worked:  The  site  has 
reduced  employee  calls  to  the  HR 
department  by  80  percent.  The  com¬ 
pany’s  48  employees  can  access 
training  calendars  or  register  to 
attend  classes.  The  HR  department 
also  uses  the  site  to  process  new 
hire  information. 

PRICEWATERHOUSECOOPERS* 

KnowledgeCurve 

This  site  provides  employees  with  a 
single  portal  that  leads  to  all  parts 
of  the  organization.  Formerly  paper- 
based  processes  now  can  be  taken 
care  of  online,  such  as  filling  out 
health-care  reimbursement  forms, 
accessing  corporate  credit  card 
statements,  booking  travel  and  regis¬ 
tering  for  courses.  It’s  available  in 
34  countries  and  has  112,000  users. 

PRUDENTIAL  REAL  ESTATE  AND 
RELOCATION  SERVICES 

PrudentialRelocation  Center 
Relocating  is  complicated  for  em¬ 
ployer  and  employee  alike.  This  inno¬ 
vative  intranet  makes  the  process 
more  efficient  for  employees,  family 
members,  employers  and  relocation 
specialists.  Employees  can  also 
access  information  about  their  desti¬ 
nations,  such  as  driving  permit 
requirements,  upcoming  community 
events,  crime  statistics  and  school 
information. 

RELIANT  ENERGY* 

EMSweb 

EMSweb  delivers  real-time,  planning 
and  historical  data  to  all  the  electric 
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Alacritech  adapters 
make  NT  servers 
faster 

Alacritech  100  Series  server  adapters  can 
increase  network  throughput/efficiency 
by  up  to  800  percent.  By  offloading 
network  processing,  Alacritech  server 
adapters  will  dramatically  accelerate 
your  applications. 

These  impressive  performance 
gains  are  achieved  through 
Alacritech's  advanced  SLIC™ 
sue  Technology.  In  today’s  high- 

TiCNNtlllV 

throughput,  heavy-traffic 
environments,  Alacritech’s  revolutionary 
network  processor  allows  you  to  scale 
server  network  throughput  from  hundreds 
of  megabits  to  gigabits  per  second. 

Now,  you  can  improve  host  processor 
efficiency,  increase  data  throughput  and 
reduce  latency,  while  maintaining  100% 
compatibility  with  industry 
standards. 

Accelerate  your 
server  today  for 
only  $299*. 

To  order  or  for 
more  information,  visit 
www.alacritech.com/evalnow/cio, 
or  call  toll  free  (877)  533-SLIC  (7542). 
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Quad-port  board  evaluation  offer  expires  8/31/2000. 
Limit  one  evaluation  product  per  customer  location. 


? network  connectivity 


utility  company’s  employees,  from 
dispatchers  to  corporate  executives. 
The  site  has  streamlined  field  and 
dispatching  operations,  and  has 
improved  assessment  of  power  sys¬ 
tem  performance  as  well  as  the  com¬ 
pany’s  ability  to  identify  bottlenecks 
in  the  power  system. 

ROY  F.  WESTON 

WESTONnet 

WESTONnet  is  used  as  a  balanced 
scorecard  reporting  tool  for  the  entire 
environmental  engineering  organiza¬ 
tion.  It  saves  money  too— the  com¬ 
pany  has  reduced  the  cost  of  printed 
pages  per  quarter  by  $2  million  and 
the  online  meeting  feature  has  cut 
$200,000  in  travel  expenses. 

SAFECO 

SAFECOM 

Users  of  this  risk  management 
extranet,  who  are  primarily  SAFECO’s 
larger  commercial  customers,  can  view 
detailed  claim  information,  perform 
regulatory  compliance  record-keeping 
and  monitor  risk-management  efforts. 

SATYAM  COMPUTER  SERVICES 

Satyam  World 

SatyamWorld  has  reduced  paperwork 
and  communication  costs,  and  even 
cut  postal  and  courier  charges— a 
significant  savings  for  an  interna¬ 
tional  business.  The  site  also  features 
a  monthly  online  magazine,  interac¬ 
tive  thread-based  discussions  and  a 
venue  for  employees  to  air  their 
views  on  anything  from  company  pol¬ 
icy  to  personal  matters. 

SBM,  A  GATES/ARROW  COMPANY 

VAR  Central 

Computer  distributor  SBM’s  intranet 
has  made  customers  more  self-suffi¬ 
cient,  which  makes  employees  hap¬ 
pier  and  more  effective.  Sales  staff 
can  spend  more  time  configuring 
new  system  orders  and  less  time 
answering  questions  regarding  order 
tracking,  serial  numbers  and  order 
status  now  that  customers  can  find 
those  answers  online. 

(See  “Channel  Surfing,"  Page  138.) 

SPRINT  PCS  GROUP* 

Connected 

Connected  helps  Sprint  PCS  employ¬ 
ees  track  the  progress  of  invoices, 
arrange  travel,  read  industry  and 
company  news,  and  make  financial 
projections.  And  it  helps  the  com¬ 
pany  save  money-more  than  $7  mil¬ 
lion  a  year  on  printing  and  document 
distribution  alone. 


UNIVERSITY  OF  CALIFORNIA,  IRVINE, 

GRADUATE  SCHOOL  OF  MANAGEMENT 

Catalyst 

MOST  MISSION  STATEMENTS  USUALLY  FALL  SHORT  OF 
being  truly  useful  to  employees  and  instead  end 
up  at  the  bottom  of  the  recycling  bin.  Not  so  at 
the  Graduate  School  of  Management  at  the 
University  of  California  at  Irvine.  The  affirmation 
of  its  mission  statement-to  use  information 
technology  to  teach  better — is  particularly  evi¬ 
dent  in  its  intranet,  Catalyst,  which  is  the  central 
repository  of  everything  going  on  in  the  MBA 
program.  All  GSM  faculty,  staff  and  students  use 
Catalyst;  in  fact,  data  shows  that  each  student 
checks  his  or  her  course  information  an  average  of 
three  times  a  day. 

Why  so  often?  For  starters,  all  course  materials,  notes, 
events  and  related  information  are  backed  up  nightly  and 
archived.  Students  can  check  out  upcoming  speakers,  turn 
in  assignments  and  update  their  photo  and  bio  for  each 
course.  They  might  not  be  quite  as  eager  to  flock  to 
pre-class  online  quizzes  (which  professors  can  then  integrate 
into  the  next  class  at  a  moment’s  notice),  but  as  a  consola¬ 
tion,  electronic  grade  dissemination  eliminates  the  public 


displays  of  humiliation  that  used  to  come  with 
grade  sheets  taped  to  professors’  doors. 

Faculty  members  must  maintain  pages  for 
their  own  courses  and  update  them  as 
necessary,  so  they  receive  training  and 
encouragement  from  students  and  UCI  staff. 
Each  quarter,  hundreds  of  new  courses  get  their 
own  individual  webpages  dynamically 
created  from  a  database— professors  don’t 
need  to  know  HTML,  they  just  have  to  fill  out  a 
Web  form. 

After  an  unsuccessful  search  outside  the  uni¬ 
versity  for  the  technology  he  needed  to  make 
this  intranet  a  reality,  John  Clarke,  an  MBA 
alumnus  of  the  graduate  school  who  is  now  its  director  of 
computing,  decided  to  look  in-house.  He  assembled  a  small 
team  of  developers  including — Josh  Burley  (above,  left)  and 
Ben  Mehling  (above,  right) — and  got  to  work.  “We  thought 
maybe  we  could  just  make  this  ourselves,”  Clarke  says. 

“We’re  different  from  other  MBA  programs  because  IT  is 
fundamental  to  the  way  our  business  is  done,”  he  contin¬ 
ues.  “As  part  of  that  we  wanted  to  use  real-world,  industrial 
strength  applications  in  the  core  MBA  programs.” 

-Tom  Wailgum 


John  Clarke 
Director  of 
Computing,  U.C. 
Irvine’s  Graduate 
School  of 
Management 

Judges  say: 

“Technology  is 
clearly  baked 
into  every  part  of 
the  educational 
experience.” 


5  8  CIO  JULY  1.  2000 


www. cio.com 


Q  I  of  6  who  started  a  $520  million  software  company. 


Q  Oversees  12  teams  of  developers. 

O  Remembers  when  programs  were  Version  1.0. 

Q  Network  down  for  4  A  minutes  while 
searching  for  technician. 


■: 

•’SRs- 

I 


Nextel  is  dedicated  to  making  your  business  more  productive  with  Nextel  Direct  Connectf  our  digital,  two-way  radio  feature. 
It  goes  beyond  cellular  for  the  instant  answers  you  need  with  the  push  of  a  button.  Call  Corporate  NEXTEL 
Accounts  at  1-877-NEXTELC  or  demo  Nextel  Direct  Connect  at  nextel.com/corporateaccounts.  How  business  gets  done. 


©2000  Nextel  Communications,  Inc.  All  rights  reserved.  Nextel,  the  Nextel  logo,  Nextel  Direct  Connect,  and  How  business  gets  done  are  registered  trademarks 
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TELTECH  RESOURCE  NETWORK 

Teltech.com 

This  site  aggregates  data  from  the 
Web,  published  literature  and  propri¬ 
etary  content.  Subscribers  can 
search  for  information  about  techni¬ 
cal  and  research  topics  on  their  own, 
or  they  can  enlist  the  help  of  the 
company's  research  professionals. 

TOSHIBA  AMERICA  BUSINESS 
SOLUTIONS 

Service  Information  System  (SIS) 
SIS  is  both  an  intranet  for  the  compa¬ 
ny’s  Electronic  Imaging  Division  (EID), 
which  markets  copiers,  fax  machines 
and  networked  printing  devices,  and 
an  extranet  for  its  dealers.  The  site 
also  handles  registration  for  EID’s  five 
training  centers  and  manages  techni¬ 
cian  certification. 

UNIVERSITY  OF  CALIFORNIA, 
IRVINE,  GRADUATE  SCHOOL  OF 
MANAGEMENT 

Catalyst 

See  Profile,  Page  158 

U.S.  DEPARTMENT  OF  VETERANS 
AFFAIRS 

Veterans  Examination  Request 
Information  System  (VERIS) 

VERIS  initiates,  tracks,  manages  and 
coordinates  more  than  25,000  veter¬ 
ans'  annual  medical  exam  records, 
which  are  used  to  determine  claims 
benefits.  The  goal  is  to  increase  vet¬ 
eran  satisfaction  and  decrease  the 
response  time  for  deciding  claims. 

U.S.  JOINT  FORCES  COMMAND* 

Knowledge  Today 

Using  Knowledge  Today,  the  Joint 
Forces  Command  has  cut  out  unnec¬ 
essary  meetings  and  made  the  meet¬ 
ings  they  do  have  more  effective-90 
percent  of  meeting  time  used  to  be 
devoted  to  getting  the  staff  up  to 
speed  on  the  topic  at  hand.  Now  that 
information  is  disseminated  in 
advance. 

THE  WEBER  GROUP 

WeberWorks 

WeberWorks  automates  administra¬ 
tive  tasks,  facilitates  global  account 
coordination  and  simplifies  informa¬ 
tion  dissemination  for  the  high-tech 
public  relations  company.  The  site 
also  contains  media  lists,  client  his¬ 
tories  and  editorial  calendars  for  a 
variety  of  target  publications. 

WILDWOOD  PROGRAMS 

lEPManager 

Wildwood  serves  learning  disabled 


and  autistic  students,  who  require 
individualized  education  plans.  With 
the  lEPManager,  teachers  can  work 
together  to  create  these  plans  and, 
because  they  spend  less  time  push¬ 
ing  paper,  they  can  spend  more  time 
face-to-face  with  their  students. 

WINSTAR  COMMUNICATIONS 

Grapevine 

Grapevine  is  Winstar's  sales  and 
marketing  intranet  site,  a  combina¬ 
tion  sales  automation  and  territory 
management  tool  that  provides  more 
than  500  workers  in  28  branch 
offices  around  the  country  with  real¬ 
time  access  to  accurate,  up-to-date 
selling  information.  With  this  platform 
in  place,  they  will  soon  be  adding 
links  to  legacy  systems  for  billing, 
order  status,  trouble  ticket  and  col¬ 
lections  management. 

WORLDCOM 

TeamNet 

The  day  after  MCI  and  WorldCom 


Abuzz  is  an  online  network  of  know-it- 
alls  through  which  you  can  e-mail 
members,  ask  them  anything  from 
how  to  grill  the  perfect  salmon  filet  to 
where  to  get  the  best  deal  on  a  used 
car,  and  get  answers-usually  lots  of 
them.  If  you  know  something  about, 
well,  anything,  you  can  share  your 
own  knowledge  with  other  abuzzers 
who  have  similar  interests. 

ALLAIRE 

www.allaire.com 
The  site’s  goal  is  to  educate  cus¬ 
tomers  on  the  importance  of  the  com¬ 
pany’s  e-business  platform  as  a  scal¬ 
able,  open  infrastructure  to  build  and 
run  businesses  on  the  Web.  The  clean, 
logical  design  is  easy  to  navigate,  and 
the  site  gives  plenty  of  information 
without  bogging  down  the  pages. 

AMERICAN  AIRLINES 

www.aa.com 

AA  has  taken  a  fairly  joyless 
process-buying  airline  tickets-put  it 


oped  the  material  in  the  mid-1860s. 
Test  your  smarts  by  taking  an  online 
quiz,  or  brush  up  on  industry  terms. 

ARTISTDIRECT 

www.artistdirect.com 
The  integrated  network  of  more  than 
150  websites  offers  content,  music 
news  and  information,  a  shared 
music-interests  community  and 
music-related  commerce.  Plenty  of 
information  for  the  serious  music  fan; 
it’s  easy  to  navigate  and  offers  many 
downloads,  chat  groups  and  reviews. 

BLUE  CROSS  AND  BLUE  SHIELD 
OF  SOUTH  CAROLINA 

www.SouthCarolinaBlues.com 
The  password-protected  Insurance 
Manager  section  allows  policyholders 
and  health-care  providers  to  go  online 
24/7  and  access  the  latest  claims- 
processing  information,  since  the  site  is 
linked  to  the  company’s  mainframe 
system.  Why  can’t  all  health  plans  offer 
the  same  service? 


est  your  smarts  about  plastics 
by  taking  an  online  quiz,  or 
brush  up  on  industry  terms. 


merged,  the  corporate  intranet  grew 
from  22,000  to  110,000  users.  Now, 
90  percent  of  the  company’s  employ¬ 
ees  use  TeamNet  to  access  news, 
company-licensed  software  down¬ 
loads  and  updates,  as  well  as  per¬ 
sonalized  homepages  with  stock 
quotes  and  customized  links. 


INTERNET 

ABF  FREIGHT  SYSTEM 

www.abfs.com 

ABF’s  eCenter’s  applications  include 
proactive  shipment  tracking,  cus¬ 
tomer-specific  rate  quoting  and 
dynamic  routing  of  in-transit  ship¬ 
ments.  Users  can  integrate  the  appli¬ 
cations  into  their  own  Web  or  back¬ 
end  systems,  allowing  ABF  to  offer 
shipment  information  and  transporta¬ 
tion  functions  to  its  customers. 

ABUZZ  TECHNOLOGIES 

www.abuzz.com 


online  and  added  some  leading-edge 
e-commerce  tools  to  make  it  more 
fun  and  more  efficient.  The  site  also 
supplies  flight  information  for  its  15- 
plus  Code  Chair  Alliance  members. 

AMERICAN  KENNEL  CLUB 

www.akc.org 

For  the  dog  purist.  The  site  boasts 
more  information  on  purebred  dog 
standards,  training  and  breed  data 
than  even  the  most  devoted  dog  lover 
could  want.  It  also  includes  news 
from  the  world  of  purebred  dogs  and 
dog  shows  and  a  thriving  marketplace 
for  pedigrees  and  dog-related  reports 
and  products.  Don’t  miss  the  “Ask  Mr. 
Murf"  column.  Woof! 

AMERICAN  PLASTICS  COUNCIL 

www.plastics.org 
Who  besides  that  guy  in  The 
Graduate  knew  plastics  were  so  inter¬ 
esting?  This  informative  and  educa¬ 
tional  portal  delves  into  the  impact 
that  plastics  have  had  on  our  society 
since  Alexander  Parkes  first  devel- 


CHARLES  SCHWAB  &  CO. 

www.schwab.com 
This  site  has  been  praised  in  the 
media  ad  nauseam— and  with  good 
reason.  In  1995,  Schwab  had  no  Web 
presence.  Today,  3.3  million  cus¬ 
tomers  access  their  accounts  online, 
encompassing  $349  billion  in  cus¬ 
tomer  assets— roughly  half  of 
Schwab’s  total  business. 

THE  CHASE  MANHATTAN 
BANK 

www.chase.com 

Who  says  old-line  businesses  can’t 
be  hip  to  the  Web?  This  comprehen¬ 
sive  site  offers  consituents  of  the 
stalwart  bank  a  variety  of  information 
and  services.  In  the  personal  banking 
area,  32  million  customers  can 
access  their  accounts,  get  financial 
planning  information,  even  learn  how 
to  borrow  money  responsibly. 

CYBER-SIGNS 

www.kinderview.com 
Kinderview  provides  on-demand 
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do  You  Want  To 

Max  Out 

Your  e-Busines< 
Opportunities? 


Want  to  use  the  Internet  to  connect  branch  offices  and  reduce  communications 


costs?  Groovy.  Want  to  secure  your  corporate  network  and  keep  confidential 


information  confidential?  Right  on.  Want  to  make  sure  your  customers  are  who 


they  say  they  are  and  take  advantage  of  new  ways  to  do  e-business?  Far  out 


With  Cylink  you  can  do  all  that  and  more 


Because  for  more  than  16  years  we've  been 


developing  security  solutions  for  some  of  the 


largest  and  most  respected  companies  in  the  world 


Solutions  that  are  easy  to  implement  and  easy  to  manage  from  anywhere  on  your 


network  regardless  of  type  or  technology. 


So  don't  let  network  security  keep  you  from  doing  your  e-business  thing 


Max  out  your  e-business  opportunities.  And  do  what  you  want  to  do.  With  Cylink 


50 

05 


IGIVE.COM 


www.igive.com 

What  if  you  could  save  the  world  just  by  buy¬ 
ing  a  pair  of  jeans  at  The  Gap?  That’s  the  idea 
behind  iGive.com.  Members  purchase  an 
everyday  product  through  an  online  “charity 
mall”  of  more  than  225  retail  stores,  and  up  to 
33  percent  of  the  price  goes  to  their  selected 
cause.  It  may  even  be  tax-deductible. 

“It’s  really  a  win-win-win  situation,”  says 
iGive.com  founder  and  CEO  Robert 
Grosshandler,  who  reports  that  the  company 
has  raised  nearly  $800,000  since  its  inception  in 
November  1997.  “The  consumers  win  because  they  are 
changing  America.  The  nonprofit  organizations  win 
because  they  get  money.  And  the  merchants  get  commit¬ 
ted  customers  who  buy  more,  and  more  often.” 

The  site  is  free  to  consumers  and  charities;  merchants 
pay  a  percentage  to  iGive,  which  then  cuts  monthly  checks 
to  philanthropic  groups.  With  more  than  115,000  registered 
shoppers,  9,000-plus  causes  are  reaping  the  benefits  of 


Robert 

Grosshandler 
CEO  and  Founder, 
iGive.com 


Judges  say: 

“E-commerce  with 
a  cause!  It  makes 
giving  to  charity 
very  easy.” 


iGive.com.  Grosshandler  receives  personal  letters 
thanking  iGive  for  providing  much-needed  funds. 
He  calls  them  a  barometer  of  the  company’s  suc¬ 
cess.  “If  I  don’t  get  three,  four  or  five  notes  a 
week,"  says  Grosshandler,  “then  I  feel  like  we 
aren’t  doing  our  job.” 

Other  site  features  include  “Tell  a  friend,” 
which  lets  iGive  members  spread  the  word  to 
associates  and  family.  All  members  and  nonprofit 
organizations  can  view  their  individual  statistics 
online,  checking  to  see  how  much  money  has 
been  raised  and  when  checks  were  mailed. 
Special  incentives  for  new  members  are  available,  with  dis¬ 
counts  on  everything  from  cosmetics  to  books  to  jeans,  and 
the  company  donates  $10  to  every  first-time  shopper’s 
favorite  cause.  Members  can  take  advantage  of  drive  space 
offered  by  Free  Drive. 

All  goodies  aside,  “the  real  story  is  how  it’s  helping  peo¬ 
ple,”  says  Grosshandler.  “It  just  feels  good.  In  this  time  of 
prosperity,  we  can  use  technology  to  spread  the  wealth.” 

- Rebecca  Lynch 


Internet  viewing  capabilities  to  par¬ 
ents  with  kids  in  day-care  facilities. 
Its  goal  is  to  give  a  sense  of  security 
to  working  parents  while  allowing 
day-care  workers  to  show  what  a 
good  job  they’re  doing  with  Junior. 
Even  concerned  grandparents  can 
sneak  a  peek. 

DELL  COMPUTER 

www.dell.com 

With  unique  sites  for  80  countries 
(34  of  which  have  e-commerce  capa¬ 
bilities)  in  23  languages,  Dell  is  defi¬ 
nitely  a  global  achiever.  The  comput¬ 
er  manufacturer  does  $35  million  a 
day  in  online  sales— 43  percent  of  its 
total  revenue. 

DIGITALTHINK* 

www.  digital  think,  com 
Perennial  winner  DigitalThink  has  set 
the  standard  for  online  learning,  with 
an  emphasis  on  up-to-date  informa¬ 
tion  and  interaction  between  students 
and  tutors.  Its  student  base  (now 
100,000,  representing  75  countries) 
and  course  offerings  (150  and  count¬ 
ing)  continue  to  climb. 

DISCOVER  FINANCIAL 
SERVICES 

www.discovercard.com 
As  any  credit  card  site  should, 
Discover’s  carefully  relaunched  site 
will  easily  separate  you  from  your 
money.  Visitors  can  manage  an 
account,  make  purchases  through 
links  to  e-commerce  sites— even  pay 
income  taxes. 

THE  FINANCIAL 
TIMES 

www.FT.com 

Money  and  sports  fans  can  check 
stocks  and  rugby  scores  in  one 
place  at  FT.com,  the  great-looking 
online  version  of  the  United  Kingdom’s 
much-vaunted  Financial  Times  news¬ 
paper.  Discussion  forums  on  such  top¬ 
ics  as  the  auto  industry  and  global 
markets  plus  member  access  to 
e-mail,  a  calendar  and  personal  files 
round  out  this  ambitious  site. 

FREEDOM  CHANNEL 

www.  freedomchannel.  com 

The  Internet  is  at  its  most 
democratic  at  the  independent 
Freedom  Channel,  where  citizens  can 
access  video  clips  of  political  candi¬ 
dates  explaining  their  stance  on 
policy  issues,  not  just  on  other 
candidates.  (See  “Politics  as  Unusual” 
Page  114.) 
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management  solution  for  e-business,  backed  by 
20  years’  experience.  Our  business  intelligenc 
web-enabled  collaboration  features  will  help 
entire  team  stay  focused  on  the  e-ssentials,  in  e- 
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HEWLETT-PACKARD 

www.ITresourcecenter.hp.com 
With  340,000  multivendor  docu¬ 
ments,  24/7  online  support  and 
forums  for  the  IT  community,  this 
resource  center  helps  visitors,  regis¬ 
tered  users  and  contract  customers 
save  time  and  helps  HP  save 
money— $20  million  a  year  in  sup¬ 
port  costs. 

IBM 

www.ibm.com 

After  a  dramatic  and  calculated 
redesign  of  its  website,  use  of  the 
help  button  plummeted  and  sales 
increased  400  percent  in  one  week, 
with  no  extra  publicity.  In  1999,  the 
site  handled  more  than  42  million 
technical  self-service  inquiries,  which 
the  company  estimates  saved  it  more 
than  $750  million. 

IGIVE.COM 

www.igive.com 
See  Profile,  Page  162 

LOOPNET* 

www.loopnet.com 
See  Profile,  at  right 

MAINSPRING 

COMMUNICATIONS 

www.mainspring.com 
Internet  consultancy  Mainspring’s  site 
lets  clients  sort  through  proprietary 
research  on  topics  such  as  creating 
market  demand,  acquisitions  and 
mergers,  and  reconstructing  value 
chains,  and  offers  round-the-clock 
interaction  with  its  consultants  by 
phone  or  e-mail,  or  in  person.  Its 
smart  log-in  function  differentiates 
between  clients  and  general  visitors. 

MAPPING  YOUR 
FUTURE 

www.mapping-your-future.org 
Are  you  a  parent  looking  for  a  clue 
about  the  world  of  college  financial 
aid?  Or  are  you  a  high  school  senior 
trying  to  figure  out  what  to  do  with 
your  life,  post-prom?  Mapping  Your 
Future  is  a  one-stop  site  with  infor¬ 
mation  for  parents  and  their  offspring 
on  financial  strategies,  career  options 
and  college  planning. 

MASSACHUSETTS  PORT 
AUTHORITY 

www.massport.com 
They  are  attempting  the  impossible- 
improving  the  reputation  of  a 
difficult-to-navigate  airport-and  it 
appears  to  be  working.  With  a  staff  of 
just  one,  this  site  welcomes  about 


LOOPNET* 

www.loopnet.com 

WHAT  MAKES  A  WEBSITE  EXTRAORDINARY?  HOW 
about  transforming  a  multibillion-dollar  indus¬ 
try  while  providing  exemplary  customer 
service? 

That's  the  strength  of  LoopNet.  According 
to  Gina  Clark,  the  company’s  vice  president  of 
marketing,  the  U.S.  commercial  real  estate 
market  has  long  been  known  as  one  of  the 
most  highly  fragmented  anywhere.  The  resi¬ 
dential  market  uses  a  multiple  listing  service 
to  sell  and  search  for  properties,  but  Clark  says  the 
commercial  realm  did  not  have  a  similar  service. 

LoopNet  organizers  saw  an  opportunity  to  centralize 
the  industry  online.  Within  five  years,  they  did-bringing 
together  more  than  $68  billion  in  properties  for  sale  and 
more  than  360  million  square  feet  for  lease.  The  result? 
“LoopNet  is  the  de  facto  multiple  listing  service  for  the 
industry,"  says  Clark.  More  than  93,000  commercial  real 


estate  professionals  use  the  site  each  month 
to  list  and  look  up  properties,  target  markets, 
match  buyers  and  sellers,  and  access  loan 
information  online. 

So  how  does  LoopNet  follow  up  its  suc¬ 
cess?  With  a  greater  than  90  percent  indus¬ 
try  adoption  rate,  LoopNet  recognizes  the 
need  to  keep  up  with  its  customers' 
demands.  Last  year  it  redesigned  the  web¬ 
site.  “We  looked  at  making  sure  things  were 
organized  so  that  users  could  get  there  more 
easily.  We  improved  the  look  and  organiza¬ 
tion  of  it,”  says  Clark. 

Changing  it  was  a  huge  task,  she  says,  from  an  engi¬ 
neering  as  well  as  an  HTML  standpoint.  Yet,  as  the 
industry  leader,  LoopNet  feels  it  not  only  owes  its  cus¬ 
tomers  high  function  but  superior  service.  “It’s 
something  dotcom  companies  have  to  do  more  of,” 
says  Clark. 

-Rebecca  Lynch 


Gina  Clark 
Vice  President 
of  Marketing, 
LoopNet 

Judges  say: 

“Impressive  scope 
and  an  excellent 
use  of  the  Web.” 
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You  asked  rsm  to  help  educate  senior  management  on  the  business  value  of  technology. 

We  heard  you.  And  we’re  pleased  to  announce  Darwin. 


Darwin  is  the  first  magazine,  written,  edited  and 
calibrated  for  business  executives.  Every  issue 
demystifies  technology  for  non-technology  executives 
and  helps  them  understand,  identify  and  support 
technology  options  to  achieve  your  organizational  goals. 

Darwin  covers  all  the  technologies  executives  need 
to  know,  not  just  the  Internet.  From  application  software 
to  ASPs,  from  encryption  to  ERP,  hardware  to  hosting, 


VPNs  to  vendor  relations  —  everything  it  takes  to  use 
technology  to  solve  business  challenges. 

r  Darwin  is  FREE  to  qualified 

non-technology  executives.  Tell  your  team 
to  apply  for  a  Free  Subscription  at 

www.darwinmag.coni/subscrilie 


1  million  visitors  per  week,  offering 
information  about  travel  to  and  from 
Boston’s  Logan  International  Airport. 
The  site’s  FlightTracker  service  pro¬ 
vides  real-time  flight  information. 

MONSTER.COM 

www.monster.com 
We  know  you're  not  looking,  but  with 
more  than  6  million  job  seeker 
accounts,  apparently  someone  thinks 
the  grass  is  greener.  Monster.com’s 
database  contains  more  than  3  mil¬ 
lion  resumes  and  330,000  job  oppor¬ 
tunities  from  thousands  of  compa¬ 
nies.  Monster.com  provides  a 
confidential  job-searching  mechanism 
that  allows  you  to  post  your  resume 
for  prospective  employers  while 
blocking  it  from  your  current  boss. 

NATIONAL  CANCER 
INSTITUTE 

www.cancernet.nci.nih.gov 
CancerNet  takes  a  serious  subject 
and  provides  clear,  accurate  and 
useful  information  to  more  than 

2  million  visitors  each  month.  A  first¬ 
time  visitor  section  helps  seekers 
collect  links  and  get  information 
about  treatment  options,  clinical 


ing  tool,  complete  with  beautiful 
color  photographs,  trip  information 
and  customer  reviews.  Trip  sum¬ 
maries,  travel  journals,  wildlife  sight¬ 
ings  and  weather  reports  are  updated 
weekly  so  that  travelers  know  what  to 
expect.  It's  the  next  best  thing  to 
being  there. 

NOWDOCS.COM 

www.nowdocs.com 
It’s  ironic:  an  Internet  startup  that 
makes  its  money  in  the  printing  busi¬ 
ness.  NowDocs.com  offers  same-day 
printing  and  delivery  of  color  presen¬ 
tations,  brochures  and  more.  Users 
create  their  documents,  upload  them 
to  NowDocs.com’s  site  and  send  along 
a  list  of  recipients:  NowDocs.com 
does  the  rest.  For  less  than  $20,  the 
company  will  print  and  hand-deliver 
documents  within  two  hours. 

OUTLETZOO.COM 

www.outletzoo.com 

OutletZoo.com  is  going  after  bargain 
hunters  with  seven  categories  of 
excess-inventory  products  including 
furniture,  electronics  and  toys,  adding 
a  twist  to  dynamic  pricing  with  its 
Automatic  Price  Drop  system,  a  pub- 


now  have  another  way  to  stay  in 
touch.  Along  with  traffic  and  weather 
reports,  this  portal  serves  up  head¬ 
line  news,  sports  scores  and  informa¬ 
tive  articles  on  topics  such  as  health 
and  taxes.  There’s  also  a  chat  room, 
a  shopping  area  and  nifty  tools  that 
let  truckers  send  and  receive  e-mail, 
keep  electronic  logbooks,  calculate 
mileage  and  plan  optimum  driving 
routes.  (See  “Buddy  for  the  Long 
Haul,’’  Page  122.) 

PAYMYBILLS.COM 

www.  pay  my  bills,  com 

Don’t  get  fooled  by  the  name;  this 
site  won’t  actually  pay  your  bills,  but 
it  will  help  you  manage  them.  Once 
customers  sign  up,  their  bills  are 
sent  to  PayMyBills.com,  where  they 
are  scanned  and  posted  on  a  secure 
page.  Customers  get  e-mail  telling 
them  when  bills  are  due;  it's  up  to 
them  to  authorize  and  schedule  pay¬ 
ments.  The  nervous  can  sign  up  for 
fraud  protection  for  up  to  $100,000. 

RED  GORILLA 

www.redgorilla.com 

One  of  the  neat  things  about  this 

Web-based  time-  and  expense- 


ow  ironic:  an  Internet  start¬ 
up  that  makes  its  money  in 
the  printing  business. 


trials,  support  groups  and  ways  to 
reduce  risk. 

NORTHERN  LIGHT 
TECHNOLOGY* 

www.nlresearch.com 
This  is  the  site  you  wish  you'd  had  in 
college.  Individuals  and  corporate 
users  can  search  for  information 
from  AP  Online,  UPI  and  PR 
Newswire  as  well  as  international 
publications.  No  time  for  research? 
Sign  up  for  e-mail  alerts  on  research 
topics  and  have  the  information  sent 
to  you  as  it  becomes  available. 

NORTHERN  LIGHTS 
EXPEDITIONS 

www.seakayaking.com 
Brochureware  doesn’t  have  to  be  bor¬ 
ing.  For  this  ecotourism  company,  the 
Web  serves  as  an  interactive  market- 


lished  schedule  of  price  reductions. 
So  don’t  jump  on  that  enameled 
baker's  rack  that  retails  for  $88  but 
is  available  for  $66— you  may  be 
able  to  pick  one  up  for  $46.20  in  a 
couple  of  weeks. 

OXFORD  HEALTH 
PLANS 

www.oxhp.com 

More  than  just  an  informational  vehi¬ 
cle,  this  site  lets  plan  members  and 
other  constituents  switch  doctors, 
check  benefits,  track  claims  and  get 
forms,  all  without  waiting  for  the  next 
available  service  representative.  The 
clean  design  makes  finding  answers 
refreshingly  easy. 

PNV 

www.pnv.com 

Move  over,  CBs.  Long-haul  truckers 


reporting  system  is  that  it’s  accessible 
via  a  phone,  a  Palm  computer  and  the 
Internet.  Now  contractors  and  free¬ 
lancers  can  manage  their  projects  and 
create  professional-looking  invoices 
without  buying  a  line  of  software.  (See 
“Gorilla  in  Our  Midst,”  Page  144.) 

SCHOOLMUSIC.COM* 

www.schoolmusic.com 

There’s  no  better  example  of  a 
fragmented  market  than  the  legions 
of  school  music  teachers.  In  addition 
to  selling  sheet  music,  software  and 
accessories,  this  site  offers 
community-building  features  such  as 
a  chat  room,  message  boards  and  an 
online  magazine.  Music  teachers 
from  around  the  country  swap  lesson 
plans  and  curriculum  ideas,  and 
share  the  joys  of  leading  the 
school  band. 


SCIQUEST.COM 

www.sciquest.com 
For  scientists  who  want  to  save  up  to 
70  percent  on  equipment  such  as 
rubber  gloves  and  lab  coats,  this  is 
the  place  to  go.  More  than  270  sup¬ 
pliers  list  more  than  1  million  prod¬ 
ucts  in  SciQuest's  catalog.  Buyers 
can  create  personalized  pages  to 
store  product  and  supplier  informa¬ 
tion,  and  they  can  buy  used  equip¬ 
ment  through  an  auction  service. 

STOCKPOINT 

www.stockpoint.com 
Investment  information  and  charts 
appear  on  tons  of  websites.  Chances 
are  good  that  those  sites  get  their 
content  from  Stockpoint,  a  business- 
to-business  provider  of  financial  and 
market  data,  whose  information 
appears  on  more  than  100  million 
webpages.  Stockpoint’s  clients  can 
customize  the  data  and  seamlessly 
integrate  it  on  their  own  sites. 

THOMAS  REGISTER* 

www.thomasregister.com 
The  granddaddy  of  industrial  directo¬ 
ries  connecting  buyers  and  sellers  is 
the  Thomas  Register  of  American 
Manufacturers.  The  site— an  online 
arm  of  the  print  directory— enjoys  an 
average  of  10  million  hits  per  month. 
With  8,000  supplier  catalogs  avail¬ 
able,  why  buy  nails,  pipe  adapters, 
halogen  lamps  or  400,000  other 
products  anywhere  else? 

TOYOTA  MOTOR 
SALES  U.S.A. 

www.foyota.com 

Any  site  that  results  in  less  time  spent 
with  car  salesmen  is  a  hit  with  us. 
Shoppers  can  configure,  price  and 
comparison  shop  for  a  car  that’s  avail¬ 
able  in  their  area  without  going  near  a 
dealer.  Apply  for  credit  online,  decide 
on  lease  versus  buy,  and  all  that’s  left 
to  do  at  the  showroom  is  to  take  the 
car  for  a  spin  around  the  block. 

TRAVELOCITY.COM* 

www.travelocity.com 
With  the  ability  to  reserve  95  percent 
of  all  airline  seats  and  access  45,000 
hotels,  70,000  vacation  packages 
and  50  rental  car  companies,  the 
world  of  travel  is  at  your  fingertips. 
The  customizable  fare  watcher  fea¬ 
ture  lets  bargain  hunters  keep  tabs 
on  the  latest  deals. 

UMB  BANK 

www.escout.com 

There  is  power  in  numbers.  Escout,  a 
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Akamai  Style 


Experience  The  Interactive  Broadcast  Platform  For  The  New  Millennium. 

No  one  delivers  Web  content,  streoming  media  and  applications  like  Akamai.  Our 
unique  Edge Advantage5"1  platform  integrates  streaming  media  with  a  world  of  dynamic 
content,  personalization  and  customization,  enabling  an  interactive  broadband  media 
experience  for  Akamaized  eBusinesses. 

Akamai’s  powerful,  high-performance  broadcast  delivery  network  opens  doors  to  a 
new  world  of  broadband  and  high  speed  Internet  access,  changing  the  media 
industry  forever.  The  wave  of  the  future  is  brought  to  you  by  Akamai  today. 

www.akamai.com/streaminq 


Akamai 


Delivering  a  Better  Internet' 


Say  AH  kuh  my 


Join  the  Akamai  Team:  jobs@akamai.com 


VISUALIZE 

www.visualize.com 

you’ve  found  the  perfect  house,  now,  how 
will  you  cover  the  bare  walls?  Visualize  aims 
to  help  those  who  want  to  buy  tasteful,  origi¬ 
nal  artwork  but  aren’t  sure  how  to  do  it. 

Where  galleries  can  be  intimidating,  and 
starving-artist  sales  depressing,  this  website 
invites  customers  to  peruse  carefully  selected 
limited-edition  prints  and  photographs,  after 
reading  about  the  artists  and  seeking  counsel 
from  Art  Guides. 

While  other  art  sites  offer  mass-produced 
posters,  Visualize  sells  works  that  have  been  “touched  by 
the  artist,”  says  CEO  and  founder  Abby  Adlerman.  “We 
didn’t  invent  the  limited  edition  print,  but  we’re  making  it 
broadly  available,”  she  says. 

A  former  Wall  Street  investment  banker  who  grew  up 
in  a  tiny  New  Jersey  artists'  community,  Adlerman  got  the 
idea  for  Visualize  while  decorating  her  San  Francisco 
home.  “It  was  a  lot  harder  than  I  thought  to  get  art,”  she 


says.  “I  realized  this  would  be  a  great  busi¬ 
ness  opportunity.  All  of  the  demographics 
told  us  it  would  be  a  great  Web  community.” 

Visitors  to  Visualize.com  can  read  profiles 
of  artists  in  an  online  magazine,  use  the 
ArtMatcher  function  to  see  what  price  or 
style  would  work  best  for  them  and  then  try 
out  different  frames  on  the  works  they  have 
chosen  using  Framelt,  another  site  function. 
They  aren’t  likely  to  break  the  bank,  either. 
Prices  range  from  $100  to  $1,100,  with  or 
without  frames. 

Launched  in  March  1999,  the  site  now 
attracts  an  average  of  200,000  to  250,000  visits  a 
month.  And  the  company,  which  also  sells  art  through  a 
direct  mail  catalog,  expects  sales  to  increase  by  five  to  10 
times  this  year.  To  keep  customers  coming  back,  Visualize 
employs  experts  across  the  country  to  search  for  new 
artists  to  add  to  its  stable.  “Creativity  matters  in  business 
as  well  as  art,”  Adlerman  says.  “We’ve  learned  that  on 
the  Web.”  -Susannah  Patton 


Abby  Adlerman 
CEO  and  Founder, 
Visualize 

Judges  say: 

“This  site  has  lots 
of  cool  features  for 
art  lovers,  plus 
good  prices  for 
budget-minded 
folks  and  those 
willing  to  splurge.” 


B2B  e-commerce  network,  aggre¬ 
gates  the  buying,  selling  and  commu¬ 
nication  needs  of  small  and  midsize 
businesses  in  a  single  marketplace. 

By  combining  their  buying  power, 
smaller  businesses  can  enjoy  volume 
discounts  from  selected  vendors. 
Members  can  also  advertise  and  sell 
their  own  wares  through  the  site. 

USA  GROUP 

www.usagroup.com 
Paying  for  higher  education  seems 
much  less  intimidating  with  the  help 
of  this  student  loan  guarantor  and 
administrator’s  site.  In  addition  to 
the  calculators  for  estimating  school 
costs,  self-service  tools  let  borrowers 
access  information  about  their  loans. 
The  NetWizard  Web-based  loan  deliv¬ 
ery  system  allows  600  schools  to 
streamline  the  loan  process;  250 
schools  use  the  system  to  handle  the 
loan  application  process  online. 

VAUXHALL  MOTORS 

buy  power,  vauxhall.  co.  uk 
Relax,  sit  back  and  buy  a  car. 
Vauxhall’s  BuyPower  site  lets  U.K. 
customers  buy  a  Vauxhall  car  without 
leaving  home.  They  can  also  sell  their 
used  cars  and  arrange  financing  from 
the  site,  all  before  their  new  car  is 
delivered  (that  takes  about  a  week). 
For  those  who  still  want  to  test-drive, 
Vauxhall,  a  General  Motors  company, 
will  steer  customers  to  the  nearest 
dealer. 

VENTRO  CORP. 

www.chemdex.com 
A  pioneer  B2B  marketplace,  Chemdex 
offers  life  science  companies  nearly  a 
million  products  online.  Features 
include  detailed  searches,  checking 
and  tracking  of  order  status  and 
same-day  e-mail  order  confirmation. 
The  vertical  marketplace’s  promises 
of  significant  cost  and  time  savings 
for  customers  have  inspired  other 
industries  to  jump  on  the  bandwagon. 

VINTAGE  DIRECTIONS 

www.ambrosiawine.com 
Wine  novices  and  connoisseurs  alike 
will  enjoy  this  elegantly  designed  site, 
which  takes  visitors  on  a  tour  of 
California’s  sunny  wine  country. 

Along  the  way,  customers  can  order 
a  bottle  of  chardonnay  or  merlot,  get 
wine  suggestions,  or  join  a  wine  or 
gourmet  food  club.  Cheers! 

VISUALIZE 

www.visualize.com 
See  Profile,  at  left 
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What's  cool?  To  us  at  ejiva,  it's  moving  your  company 
from  bricks  and  mortar  to  clicks  and  mortar.  Going  far 
beyond  fancy  designs  and  bits-and-pieces  of 
technology  wrapped  up  in  a  Web  page. 

Creating  real  solutions  that  unlock  your 
intellectual  capital  and  improve  your  bottom  ^ 
like  Ken  did. 


line, 


And  we  do  it  every  day.  In  manufacturing  / 
facilities  and  offices  just  like  yours.  We 
work  with  you  to  clarify  your  issues  and 
develop  the  strategies  to  give  you  a 

competitive  edge  that  leaves  the  competition  in  the  dirt.  Then  we  work 
with  your  people— from  C  level  to  the  shop  floor — to  give  them  the  tools 
and  skills  they  need  to  do  their  jobs  better,  smarter,  more  responsively. 

We  think  that  makes  us  pretty  cool  folks.  But,  you  don't  have  to  take  our 
word  on  it.  You'll  see  us  everyday,  working  until  you're  satisfied,  with  a 
"no  surprises"  fixed-time,  fixed-price  agreement. 

So,  what's  your  idea  of  cool?  Working  with  an  e-services  firm  who  really 
knows  how  to  transform  your  business  to  an  e-business  and  makes  things 
happen  on  time,  on  budget?  Or  working  with  one  that  acts  cool  and 
leaves  you  cold? 


Jlva. 

f  B-fo-B  e-Commerce  Solutions 


Penn  Center  West  III  Suite  320  Pittsburgh,  PA  15276 

1. 877.eJ iva.com  (p)  412.249.2300  (0  412.249.2351  www.eJiva.com 

Dallas  •  Sydney,  Australia  •  San  Jose  •  Los  Angeles  •  Pittsburgh  •  St.  Louis  •  Tampa 


ool  Things 

ken, 

e  ^  i  v  a  c  L i e  ^  strategist 

has  done: 

Developed  and  deployed  a  web  strategy  that  increased 
sales  from  $10,000  a  month  to  $1  million  a  day  and 
web  customer  base  from  0  to  8,000,  while  expanding 
order  size  by  25%.  .  .in  less  than  24  months. 

Need  More  Cool? 

Feel  Free  to  Add  an  Earring. 


. . . . 
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THE  WALL  STREET  JOURNAL* 


WORLD  WIDE  FUND  FOR  NATURE 

www.panda.org 

AS  THE  WORLD’S  LARGEST  INDEPENDENT  CONSER- 
vation  organization,  the  WWF  has  a  lot  of 
advocacy  work  to  do.  Global  warming,  forest 
protection,  recycling  and  fishery  preservation 
are  just  a  few  of  the  issues  the  WWF  is  publi¬ 
cizing  around  the  world.  Thanks  to  its  WWF 
Global  Network,  the  organization  now  spreads 
the  message  about  the  environment  with  flair, 
all  without  sacrificing  a  single  tree. 

Three  years  ago  the  WWF  teamed  up  with 
AppNet,  an  e-business  design  and  develop¬ 
ment  company  based  in  Bethesda,  Md.  Initially,  AppNet 
and  WWF  launched  a  site  designed  to  both  brand  the 
WWF  and  educate  the  public.  A  promotional  vehicle,  it 
contained  information  about  various  global  environmental 
campaigns,  news  items  and  the  organization  itself.  What 
it  lacked,  at  least  initially,  was  a  way  for  people  to  turn 
their  interest  in  environmental  issues  into  action  without 
leaving  their  desks.  That  changed  in  December  1998  with 


the  launch  of  the  Panda  Passport,  an  off¬ 
shoot  of  the  main  site. 

The  main  user  interface  of  the  Passport  is 
geographically  driven;  click  on  North 
America,  for  example,  and  dots  on  the  map 
indicate  events  and  issues  taking  place  in 
that  region.  Users  who  click  on  a  dot— say 
the  Grand  Banks,  off  the  coast  of 
Newfoundland-can  send  an  e-mail  petition 
regarding  conservation  efforts  or  make  a 
donation  to  the  cause.  The  Passport  allows 
the  WWF  to  track  user  preferences,  conduct 
demographic  analyses  and  gauge  the  inter¬ 
ests  of  users,  says  Justin  Burks,  a  practice  manager  at 
AppNet.  And  for  the  users  themselves,  the  Passport 
makes  getting  involved  in  environmental  issues  easy  and 
fun.  “There’s  a  growing  'team'  feel  about  Passport-like 
minds  working  for  shared  concerns,”  says  Andy  Pattison, 
the  site’s  webmaster.  “The  next  step  is  to  get  the  people 
talking  directly  with  each  other.” 

-Megan  Santosus 


Andy  Pattison 
Webmaster, 
World  Wide  Fund 
for  Nature 

Judges  say:  “The 
Panda  Passport  is 
a  unique  feature 
that  adds  a 
welcome  interac¬ 
tive  element 
to  the  site.” 


wsj.com 

This  previous  50/50  winner  keeps 
attracting  paying  subscribers  with  a 
vast  array  of  news  archives,  in-depth 
company  reports  and  stock  portfo¬ 
lios.  Subscribers  can  also  peruse 
personalized  news  pages  and  receive 
alerts  via  e-mail.  Now  in  its  fourth 
year,  the  site  maintains  its  position 
as  the  Web’s  largest  subscription 
site,  with  more  than  375,000 
subscribers. 

WORLD  WIDE  FUND 
FOR  NATURE 

www.panda.org 
See  Profile,  at  left 

ZAPDATA.COM 

www.zapdata.com 
Interested  in  starting  a  small 
business?  Sign  on  here  to  get 
valuable  sales  and  marketing  infor¬ 
mation  from  this  easy-to-use  site. 
Zapdata.com,  the  online  arm  of  the 
marketing  firm  iMarket,  also  provides 
its  users  with  an  analysis  of  cus¬ 
tomer  databases  and  sales  and 
marketing  campaigns  so  that  organi¬ 
zations  can  instantly  track  and  refine 
their  programs.  A  live  chat  feature 
provides  added  direction. 

ZD 

www.zdnet.com 

Whether  they  are  IS  professionals  or 
casual  computer  users,  visitors  can 
get  product  reviews,  software  down¬ 
loads  and  product  news  on  this 
comprehensive  technology  news  site. 
An  e-commerce  center  allows  cus¬ 
tomers  to  compare  product  features 
and  prices. 

ZD  EVENTS 

www.zdevents.com/comdex 
If  you  can’t  travel  to  the  high-tech 
conference,  then  by  all  means,  let 
the  high-tech  conference  come  to 
you.  This  site,  dedicated  to  the 
annual  Comdex  shows,  features 
online  booths  and  video  archives 
around  the  clock.  For  show  atten¬ 
dees,  an  event  planner  makes 
navigating  the  extensive  display  floor 
a  relative  breeze.  A  drop-down 
menu  makes  it  easy  to  find  the 
event  that  fits  your  schedule. 


Contributors: 

Kelli  Botta,  Kathleen  Carr,  Rebecca 
Lynch,  Susannah  Patton,  Megan 
Santosus,  Sarah  Scalet,  Sara  Shay 
and  Tom  Wailgum 
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THE  SCARY  THING  IS,  HE'S 
JUST  GETTING  STARTED. 


How  can  you  begin  to  maintain  your  domain  names  when  others  are  trying  to  infringe  on  them? 
Ask  idNames™  from  Network  Solutions!  idNames  is  the  world’s  most  experienced  domain  name 
management  provider,  with  a  full  range  of  services  that  search,  register,  maintain  and  secure  your 
Web  Addresses  in  over  192  countries.  No  wonder  over  500  leading  companies  depend  on 
idNames  to  help  protect  their  Web  identities.  Gall  us  to  find  out  how  we  can  help  protect  yours. 

FOR  COMPREHENSIVE  DOMAIN  NAME  MANAGEMENT,  CONTACT: 
www.idNames.com  1  -  8  O  O  -  i  dN  ames  +1  7  1  3  ~  9  7  4  ~  O  O  6  9 

(outside  the  U.S.) 


idNames' 

from  NETWORK  SOLUTIONS 


©  Copyright  2000  Network  Solutions,  Inc.  All  rights  reserved.  Network  Solutions,  gear  globe  logo,  idNames  and  idNames.com  are  registered  trademarks  or  trademarks  of  Network  Solutions.  Inc 
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Changepoint  Corporation 
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Citrix  Systems,  Inc. 
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By  straddling  the  role  of  IT  and 

business  visionary,  in-house  architect  and  cor¬ 
porate  pioneer,  the  CIOs  influence  in  an  enter¬ 
prise's  success  has  never  been  more  profound. 
To  attain  the  deepest  impact  in  shaping  their 
organization's  future,  CIOs  must  be  broad- 
based,  multifarious  enterprise  leaders  capable 
of  envisioning,  promoting,  and  driving  IT  and 
business  strategy. 


TO  ENROLL: 

Visit  our  Web  site  at 

www.cio.com/ 
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Your  job  is  clear: 
Give  your  users 
what  they  need. 
Here’s  how  4  CIOs 
are  doing  just  that. 

Them  All  Your  Days 

BY  LAUREN  GIBBONS  PAUL 


You’re  running  on  Internet  time  these  days,  frantically  keeping  pace  with  new  tech¬ 
nology  and  your  demanding  B2B  and  B2C  customers.  But  in  your  haste  to  keep  up,  you’ve  got  to 
remember  the  people  who  depend  on  you  most— your  users.  E-business  has  increased  not  only  exter¬ 
nal  customer  demands  but  also  internal  user  demands.  Users  seem  to  have  a  growing  need  for  IT  to  per¬ 
form  such  miracles  as  rapid  response,  flexibility  and  instant  applications. 

Out  of  necessity,  creative  IT  managers  are  using  a  broad  set  of  techniques  for  managing  or  improv¬ 
ing  their  internal  customer  relationships.  These  approaches  can  be  formal— such  as  devoting  one 
group  to  customer  service  or  assigning  IT  account  managers  to  key  departments.  They  can  also  be 
very  informal— for  instance,  holding  launch  parties  and  writing  newsletters  to  spread  the  word  about  suc¬ 
cessful  IT  projects.  (For  ways  to  improve  internal  customer  service,  see  “Bright  Ideas,”  Page  186.) 
Some  CIOs  have  even  used  their  companies’  methods  of  promoting  external  customer  relationships 

to  improve  internal  relationships,  as  did  Mark  Endry,  senior  vice  president 
and  CIO  at  J.D.  Edwards  &  Co.  His  program  pairs  senior  IT  people  with 
business  leaders  to  foster  ongoing  dialogue.  This  formal  feedback  loop 
helps  curb  the  "What  have  you  done  for  me  lately?"  syndrome.  Others,  who 
may  lack  the  resources  to  set  up  elaborate  in-house  programs,  can  rely  on 
more  homegrown  types  of  efforts. 

What  matters  is  not  what  method  you  use  to  manage  customer  relation¬ 
ships,  but  that  you  choose  one.  Read  on  for  four  distinct  approaches  to  get 
you  started. 


Reader  ROI 

►  Discover  how  to  improve 
internal  customer  relationships 

►  Learn  the  risks  and  benefits  of 
creating  a  separate  function  to 
manage  customer  relationships 

►  See  why  centralizing  or 
outsourcing  daily  support 
may  mean  better  service 


www.cio.com 
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1TAKE  A  LOOK 

INSIDE 

Johns  Manville  CIO  establishes  a 
separate  group  within  IT  to  manage 
customer  relationships 

When  Chan  Pollock  arrived  at  Johns  Manville  International  in 
December  1998,  he  immediately  realized  that  the  distributed 
organizational  structure  of  its  IT  group  was  not  meeting  end 
users’  needs.  The  decentralized  IT  support  people  were  accus¬ 
tomed  to  doing  things  their  own  way  since  there  were  no  stan¬ 
dardized  procedures  and  technology.  As  a  result,  the  $2.2  billion 
Denver-based  building-materials  manufacturer  was  suffering 
companywide  because  its  business  objectives  were  not  chief 


in  IT  staffers’  minds. 

To  remedy  that  situation, 
senior  management  charged  its 
new  CIO  and  vice  president  of 
IT  with  creating  an  IT  strategy 
that  would  ultimately  increase 
return  on  the  company’s  tech¬ 
nology  investments  and  im¬ 
prove  customer  service.  In 
May  1999  Pollock  created  a 
global  shared  services  organi¬ 
zation  in  IT.  Not  surprisingly, 
users  were  unhappy  about  los¬ 
ing  their  day-to-day  support 
staff.  To  mitigate  their  disap¬ 
pointment,  Pollock  established 
an  IT  business  development 
group  and  assigned  three  of 
the  company’s  major  divisions 
its  own  business  development 
manager  (who,  in  essence, 
could  be  called  a  relationship 
manager)  to  work  on  critical 
business  issues.  John  Shellen- 
berger,  director  of  business 
development  and  an  eight-year 
IT  veteran  at  Johns  Manville, 
heads  the  group  of  relationship 
managers.  The  team  reports 
to  Shellenberger  in  the  newly 
centralized  IT  group  and  has 
dotted-line  responsibilities  to 
the  heads  of  the  respective  business  units. 

These  business  development  managers  devote  themselves 
to  meeting  and  exceeding  their  users’  expectations.  Instead  of 
getting  mired  in  daily  support  functions  (a  separate  arm  within 
IT  does  that),  these  dedicated  managers  keep  close  tabs  on  their 
customers’  business  imperatives  and  propose  ways  to  meet  those 
goals.  And  they  speak  the  language  of  business,  not  technology. 
“Our  customers  don’t  care  what  version  of  NT  we  run  or 
whether  it’s  SQL  or  Oracle,”  Pollock  says.  “[The  business  devel¬ 
opment  managers]  take  that  technical  jargon  out  of  the  conver¬ 
sation.  They  bring  high-level  technology  solutions  to  the  table 
and  use  terms  businesspeople  can  understand.” 

Pollock  admits  that  finding  people  with  the  right  skills  to  be 
relationship  managers  was  time-consuming.  But,  he  adds,  the 
results  far  outweigh  that  initial  investment.  The  payoff  has  been 
“the  relationships  that  the  [IT  department]  has  built  with  the 
businesses,  the  communication  and  the  successes  we’ve  had,” 
he  says. 
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It's  the  IT  version  of  a  second  childhood  -  YOU  get  the  goodies,  we  do  the  work.  Interliant  will  host 

AND  MANAGE  YOUR  CRITICAL  APPLICATIONS  FOR  YOU,  OVER  SECURE  NETWORKS.  WE’LL  LOWER  YOUR  COSTS,  ASSURE 

SCALABILITY  AND  HANDLE  ALL  UPGRADES.  PLUS  DO  WHAT  MOST  ASPs  WON'T  -  TAKE  FULL  RESPONSIBILITY.  FOR 


MORE,  1-800-291-1053  OR  www.interliant.com/birthday 


Interliant 


We  sell  sanity.' 


©2000  Interliant,  Inc.  All  rights  reserved  Interliant 
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While  having  a  separate  group  manage  internal  user  rela¬ 
tionships  works  well  for  Johns  Manville,  some  experts  say  that 
such  an  approach  can  have  its  problems.  The  biggest  potential 
pitfall  is  thinking  you  can  offload  that  function  to  someone 
else,  says  Michael  Krauss,  partner  at  Diamond  Technology 
Partners,  an  e-business  services  firm  in  Chicago.  “Customer 
service  must  be  the  responsibility  of  everyone  in  the  IT  depart¬ 
ment.  CIOs  must  build  a  culture  of  customer  service”  that  per¬ 
meates  an  entire  organization,  he  says. 

However,  Pollock  believes  that  separating  the  strategic  IT 
component  from  daily  IT  support  is  necessary  to  give  the  com¬ 
pany’s  strategic  needs  adequate  attention.  “Before,  when  a 
[user]  had  a  strategic  IT  need,  [that  person]  would  tell  any  IT 
person  who  would  listen.  It’s  hard  for  IT  people  to  say  no,  so 
they  would  say  yes  and  then  the  topic  would  get  dropped,” 
says  Pollock. 

A  critical  part  of  Shellenberger’s  plan  was  to  have  the  business 
units  work  together  and  with  IT’s  business  development  group 
when  working  on  their  e-business  plans.  Without  IT’s  partici¬ 
pation,  “we  would  have  had  three  different  e-business  strate¬ 
gies  on  three  different  time  lines,”  says  Shellenberger.  “We’ve 
positioned  this  [e-business  strategy]  as  a  strategic  effort  that 
needs  to  be  coordinated  across  all  businesses.  We  couldn’t  main¬ 
tain  any  momentum  if  we  attacked  this  from  three  different 
directions.” 

Shellenberger  tracks  the  group’s  effectiveness  by  meeting 
monthly  with  each  business  unit  head  and  the  corresponding 
IT  business  development  person  for  an  informal  review.  At 
these  meetings,  they  discuss  what  the  group  has  been  talking 
about,  has  delivered  and  is  planning  to  work  on.  They  also 
talk  about  whether  IT  is  meeting  its  service  goals.  To  further 


ensure  good  customer  service,  Shellenberger  plans  to  poll  busi¬ 
ness  users  on  their  thoughts  about  the  new  structure.  But 
Pollock  and  Shellenberger  say  they  have  witnessed  the  ulti¬ 
mate  indication  that  they  are  serving  customers  well:  Johns 
Manville  continues  to  fund  IT  projects,  and  users  aren’t  looking 
elsewhere  for  help.  “We  can  look  at  the  growth  of  applica¬ 
tions  and  utilization  of  our  services  as  an  endorsement,”  says 
Shellenberger. 

Both  Pollock  and  Shellenberger  agree  that  the  hallmark  of  a 
customer-focused  IT  department  is  meaningful  interaction. 
“We’ve  learned  we  need  to  be  great  listeners,”  says  Pollock.  “We 
don’t  want  to  do  anything  that’s  going  to  stifle  the  dialogue.” 


2  TAKING  CARE 
OF  USERS 

J.D.  Edwards  CIO  pampers  users  and 
closely  monitors  their  happiness 


J.D.  Edwards  may  be  a  technology  company,  but  that  doesn’t 
mean  its  business  side  has  always  respected  the  IT  department. 
In  fact,  five  and  a  half  years  ago,  when  Mark  Endry  joined 
the  $944  million  Denver-based  ERP  software  vendor  as  direc¬ 
tor  of  infrastructure,  its  IT  department  had  a  dubious  reputa¬ 
tion.  Business  users  believed  the  group  was  out  to  deploy  tech¬ 
nology  for  technology’s  sake.  What’s  more,  they  believed  that 


Pros  and  Cons 

dedicating  a  team  to  manage  user  relations 


Consider  both  sides  of  the  issues  before 


Creating  a  group  within  IT  to  handle  internal  customer  relations  signals  you’re  serious  about  customer  service, 
but  having  a  separate  department  within  IT  for  customer  service  may  make  IT  staffers  think  customer  service 
is  not  their  job. 

A  separate  service  group  frees  the  CIO  to  focus  on  other  aspects  of  the  job,  but  even  mentally  offloading  the 
internal  customer  service  function  may  cause  the  CIO  to  lose  sight  of  customers. 


A  separate  CRM  group  facilitates  the  flow  of  information  between  IT  and  the  business  units,  but  unless  you 
formally  capture  the  IT  CRM  manager’s  knowledge  and  funnel  it  back  to  the  IT  organization,  the  business  unit  will 
suffer  if  that  person  leaves  the  company.  -LG.  Paul 
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In  today’s  Internet  economy,  success  depends  on  the  quality  of  your 
internet  infrastructure.  Globix  Internet  Data  Centers  and  high-speed 
letwork  are  engineered  to  deliver  all  of  the  reliable  power,  performance 
ind  physical  security  you  need  -  and  much  more. 

Globix  facilities  are  powered  by  an  uninterrupted  supply  of  clean, 
egulated  electrical  current.  We  build  to  n+i  redundancy  with  two  distinct 
jower  feeds  into  our  facilities,  dual  UPS  systems  and  dual  power  lines 
available  to  cabinets  and  cages.  We  speed  your  customers  to  your  Web  site. 
Globix  operates  its  own  ATM  fiber-optic  backbone,  connecting  major  cities 
:hroughout  the  United  States  and  Europe  with  more  than  600  active 


peering  connections  for  maximum  throughput  and  performance. 

We  provide  security  and  environmental  protection  for  your  Internet 
business  24  x  7  x  365.  Professional  security  guards,  ID  key  cards,  biometric 
scanners  and  closed-circuit  cameras  combine  with  redundant  Liebert  AC 
systems  and  fire-suppression  systems  to  make  sure  your  equipment  is 
protected  at  all  times. 

So,  before  you  invite  millions  of  customers  to  your  e-business,  or  launch 
your  mission-critical  Internet  applications,  call  us  for  a  free  consultation.  Or 
-call  to  arrange  a  tour  of  one  of  our  state-of-the-art  Internet  Data  Centers  and 
see  the  Globix  difference  for  yourself. 


The  Global  Internet  Exchange 


1-877-7-GLOBIX,  ext.1926  •  www.globix.com 

Co-Location  •  Web  Hosting  •  Dedicated  Access  •  Streaming  Media  •  E-Commerce  •  Internet  Security 


“Globix”  and  the  stylized  “G”  logo  are  trademarks  of  Globix  Corporation.  ©  Copyright  2000  Globix  Corporation.  All  Rights  Reserved.  NASDAQ:  GBIX 
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a  whole,”  Endry  says.  “We  needed  a  consistent  approach.” 

Naturally,  the  business  heads  were  less  than  pleased  at  giv¬ 
ing  up  their  dedicated  support  person.  In  fact,  one  group  man¬ 
ager  was  particularly  upset  about  it.  So  Endry  made  it  his  per¬ 
sonal  mission  to  show  that  person  that  his  needs  would  be 
met  under  the  new  IT  regime.  “We  worked  the  hardest  at  mak¬ 
ing  that  group  happy  because  they  pushed  back  the  most,” 
he  says. 

Out  of  that  mission  came  ser¬ 
vice-level  agreements  that  each 
division  could  customize  accord¬ 
ing  its  needs.  Since  IT  charges 
back  the  divisions  for  its  services, 
the  business  units  would  pay  for 
additional  services.  He  also 
assigned  full-time  IT  account 
managers  to  a  few  key  depart¬ 
ments,  such  as  development,  each 
of  whom  has  experience  in  the 
assigned  department. 

As  a  way  to  measure  the  IT 
organization’s  progress,  Endry 
adopted  the  marketing  depart¬ 
ment’s  external  customer  relation¬ 
ship  program  to  improve  IT’s  inter¬ 
nal  customer  satisfaction.  In  this 
program,  he  matches  a  senior  IT 
person  with  a  department  head  so 
that  the  two  can  periodically  meet 
and  discuss  progress.  Endry  also 
conducts  quarterly  reviews  of  the 
major  services  IT  provides,  such  as 
e-mail  and  networking.  And  as  an 
added  bonus,  he  does  not  charge 
back  for  this  program. 

In  addition,  Endry  closely  moni¬ 
tors  the  success — or  failure — of  all 
those  efforts  with  extensive 
“smart”  surveys  that  are  adminis¬ 
tered  every  quarter  online  to  mea¬ 
sure  customer  satisfaction.  The  surveys,  devised  by  a  Denver- 
based  company  that  Endry  hired,  feed  users  certain  questions 
based  on  their  answers  to  the  previous  questionnaire.  The  sur¬ 
vey  has  an  average  return  rate  of  about  30  percent,  which  is 
quite  good,  considering  that  it  takes  about  15  minutes  to  com¬ 
plete.  He  has  seen  his  efforts  pay  off:  The  first  three  surveys  have 
indicated  that  customer  satisfaction  levels  are  high. 

For  a  technology-centric  company  like  J.D.  Edwards, 
Endry  believes  that  it  is  the  aggressive  adoption  of  new  tech¬ 
nology  that  seems  to  make  users  happiest.  And  he  has  pledged 


the  reliability  and  performance  of  that  technology  were  sec¬ 
ondary7  to  implementing  the  latest  technology. 

These  problems  stemmed  from  IT  not  being  run  as  a  busi¬ 
ness,  recalls  Endry,  who  has  since  been  promoted  to  senior 
vice  president  and  CIO.  So  he  laid  the  foundation  for  a 
service-oriented  culture  to  flourish  among  the  members  of 
his  staff  of  83  (which  has  since  increased  to  400).  “We 
wanted  our  IT  people  to  think  of  the  other  employees  as  their 


customers.  I  pounded  that  into  their  heads” — and  into  their 
wallets.  He  put  more  than  half  of  the  IT  staff  on  a  variable 
pay  plan  that  linked  compensation  to  customer  satisfaction 
(which  was  measured  in  quarterly  user  surveys). 

Then  Endry  set  out  to  fix  certain  service  problems,  such 
as  WAN  outages,  and  he  began  upgrading  such  basic  appli¬ 
cations  as  e-mail.  He  did  all  of  that  by  centralizing  the  IT 
group,  which  was  dispersed  throughout  the  company’s  vari¬ 
ous  business  units.  “They  were  doing  things  according  to 
local  priority  rather  than  what  was  best  for  the  company  as 


“We  wanted  our  IT  peo¬ 
ple  to  think  of  the  other 
employees  as  their 
customers.  I  pounded 
that  into  their  heads.” 

-Mark  Endry 
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Perhaps  the  first  time 
a  remake  is  actually 
better  than  the  original. 


Introducing  the  newly  designed  high-performance  Jaz®2GB  drive. 


r  Lightning- Fast  Speed 

The  Jaz®  2GB  drive  speeds  up  transfer  rates  to  8MBps. 

Capacity  To  Do  More 

2GB  of  space  lets  you  store  up  to  2,000  photos  (64ox48o  pixels),  3.2  hours  of 

CD-quality  audio,  or  4o  minutes  of  compressed  video. 

Software  Solutions 

A  complete  software  suite  featuring  Iomega’s  exclusive  Quik  Sync  software  which 
automatically  backs  up  your  files  without  interrupting  your  work. 

Complete  Compatibility 

V _ 

The  latest  Jaz  drive  is  available  with  USB  and  FireWire  connectivity  options.  And  it’s 
compatible  with  Mac®  0S8,  OS9,  and  Windows®  2000.  Plus,  the  Jaz  2GB  drive  works 
with  both  Jaz  2GB  and  1GB  disks.  With  over  2.7  million  Jaz  drives  shipped,  you  can 
get  your  work  done  almost  anywhere. 

Copyright  ©  2000  Iomega  Corporation.  All  rights  reserved.  Iomega,  the  stylized  "i"  logo, 
and  Jaz  are  either  registered  trademarks  or  trademarks  of  Iomega  Corporation.  Mac  is 
a  registered  trademark  of  Apple  Corporation  and  Windows  is  a  registered  trademark  of 
Microsoft  Corporation.  All  other  trademarks  are  properties  of  their  respective  owners. 


See  your  local  reseller  or  visit:  www.iomega.com 


Iomega 
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to  be  an  early  adopter  in  most  cases.  And  so  far  he’s  made 
good  on  that  promise:  About  1,500  users  are  already  on 
Windows  2000;  all  6,000  users  have  the  Office  2000  suite. 
Says  Endry,  “[Early  adoption]  helps  with  IT  retention  issues, 
and  the  users  love  it.” 


LITTLE  THINGS 
MEAN  A  LOT 

P&O  Ports  CIO  uses  commonsense 
measures  to  improve  customer  service 


Don’t  fret  if  you  lack  the  resources  to  set  up  a  separate  group 
to  handle  internal  customer  relations.  Sometimes  it’s  the  little 
things  that  make  a  difference. 


Take  Marco  Tapia,  CIO  at  P&O  Ports,  a  global  port  oper¬ 
ator  (and  wholly  owned  subsidiary  of  178-year-old  Peninsular 
and  Oriental  Steam  Navigation  Co.)  in  Sydney,  Australia. 
Although  Tapia  has  no  group  that  focuses  specifically  on  inter¬ 
nal  customer  relations,  that  doesn’t  mean  he  gives  customer 

service  short  shrift.  He  makes  his 
users  feel  special  in  a  number  of 
modest  ways. 

For  one  thing,  Tapia’s  department 
keeps  all  users — who  are  spread 
throughout  15  countries — abreast 
of  IT  developments  via  a  monthly 
e-mailed  newsletter  that  also  ap¬ 
pears  on  the  corporate  intranet.  This 
newsletter  contains  information 
about  IT  projects,  technology 
advances,  business  changes  that 
affect  IT,  new  employees  in  IT  and 
the  like — “everything  that  can  help 
users  understand  what  IT  is  doing,” 
says  Tapia.  Once  a  year,  the  IT  staff 
also  publishes  its  newsletter  in  a 
glossy  magazine  format  to  make  a 
bigger  splash. 

And  that’s  not  all  his  group  does 
to  promote  customer  relations.  For 
a  while  now,  it  has  held  parties  to 
celebrate  the  successful  launch  of  IT 
projects,  such  as  the  debut  of  a  cor¬ 
porate  e-mail  system  or  the  intro¬ 
duction  of  the  company’s  intranet. 
Tapia  attracts  users  to  these  parties 
by  sweetening  the  deal.  Instead  of 
the  humdrum  bring-your-own 
brown-bag  lunches,  Tapia  lures 
users  to  evening  launch  parties  with 
the  promise  of  cocktails  and  hors 
d’oeuvres.  “We  invite  our  users  to  a 
presentation  about  the  project.  A  few  beers  and  a  few  shrimp 
make  it  all  go  down  very  smoothly,”  says  Tapia. 

He  also  encourages  users  to  bring  in  key  external  customers 
to  see  a  particular  application  in  action,  such  as  ePorts 
( www.eports.com.au ),  the  company’s  new  B2B  e-commerce 
website.  “Users  love  this,”  he  says. 

Since  P&O  Ports’  IT  department  is  distributed  across  the 
globe,  Tapia  issues  business  cards  that  list  the  proper  IT  con¬ 
tact  for  the  different  groups.  This  prevents  confusion — and 
resentment — from  erupting.  “We  use  the  same  techniques 
internally  that  the  company  uses  to  market  its  products  exter¬ 
nally,”  he  says. 


We  invite  our  users  to  a 
presentation  about  the 
project.  A  few  beers  and 
a  few  shrimp  make  it  all 
go  down  very  smoothly.” 

-Marco  Tapia 
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WHY  MOST 
COMPANIES 
NEVER  SEE 


THE  BIG  RESULTS 

E-COMMERCE 

IS  SUPPOSED  TO  BRING. 


Linder  the  surface,  the  reality  is  enormously  difficult. 

Today's  e-commerce  solutions  require  that  business  partners  have 
more  in  common  than  a  desire  to  do  business  together. 

They  all  require  shared  commitments  to  software  or  hardware  to  exchange  information. 
Some  of  your  partners  will  agree.  Most  won't. 

And  all  you'll  ever  see  is  the  tip  of  the  e-commerce  opportunity. 


So  we  created  something  different.  Artios  is  a  service. 

No  software  requirements.  No  hardware  requirements. 

And  since  everybody  can  agree  to  that,  Artios  enables  everyone  to  connect. 
And  e-commerce  pays  off.  For  more  information,  visit  www.artios.com. 


THE  NEW  ECONOMICS  OF  E-COMMERCE* 


User  Relations 


Tapia  believes  that  Internet  technology  has  actually  made  it 
easier  to  serve  his  customers.  Although  it  has  increased  cus¬ 
tomer  expectations,  the  Web  has  also  encouraged  alignment 
between  business  executives  and  IT.  “Senior  executives  under¬ 
stand  what  the  Internet  can  do  for  the  company  and  its  cus¬ 
tomers,”  says  Tapia.  “For  the  first  time,  [business  executives] 
are  receptive  to  IT.” 

4  STARTING 
FROM  SCRATCH 

Unisa  CIO  rebuilds  a  dysfunctional 
organization  and  improves  department 
responsiveness 


You  have  to  walk  before  you  can  run,  and  you  have  to  deliver 
basic  service  well  before  you  can  rise  to  a  level  of  excellence. 
That’s  the  lesson  Joe  Gagliardi  learned  two  years  ago  when 
he  became  CIO  at  Unisa  of  America,  a  privately  held  Miami 
manufacturer  of  women’s  shoes. 

Gagliardi  found  himself  walking  into  a  “terrorized  mess.” 
IT  support  had  been  distributed  to  the  business  units,  and 
when  those  support  people  left  the  company,  they  were  very 
difficult  to  replace,  since  there  were  no  documented  depart¬ 
mental  procedures  nor  standardized  technologies.  Con¬ 
sequently,  many  departments  were  muddling  along  without 
any  IT  support,  and  people  were  angry.  “The  infrastructure 
badly  needed  help,”  says  Gagliardi. 

“IT  was  disorganized  in  those  days,”  recalls  Ed  Bertuccelli, 
vice  president  of  finance  and  a  six-year  employee  of  Unisa.  “I 
had  problems  getting  [the  department]  to  update  certain  systems. 

When  I  asked  for  enhance¬ 
ments,  I  was  told,  ‘That’s  im¬ 
possible.’  It  was  discouraging. 
You’d  want  to  try  to  improve 
things,  but  you  weren’t  getting 
the  service  you  needed  [from 
IT]  to  do  your  job  to  the  best 
of  your  ability.” 

Another  problem  was  that 
for  years  the  company  had 
been  relying  on  e-mail  as  a  pri¬ 
mary  business  collaboration 
tool,  but  no  one  in  IT  had  ever 
bothered  to  make  sure  that  the 
e-mail  system  was  being 
backed  up.  “If  you  lost  e-mail, 
you  would  lose  business  data. 
No  one  ever  captured  that 
before,”  says  Gagliardi. 

In  addition,  all  seven  mem¬ 
bers  of  the  IT  staff  were  qual¬ 
ified  AS/400  programmers 
who  over  the  years  had  been 
drafted  into  doing  day-to-day 
support  (hardly  the  best  use  of 
these  highly  skilled  people).  To 
make  matters  worse,  six 
months  after  joining  the  com¬ 
pany,  Gagliardi’s  staff  had  all 
left.  But  instead  of  running  for 
greener  pastures,  he  seized 
that  opportunity  to  centralize 
the  IT  organization  and  imple¬ 
ment  a  standard  desktop. 
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How  to  trust  your  entire  business 
plan  to  a  bi-coastal  IT  network 
and  still  sleep  through  the  night. 
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Beil  Atlantic  introduces  long  distance 
data  services.  Remember  when  your  networks 
did  support  functions  only?  Well,  now  there's  a  lot 
more  at  stake — your  revenue  stream,  for  example. 
And  that's  pressure.  That's  why  we're  here.  To  help 
you  develop  end-to-end  data  networks  just  about 
anywhere.  Private  Line.  Frame  Relay.  ATM. 

We  can  now  carry  all  these  services  long  distance,  so 
we're  better  equipped  than  ever  to  tackle  any  major 
networking  problem.  Take  the  pressure  off.  Put  it 
on  us.  Tell  us  your  business  plan.  You'll  find  we  can 
plan,  build,  maintain,  and  manage  just  about  any 
network  you  can  envision.  Contact  your  Bell  Atlantic 
Account  Manager,  or  call  1  800  846-1200,  ext.  8005. 


i 


Long  Distance  Service  is  offered  to  businesses  in  New  York  and  provided  by  Bell  Atlantic  Business  Services. 
Certain  restrictions  apply.  ATM  available  third  quarter  2000. 
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Gagliardi  also  took  a  different  approach  to  replenishing 
his  staff:  Rather  than  hiring  only  highly  qualified — and  highly 
paid — programmers,  he  hired  three  seasoned  programmers 
and  recruited  a  number  of  recent  college  graduates — not  even 
ones  who  had  technical  skills.  But  Gagliardi  did  have  cer¬ 
tain  requirements:  “I  looked  for  the  talkative  ones.  I  asked 
them  silly  questions  just  to  see  if  they  laughed  a  little,”  he 
says.  Those  who  did  were  hired  to  be  “operators,”  or  sup¬ 
port  people.  Gagliardi  also  made  sure  that  those  support  peo- 


Bright  Ideas 

Simple  ways  to  beef  up  your  internal  customer  service 


pie  could  speak  Spanish,  since  Spanish  is  the  first  language 
of  three-quarters  of  the  people  in  the  Miami  office.  (One 
programmer  speaks  Chinese,  which  helps  when  dealing  with 
the  factory  in  Taiwan.)  The  skilled  programmers,  meanwhile, 
were  free  to  focus  on  development  work,  including  main¬ 
taining  and  upgrading  the  company’s  homegrown  PC-based 
ERP  system. 

Accustomed  to  having  their  own  dedicated  support  per¬ 
son,  users  were  up  in  arms  at  the  prospect  of  calling  a  central 
support  number — fearing  that  IT  would  be  less  responsive 
than  ever.  So  Gagliardi  implemented  a  special  411  support 
number  for  the  highest-priority  requests.  And  over  time,  he 
got  users  with  less  immediate  problems  to  voice  their  requests 


in  e-mails  or  to  call  a  second-tier  number  for  help.  Since  IT 
people  have  proven  that  user  needs  will  be  addressed  within 
a  reasonable  amount  of  time,  users  are  not  as  quick  to  push  the 
panic  button.  “[The  411  number]  works  very  well,”  confirms 
Bertuccelli.  “It’s  much  less  disruptive.  You  don’t  have  to  page 
[the  support  person]  or  go  looking  for  [that  individual].  It’s 
helped  productivity.” 

It  took  about  a  year  to  train  the  new  support  people  and 
to  work  out  years  of  kinks  that  had  made  their  way  into 

the  systems.  All  of  Gagliardi’s  hard 
work  did  pay  off.  IT  service  has 
improved  greatly  since  Gagliardi 
came  on  board,  says  Bertuccelli. 
“There  are  fewer  errors,  computers 
are  standardized,  and  there’s  more 
uptime,”  he  adds. 

However,  Gagliardi  says  that  one 
item  remains  on  the  IT  to-do  list: 
improving  end  user  training.  But  since 
their  operational  needs  are  addressed 
quickly,  users  are  more  inclined  to 
give  IT  leeway  on  such  training  pro¬ 
jects  and  on  developing  long-term 
strategic  applications.  Says  Gagliardi, 
“You  have  to  understand  what  users 
are  screaming  about.  Most  of  the 
time,  they’re  screaming  about  opera¬ 
tional  issues.  The  applications  are  a 
long-term  strategic  project.  As  long 
as  they  can  see  steady  progress  on  the 
applications,  they’re  patient.” 

Interestingly,  Gagliardi  may  be  one 
of  the  last  U.S.  CIOs  (certainly  the 
only  one  among  these  four)  with 
the  luxury  of  operating  in  a  pre- 
e-commerce  environment.  Unisa 
senior  managers,  who  have  no  retail¬ 
ing  experience,  are  in  the  process  of  deciding  whether  to  tar¬ 
get  B2C  e-commerce  or  focus  on  a  B2B  supply  chain  initia¬ 
tive.  Neither  project  is  in  the  works  yet.  And  Gagliardi  is  nat¬ 
urally  leery  of  the  explosion  in  user  expectations  that  will 
surely  follow  the  company’s  foray  into  e-commerce.  Even 
patient  users  may  lose  their  tolerance  once  they  get  a  taste  of 
Internet  life.  Gagliardi  is  trying  to  stem  that  tide  for  as  long 
as  possible.  “I’ve  been  saying  to  my  boss,  ‘Please  don’t  do  that 
to  me.  We  are  not  set  up  for  this.’”  H0 


Do  you  have  an  interesting  approach  to  managing  user  relationships?  Send 
it  to  Managing  Editor  Cheryl  Asselin  at  casselin@cio.com.  Lauren  Gibbons 
Paul  ( iaurenpaui@mediaone.net )  is  a  freelance  writer  in  Waban,  Mass. 


Make  411  the  help-desk  number  so  that  users  don’t  have  to  remember  yet  another  number. 
Or  print  business  cards  that  include  contact  information. 

Establish  clear  service-level  agreements  with  internal  clients.  Let  certain  user  groups  cus¬ 
tomize  their  SLAs  (at  a  higher  charge-back  rate). 

Throw  launch  parties  after  a  successful  technology  project  or  application  has  been  rolled  out. 

Distribute  a  monthly  or  quarterly  newsletter  on  what  IT  has  in  the  works  and  on  the  hori¬ 
zon.  Solicit  contributions  from  users.  Make  hard  copies  of  the  newsletter,  as  well  as  dis¬ 
tributing  it  on  the  intranet  and  via  e-mail.  Then  let  individuals  select  their  desired  mode 
of  delivery. 

Appoint  an  IT  “communications  officer"  to  function  as  ombudsman  and  facilitator  in  business- 
IT  issues. 

Assign  the  most  critical  departments  their  own  IT  account  manager. 

Offer  users  the  opportunity  to  bring  in  external  customers  to  showcase  a  particularly 
successful  IT  application  or  service.  -L.G.  Paul 
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Cable  Systems 

(Formerly,  Siecor  )  www.siecor.com 


It's  no  mystery  why  more  major  corporations,  universities 
and  financial  institutions  rely  on  LAN  scape  to  run 
their  day-to-day  business.  You  see,  only  LANscapes 
superior  fiber  optic  cabling  solutions  arc  flexible 
enough  to  accommodate  everyone’s  specific  needs.  And 
only  LANscape  offers  you  a  complete,  customizable 
fiber  optic  solution  with  a  25-year  warranty.  So  if  someone 
else  claims  to  have  a  better  solution,  you'll  know  that 
it’s  strictly  science-fiction.  Call  1.800.844.2051  for  your 
customized  LANscape  Solution  Brochure 


and  Fiber  Optic 
Design  Guide. 


Fiber  Cabling  Solutions  for  Premises  Networks 


More  Band  width  MoreChoices  More  Experience  MoreSupport  MoreRe  liable  More  Density.  More  Performance 


..More  At fordable 


ILLUSTRATION  BV  SIEVE  DININNO 


Integration 


If  your  site  is  strewn  with 

abandoned  shopping  carts, 

equipping  your  call  center  to  handle 
e-mail  and  online  chat  can  help. 


Of  course,  that’s  easier  said  than  done... 

BY  DEREK  SLATER 


In  the  best  retail  stores,  service  is  always 

available  but  never  intrusive.  The  signage  is  clear,  the  store 
layout  inviting,  the  Muzak  pleasant.  And  the  customer 
browses  uninterrupted— until  he  has  a  question.  Then- 
whoosh— the  salesclerk  appears  immediately.  May 
I  help  you?  Will  customers  accept  anything  less  from 

online  shopping?  More  and  more 
businesses  suffering  from  the 
abandoned-shopping-cart  problem 
think  not.  Many  companies— not 
just  retailers— are  attempting 


Reader  ROI 

►  Discover  how  three 
companies  provide  top 
online  support 

►  Learn  ways  to  integrate 
all  incoming  customer 
contact 

►  Read  about  the  latest 
in  voice-over-IP 
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“CUSTOMERS  SHOULD  GET  T1 
THEY  COME  IN  THROU 


-Wayne  Sadin,  CIO,  Bank  United 


nationally  offered  mortgage  and  lending  businesses.  Wayne 
Sadin,  executive  vice  president  and  CIO,  was  brought  in  two 
years  ago  to  address  the  chairman’s  desire  to  move  BU  from  lag¬ 
gard  to  leader  in  e-commerce.  Sadin  describes  Bank  United  as 
“a  technology  turnaround.” 

“We  call  our  strategy  ‘channel  congruence,”’  Sadin  says. 
“Customers  should  get  the  same  data  in  the  same  format,  no 
matter  what  channel  they  come  in  through.  We  don’t  view 
online  banking  as  a  different  bank.”  However,  call  center  per¬ 
sonnel  skills  and  training  issues  rise  to  the  forefront  in  such  a 
move.  The  issue  of  “blending”  has  been  around  call  centers 
for  a  long  time — can  a  single  representative  handle  both  in¬ 
bound  and  outbound  calls?  It’s  important  because  having  an 


to  replicate  online  the  benefits 
of  live  customer  support.  When 
customers  have  questions — 
click — they  connect  to  live  sup¬ 
port,  using  their  preferred  med¬ 
ium — e-mail,  chat  session  or 
even  a  phone  conversation 
with  a  representative  who  can 
push  webpages  to  them. 

Providing  that  level  of  sup¬ 
port  is  no  trivial  task.  The  nat¬ 
ural  place  to  route  incoming 
customer  contact,  regardless  of 
the  medium  by  which  that  con¬ 
tact  arrives,  is  the  call  center — 
in  fact,  on  the  conference  circuit 
the  term  “customer  interaction 
center”  has  become  more  fash¬ 
ionable.  After  all,  most  compa¬ 
nies  have  support  representa¬ 
tives  standing  by;  why  not  lever¬ 
age  that  human  infrastructure 
and  expertise  to  handle  all  kinds 
of  contact?  However,  connect¬ 
ing  those  centers  with  the  In¬ 
ternet  poses  thorny  technical 
and  personnel  issues.  The  tech¬ 
nologies  and  products  are  fairly 
new,  and  the  skill  sets  are  not 
entirely  the  same  for  phone  and 
Web  support  agents.  But  the 
potential  benefits  are  compel¬ 
ling.  Bringing  all  customer  interactions  through  one  center  ulti¬ 
mately  can  help  companies  develop  a  single  view  of  the  cus¬ 
tomer,  do  more  targeted  marketing  and  lower  manpower  costs. 
Here,  three  veterans  share  the  tips  and  tactics  they  have  gleaned 
in  their  early  Web/call  center  integration  efforts. 


Banking  Through  Many  Channels 

BANK  UNITED  ( WWW.BANKUNITED.COM ) 

Bank  United,  the  self-described  “largest  depository  institution 
headquartered  in  Texas,”  runs  two  networked  call  centers  in 
Houston  with  about  325  total  seats.  These  centers  support  the 
regional  banking  business  (roughly  150  branches)  as  well  as 
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ambidextrous  staff  allows  the  call  center  to  use  its  manpower 
more  productively.  If  incoming  calls  for  support  hit  a  lull,  the 
agents  can  start  making  outbound  sales  calls.  Integrating  mul¬ 
tiple  contact  modes  into  the  call  center  raises  blending  questions 
of  another  sort:  The  verbal  skills  that  make  for  great  phone  sup¬ 
port  don’t  necessarily  help  an  agent  handle  written  e-mail  or 
Web  chat  in  a  professional  manner. 

Bank  United’s  call  center  pay  scale  now  refleas  agents’  ability 
to  handle  multiple  media;  employees  move  to  higher  grades  as 
they  become  more  versatile.  And  the  bank  uses  a  “media  blend¬ 
ing  portal”  from  Aspect  Communications  to  perform  skills- 
based  routing,  sending  both  calls  and  e-mails — and  eventually 
Web  chat — to  representatives  with  the  appropriate  skills. 

Not  that  there  weren’t  some  purely  technical  issues  for  Bank 
United  to  address.  “Before  we  could  do  this  [integration],  we 
had  to  do  forklift  infrastructure  upgrades.  We  spent  a  couple 
million  dollars  and  had  over  a  year  of  work  making  upgrades 
even.’  weekend,”  Sadin  says. 

Bank  United  didn’t  want  to  tackle  every  piece  of  the  Web/call 
center  connection  simultaneously.  It  picked  e-mail  support  as 
the  first  priority,  with  Web  chat  to  be  added  later.  However, 
Sadin  says  prioritization  of  one  channel  over  another  is  not  as 
simple  as  saving  “phone  is  more  important  than  e-mail.”  True, 
telephone  callers  expect  a  more-or-less  instant  response;  typi¬ 
cally  e-mailers  can  wait  a  few  hours.  That  means  an  agent  han¬ 
dling  an  e-mail  might  be  instructed  to  set  aside  that  task 
midmessage  in  order  to  take  an  urgent  call.  “But  e-mail  is  a 
primary  communication  medium  for  many  business-to-business 
customers,”  Sadin  notes.  “In  some  cases  they  may  need  an 


immediate  response — say  the  stock  market  is  going  to  close  in 
10  minutes,”  he  says.  So  now  Bank  United  is  mulling  over  the 
possibility  of  classifying  incoming  e-mail  as  “preemptable  or 
nonpreemptable.  ” 

It’s  the  kind  of  unresolved  issue  that  exemplifies  the  chal¬ 
lenges  of  bringing  multiple  channels  of  communication  into  one 
place.  “As  you  expand  into  each  new  channel,  new  issues  come 
up,”  Sadin  says. 

An  Integrated  Approach 

STREAM  INTERNATIONAL  ( WWW.STREAM.COM ) 

Stream  International’s  call  centers  are  its  business.  The  company 
began  life  as  Corporate  Software,  providing  telephone  techni¬ 
cal  support  for  major  software  vendors.  It  became  Stream  upon 
merging  with  Global  Software  Service,  a  business  unit  of  R.R. 
Donnelley  and  Sons;  now  Stream  has  diversified  its  customer 
base,  handling  technical  support  for  financial  institutions,  for 
example.  Growing  about  50  percent  per  year.  Stream  operates 
six  U.S.  and  four  European  call  centers,  with  more  on  the  way. 

Stream  started  building  its  electronic  support  capabilities 
about  four  years  ago — since  it  had  a  call  center  full  of  highly 
technical  employees  who  liked  to  tinker  in  their  downtime. 
Lloyd  Linnell,  chief  technical  officer  at  the  Canton,  Mass.-based 
company,  says  that  even  two  years  ago,  Stream  had  to  cobble 
together  its  own  integrated  approach  to  elearonic  support  and 
often  worked  with  small  vendors — such  as  chat  vendor 
NetEffects — to  help  them  build  up  more  robust  call  center  offer¬ 
ings.  Now,  he  says,  vendors  are  starting  to  consolidate,  and 


VOICE-OVER-IP:  WALK,  DON’T  RUN 


Voice-over-IP  (VoIP)  uses  the  Internet 
to  establish  a  telephone-style 
connection.  That  means  a  customer 
looking  at  the  corporate  homepage  can  click 
a  button  and  hook  up  with  a  service 
representative  for  a  conversation  through 
the  PC.  This  arrangement  has  potential;  it 
allows  for  a  voice  interaction  while  the  rep 
and  customer  look  at  the  same  pages— and 
all  this  without  the  disadvantages  of  the 
“call  me  back”  approach,  which  either 
requires  a  second  phone  line  or  demands 
that  the  customer  log  off  the  Web  while 
speaking  to  the  call  center. 


Despite  its  potential,  VoIP  hasn’t  hit  the 
big  time  yet.  Bank  United,  Stream 
International  and  Lands’  End  say  they  are 
keeping  an  eye  on  voice-over-IP  but  that 
demand  is  still  fairly  low  and  the  technology 
not  quite  reliable  enough.  Some  sites  are 
using  this  approach,  such  as  jewelry  site 
Miadora  ( www.miadora.com ),  but  most  are 
taking  the  wait-and-see  stance.  “The  idea  is 
a  great  benefit  to  the  customer,  but  the 
timing  isn’t  quite  right  yet,"  says  Jeremy 
Hauser,  research  and  analysis  specialist  at 
direct  retailer  Lands'  End. 

Lloyd  Linnell,  CTO  of  Stream  Inter¬ 


national,  says  that  voice-over-IP  will  eventu¬ 
ally  make  it  big,  and,  he  says,  there  are 
worthwhile  steps  CIOs  can  take  today  to 
prepare  for  that  eventuality.  “Most  people 
think  of  IP  as  the  Internet,"  Linnell  says,  “but 
there  are  other  places  you  can  use  it  right 
away  with  more  value."  For  example,  Linnell 
says  using  VoIP  within  the  call  center 
eliminates  the  need  for  separate  voice  and 
data  network  infrastructures,  potentially 
saving  lots  of  money.  That’s  an  issue  CIOs 
can  work  on  today  while  standards  for 
Internet  VoIP  emerge  and  quality-of-service 
issues  are  resolved.  -D.  Slater 
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PEOPLE  TH 

PPORTUNI' 


Y  TO  TYPE. 


-Lloyd  Linnell,  CTO,  Stream  International 


Stream  is  taking  a  different  tack.  “We’re  looking  at  bigger  ven¬ 
dors  because  you  need  that  engineering  muscle,”  he  explains.  “I 
think  the  market  will  wind  up  with  half  a  dozen  titans — for 
example,  Lucent,  Nortel,  Cisco,  Genesys.” 

This  activity  in  the  vendor  space  should  be  music  to  the  ears 
of  any  CIO  who  has  spent  time  patching  together  the  custom¬ 
ary  melange  of  call  center  applications.  The  disadvantage  is  that 
it  will  be  harder  to  swap  out  individual  pieces,  but  for  infor¬ 
mation  executives  who  have  grappled  with  integrating  dozens 
of  vendors  in  the  call  center,  that’s  a  small  price  to  pay.  “You 
want  common  interfaces  and  also  a  single  set  of  business  rules 
for  parsing,  categorizing  and  routing”  incoming  contacts, 
whether  via  voice  or  Internet,  Linnell  says.  “Plus  you  want  a 


link  to  the  customer  relationship  manage¬ 
ment  piece.  Nobody  is  quite  there  yet 
today,  but  all  the  big  vendors  have  road 
maps,  and  in  12  months  you’ll  be  able  to 
buy  that  [integrated  suite].” 

Meanwhile,  Stream  has  discovered  a 
number  of  useful  methods  for  handling 
e-mail  support.  “Whenever  possible,  don’t 
give  people  the  opportunity  to  type,”  Lin¬ 
nell  says.  Stream  helps  its  clients  format 
incoming  e-mail  as  much  as  possible. 
Customers  sending  e-mail  from  a  Stream 
client’s  website,  for  example,  might  be  pre¬ 
sented  with  a  series  of  radio  buttons  to 
check  rather  than  simply  a  blank  page  and 
a  blinking  cursor.  That  formatting  allows 
Stream’s  Microsoft  Exchange  servers  to 
parse  e-mail  into  queues  based  on  content. 

Agents  in  the  call  center  are  certified  to 
handle  queues  appropriate  for  their  prod¬ 
uct  knowledge.  When  an  agent  sits  down 
to  answer  a  technical  question  about  net¬ 
work  interface  cards,  up  pops  a  set  of 
macro  buttons  that  link  to  related  FAQ 
documents  and  knowledge  bases.  Linnell 
says  that  in  this  way,  agents  are  able  to  han¬ 
dle  90  percent  of  all  e-mail  in  point-and- 
click  fashion,  using  the  macro  buttons  to 
drop  appropriate  text  into  the  e-mail  re¬ 
sponse.  This  approach  saves  time  and  also 
helps  assure  technical  and  grammatical 
accuracy.  When  agents  start  at  Stream,  all  of  their  written  com¬ 
munications  pass  through  quality  control  before  going  out  to 
the  customer;  as  agents  build  and  demonstrate  expertise  they 
eventually  get  “certified”  so  that  quality  control  checks  are  done 
only  on  a  spot  basis. 

These  e-mails  are  integrated  with  customer  records  from 
support  phone  calls.  That  means  when  a  Stream  agent  picks 
up  a  call,  the  customer  information  that  pops  up  onscreen 
includes  the  information  that  has  already  been  sent  to  that  cus¬ 
tomer  by  e-mail,  if  any.  In  fact,  Linnell  says  the  benefits  of  inte¬ 
gration  are  so  strong  that  his  company  won’t  handle  e-mail  sup¬ 
port  for  a  client  unless  the  client  also  sources  its  phone  sup¬ 
port  with  Stream. 
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Home  Depot  knows  their  in-store  specialists  must  help  customers 
find  the  tools  and  information  they  need  to  get  their  home 
improvement  jobs  done.  But  there  aren't  any  retail  specialists  in 
cyberspace,  and  customers  won’t  stay  at  a  site  where  their  search  for 
products  and  services  gets  unsatisfactory — or  worse  yet — zero 


results.  That’s  why  HomeDepot.com  uses  Verity’s  award-winning 
search  application.  With  Verity,  HomeDepot.com  customers  quickly 
find  what  they  need.  Are  you  using  the  right  tool  for  the  right  job? 
Contact  Verity  to  discover  how  the  power  of  precision  search  will  add 
value  to  your  site’s  bottom  line. 


Turning  browsers  into  buyers. 

www.verity.com/ecommerce 


Powering  Business  Portals 
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Real-Time  Online  Service 

LANDS’  END  ( WWW.LANDSEND.COM ) 

Lands’  End,  a  clothing-and-gift  direct  merchant,  supports  its  cat¬ 
alog  and  online  retail  business  from  its  Dodgeville,  Wis.,  head¬ 
quarters.  On  an  average  day,  Lands’  End  handles  40,000  to 
50,000  calls.  Leading  up  to  the  holiday  season,  call  volume 
spikes  up  to  100,000  daily.  Competition  in  Lands’  End’s  core 
market  is  fierce  and  fought  on  the  basis  of  customer  service  as 
much  as  anything  else.  Lands’  End’s  latest  volley  in  that  battle 
is  Lands’  End  Live  (LEL),  which  debuted  on  the  Web  in  October 
1999.  LEL  is  an  attempt  to  more  closely  mirror  the  live  shopping 
experience  by  connecting  the  customer  to  a  service  rep  (“per¬ 
sonal  shopper”  in  Lands’  End  parlance)  in  real-time.  Customers 


interact  with  CSRs  through  text  chat  boxes,  and  agents  can  push 
webpages  to  customers’  browsers  to  help  them  navigate  through 
the  site  or  find  products.  Customers  with  a  second  phone  line 
can  opt  for  a  phone  conversation  instead  of  online  chat. 

Jeremy  Hauser,  a  Lands’  End  research  and  analysis  specialist, 
says  his  company  felt  that  live,  online  support  was  “an  imper¬ 
ative”  in  order  to  stay  at  the  forefront  of  customer  service.  How 
to  do  it,  though,  was  less  clear.  The  retailer  examined  a  half-dozen 
approaches,  including  outsourcing  to  third  parties  who  would 
either  simply  host  the  applications  for  remote  access  by  Lands’ 
End  personnel  or  provide  the  support  entirely.  Ultimately,  the 
company  chose  a  turnkey  Cisco  hardware  and  software  solution. 
The  LEL  application  runs  on  its  own  server. 


F  THE  FOREFRONT 
LIVE,  ONLINE  SU 


STOMER  SERVICE, 

RT  WAS  “AN  IMPERATIVE.” 

-Jeremy  Hauser,  Research/Analysis  Specialist,  Lands’  End 


Got  any  smart  tricks  for  managing  customer  touch- 
points?  Reach  Executive  Editor  Derek  Slater’s  con¬ 
tact  center  at  dslater@cio.com. 


Three  key  factors  played  into  this  deci¬ 
sion,  according  to  Hauser.  One,  Lands’  End 
didn’t  want  to  outsource  the  personnel  han¬ 
dling  the  calls.  For  a  company  that  attempts 
to  differentiate  itself  on  customer  service, 
Hauser  said  that  option  was  uncomfortable. 
Two,  the  company  wanted  a  vendor  with 
experience  handling  call  center  integration, 
which  Cisco  had.  Three,  the  system  fit  in 
with  Lands’  End’s  existing  IT  infrastruc¬ 
ture.  Hauser  says  the  Cisco  box  runs  on 
Solaris,  and  Lands’  End  already  had  Unix 
expertise  on  staff.  The  LEL  application  is 
entirely  browser-based,  which  simplified 
training.  New  agents  receive  more  than  70 
hours  of  training  on  Lands’  End  products 
and  services;  using  the  LEL  application  itself 
requires  only  an  extra  half-day  of  training. 

LEL  has  been  running  since  October 
1999.  Hauser  says  the  company  has  done 
no  formal  cost  justification,  but  that  “thou¬ 
sands”  of  customers  use  the  LEL  system 
every  day.  “We’re  trying  to  track  their  satis¬ 
faction  by  looking  at  transcripts  and  polling 
our  CSRs,”  he  says.  BE] 
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The  CIO  100  Symposium,  an  annual  program 
held  in  conjunction  with  the  CIO  100 
Special  Issue  of  CIO  Magazine, 
recognizes  Leadership  and 
Innovation  for  the  Future  of 
the  Enterprise ;  and  honors  the 
outstanding  achievements  of  100 
industry-leading  organizations. 

This  year’s  CIO  100  award¬ 
winning  companies  are  leaders  in  the 
realm  of  customer  relationship  management 
(CRM).  By  utilizing  a  combination  of  technology  and  innovative  customer  service 
strategies,  these  leading  companies  have  effectively  increased  their  market  share  and 
built  loyal  customer  bases. 

Geoff  Moore,  founder  of  The  Chasm  Group  and  author  of  Living  on  the 
Faultline:  Managing  for  Shareholder  Value  in  the  Age  of  the  Internet,  returns  as 
our  Symposium  moderator.  Over  three  days,  400  CIOs,  CEOs  and  senior  executives 
engage  in  interactive  presentations  and  thought-provoking  discussions.  Participants 
learn  the  latest  results  on  the  B2B  marketplace,  how  to  develop  the  best  Internet 
security  plans,  and  award-winning  CRM  strategies.  The  Symposium  ends  with  a 
presentation  on  the  importance  of  leadership  abilities  by  retired  Four-Star  General, 
Wesley  K.  Clark. 


To  enroll  or  for  more  information,  call  800  355-0246  or 
visit  our  Web  site  at  www.cio.com/conferences 
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SUNDAY,  AUGUST  13 
Registration 

Riverwalk  Golf  Tournament 

CIO  hosts  a  golf  tournament  at  the  Riverwalk  —  San 
Diego's  newly  redesigned  championship  golf  course. 

Cafe  1 00  Reception 

Meet  other  participants,  Award  honorees  and  Symposium 
Partners  in  our  informal  living  room. 

MONDAY  AUGUST  14 
Registration  and  Breakfast 

Opening  Remarks  and  KnowPulse5MPoll 

Gary  Beach 

Group  Publisher 

CIO  Communications,  Inc. 

Be  sure  your  views  are  represented  in  this  groundbreaking 
poll. 

CIO  100  Introduction  and  Welcome 
SYMPOSIUM  MODERATOR 

Geoffrey  Moore 
Founder  and  President 
The  Chasm  Group 

One  of  the  world's  foremost  high  technology  gurus,  Moore 
returns  as  the  CIO  100  Symposium  moderator  and  kicks  off 
the  program. 

Culture  on  the  Fault  Line:  How  Large  Companies  Can  Be 
Nimble  in  Technology-Enabled  Markets 

Moore  provides  new  models  to  help  analyze  and  change 
current  business  practices  to  meet  and  surpass  the 
challenges  of  the  marketplace. 

Luncheon 

From  No  to  Yo!  Making  the  Transition  from  CIO  to  CEO 

Katherine  Hudson 
President  and  CEO 
Brady  Corporation 

Katherine  Hudson  is  president  and  CEO  of  Brady 
Corporation^  $471 M  international  manufacturer  of 
identification  and  material  solution  products.  Prior  to  Brady 
Corporation,  Hudson  was  CIO  of  Kodak.  Hudson  discusses 
the  advantages  and  disadvantages  of  being  a  CIO  and  how 
this  affected  her  next  step  to  CEO. 

Industry  Briefing  Sessions 

The  Symposium  Partners  lead  informative  and  innovative 
industry  briefing  sessions  giving  you  the  latest  pulse  on 
the  information  market. 

Case  Studies  Highlighting  the  Latest  Results  on  the 
Business  to  Business  (B2B)  Marketplace 

Find  out  what  the  challenges  are  in  forming  these 
exchanges.  Identify  the  success  factors  for  these  different 
trading  models;  how  are  they  attracting  suppliers  and  what 
are  the  long  term  benefits? 

B2B  PANELISTS 

David  Giometti 

Vice  President  of  Vendor  Relations 
Sears,  Roebuck  &  Co. 


Roberta  Kowalishin 

Vice  President  ofTechnoiogy  Ventures 

CheMatch.com 

Cafe  100  Reception 

TUESDAY  AUGUST  15 
Breakfast 

Day  Two  Kickoff  and  Executive  Exchanges  on 
Customer  Relationship  Management 

Moderator  Geoffrey  Moore 
Founder  and  President 
The  Chasm  Group 

Customer  relationship  management  (CRM)  has  become 
the  mantra  for  organizations  that  want  to  move  past  cost¬ 
cutting  measures  to  achieve  growth,  increase  market  share 
and  build  customer  loyalty.  Moore  leads  a  discussion  on 
the  current  CRM  marketplace  and  its  effect  on  the  Internet, 
and  sets  the  stage  for  an  Award  honoree  presentation. 


EXPERIENCE  The  Famous  Hotel  del  Coronado 
A  perfect  place  for  a  working  vacation,  the 
del  Coronado  offers  a  relaxing  setting  to  reflect 
on  lessons  learned  and  actions  to  take  when 
you  get  back  to  the  office. 


Learn  How  American  Airlines  Soars  to 
Meet  Its  Customers'  Needs 

Scott  Nason 

Vice  President  and  CIO 

American  Airlines 

John  Samuel 

Vice  President,  interactive  Marketing 
American  Airlines 

A  CIO  1 00  Award  honoree,  American  Airlines  has  been  a 
pioneer  in  utilizing  technology  to  effectively  meet  its 
customers'  needs.  Scott  Nason,  vice  president  &  CIO,  and 
John  Samuel,  vice  president  of  interactive  marketing,  share 
how  they  continually  personalize  their  services  to  satisfy 
customers  and  increase  revenues. 

Fostering  Creativity  and  Originality  in 
Our  Organizations 

Mike  Vance 

Chairman  and  Co-founder 

The  Creative  Thinking  Association  of  America 

Vance  engages  us  in  a  lively  discussion  on  how  to  cultivate 
continuous  innovation  and  creativity  in  our  organizations. 


Through  scores  of  dynamic  and  oftentimes  humorous  real 
life  examples,  participants  learn  how  to  apply  these  key 
strategies  in  their  workforce  and  careers. 

Luncheon 

Executive  Mindshare  Sessions 

Led  by  senior  CIO  Editors,  these  small  intimate  groups 
exchange  experiences  and  solutions  on  the  following  topics: 

•  Developing  and  Refining  Your  E-Business  Strategy 

•  Business  to  Business  E-Commerce  Success  Stories 

•  Fostering  Innovation  in  Your  Organization 

•  Maximizing  the  Customer  Relationship 

•  Leadership:  New  Economy,  New  Challenges 

Bring  ideas,  questions,  concerns  and  actual  examples  to 
the  sessions. 

Cafe  1 00  Reception 

CIO  1 00  Awards  Dinner  and  Ceremony 

All  participants  are  invited  to  attend  a  special  black  tie 
reception,  dinner  and  awards  ceremony  on  Tuesday 
evening  recognizing  this  year's  CIO  100  Award  honorees. 
The  "Oscars"  of  the  IT  industry,  the  event  features  cham¬ 
pagnes  six-course  gourmet  dinner,  and  a  presentation  of 
the  CIO  100  Award  to  all  honorees. 

WEDNESDAY  AUGUST  16 
Breakfast 

KnowPulse  Poll  Results 

Lew  McCreary 
Editorial  Director 
CIO  Magazine 
Editor-in-Chief 
Darwin  Magazine 

After  the  Business  Plan:  Internet  Security 

John  Puckett 
CTO  &  CIO 
toysmart.com 
Co-Chairman 
Private  Sector  Council 

John  Puckett,  co-chairman  of  the  Private  Sector  Council 
in  Washington  D.C.  and  CTO  and  CIO  of  toysmart.com, 
addresses  security  threats.  Are  they  real?  What  measures 
can  be  taken  to  achieve  an  acceptable  level  of  security? 
Puckett  also  outlines  how  the  best  security  plans  and 
policies  should  be  developed. 

Leadership  in  the  Age  of  Promise 

Wesley  K.  Clark 
Four-Star  General 
United  States  Army  (Ret.) 

Wes  Clark, former  Supreme  Allied  Commander  of  Europe,  pos¬ 
sesses  one  of  the  nation's  most  distinguished  and  significant 
records  of  military  service.  His  leadership  experiences  have 
taken  him  from  Vietnam  to  Latin  America  and  ultimately  to 
the  position  of  NATO's  Supreme  Allied  Commander.  In  this 
session,  Clark  presents  a  dynamic  view  of  leadership  based 
on  honor, conviction  and  action. 

Summary  and  Closing  Remarks 

Moderator  Geoffrey  Moore 
Founder  and  President 
The  Chasm  Group 


CIO  100  Symposium  and  Awards SM 
August  13  -  16,  2000 
Hotel  del  Coronado 
San  Diego,  CA 

Enrollment  Application 


Please  attach  business  card  here 
( required ) 


TJYl 


Name: _ Telephone: _ 

Title: _ Facsimile:, _ 

Company: _ 

Address: _ Mail  Stop: _ 

City,  State,  Zip: _ 

E-mail  Address: _ Web  site  URL:. 

Name  as  you  want  it  to  appear  on  your  badge: _ 

□  I  will  bring  a  companion  at  the  cost  of  $350.  Name  of  my  companion: _ 

(Please  note  Companion  Program  details  under  enrollment  fees) 

What  Is... 

Your  primary  industry? _ 

Your  organization’s  annual  revenues  or  assets? _ 

Your  annual  IT  budget? _ 

Enrollment  Fees: 

O  $2,900  IS  Practitioner/Executive 

Please  make  your  hotel  reservations  immediately  by  calling  the  Hotel  del 
Coronado  at  619  435-0011.  To  receive  the  discounted  rate,  please  mention  that 
you  are  attending  the  CIO  100  Symposium  when  making  your  reservations.  This 
fee  does  not  include  hotel. 

O  $3,515  Government/Military 

This  fee  includes  your  hotel  for  three  nights.  CIO  will  make  your  hotel  reserva¬ 
tions  for  arrival  Sunday,  August  13  and  departure  Wednesday,  August  16. 

Additional  hotel  reservations  are  your  responsibility. 

O  $350  Companion  Program 

This  fee  includes  all  scheduled  meals,  receptions  and  entertainment,  companion 
breakfast,  planned  companion  activities  and  the  CIO  100  Awards  Ceremony. 

Companions  are  not  be  eligible  to  participate  in  the  golf  tournament  or  Symposium 
sessions.  Companions  must  be  enrolled  in  this  program  to  attend  any  Symposium 
function. 

O  $10,000  Sales/Marketing/Consulting 

This  fee  applies  if  you  hold  a  sales,  marketing,  business  development  or  consult¬ 
ing  position,  including  executive  management  of  IT  vendor  and  consulting 
companies.  This  enrollment  fee  is  payable  by  company  check  only  and  does  not 
include  three  nights  hotel.  CIO  will  make  the  final  determination  of  this  category. 


Payment: 

□  Check  enclosed 

□  P.O.  #  _ 

(A  complete  purchase  order  must  be  submitted  within 
10  business  days.) 

□  MC  /  Visa  /  Amex  (circle  one) 

Acct.  #:  _ 

Signature:  _ 

Exp.:  _ 

All  fees  must  be  paid  prior  to  the  Symposium,  and  all  cancellations 
and  changes  must  be  made  in  writing.  You  may  cancel  your 
Symposium  attendance  up  to  July  7,  2000  without  penalty.  A  $500 
administration  fee  will  be  imposed  for  cancellations  received 
between  July  8  -  July  28,  2000.  No  refund  or  credit  will  be  given 
for  cancellations  received  on  or  after  July  29,  2000  or  for  no-shows. 
CIO  reserves  the  right  to  limit  attendance  to  practitioners  and 
Partner  organizations. 


To  enroll  or  for  more  information,  call  800  355-0246,  fax  back  to  508  879-7720, 

or  visit  our  Web  site  at  www.cio.com/conferences 
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To  enroll  or  for  more  information,  call  800  355-0246  or 
visit  our  Web  site  at  www.cio.com/conferences 
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E-Business  Models 


By  providing  detailed  vehicle 
history  reports,  Carfax  hopes 
its  website  strikes  a  chord 
with  used-car  buyers 

BY  HEATHER  HARRELD 


PURCHASING  A  USED  CAR  is  an  experience  fraught  with 
uncertainty.  How  does  a  buyer  know  for  certain  that  the  ’97 
Honda  Accord  with  30,000  miles  had  a  prior  life  as  a  suburban 
commuter  car  with  a  single  owner?  The  $8,500  price  seems  too 
good  to  be  true,  but  the  assertions  of  the  angel-faced  seller  are 
very  convincing.  Yet  lurking  beneath  the  newly  painted  exterior 
lies  the  survivor  of  a  serious  front-end  collision  and  130,000  miles 
of  pothole-scarred  urban  streets.  Oh,  and  that  $8,500  price  tag? 
Turns  out  it  wasn’t  such  a  good  deal  after  all,  considering  the  car 
has  a  book  value  of  $1,585. 

Carfax  hopes  its  Web-based  vehicle  report  service  will  once 
and  for  all  lift  the  veil  of  mystery  that  has  shrouded  many  used- 
car  and  light  truck  purchases.  The  company’s  reports  are  designed 
to  disclose  problems  in  a  vehicle’s  past,  such  as  whether  a  car  was 
ever  salvaged,  junked  or  damaged  by  flood.  The  reports  also  detail  whether  a  manufac¬ 
turer’s  buy-back  title  has  been  removed  or  “washed”  from  a  used  vehicle’s  paperwork,  thereby 
significantly  affecting  the  safety,  performance  and  resale  value  of  the  car.  The  reports  can 
also  uncover  odometer  fraud  and  provide  valuable  information  about  the  vehicle’s  use,  reg¬ 
istration  history  and  driving  patterns,  according  to  Carfax  officials. 

Unlike  many  companies  that  use  the  Internet  to  sell  their  wares,  Carfax  is  not  new  to  its  core 
business.  The  company  was  launched  in  1984  in  founder  Ewin  Barnett’s  garage.  Barnett’s  goal 
was  to  sell  title  histories  to  used-car  dealers,  says  Dick  Raines,  Carfax’s  president. 

Barnett  operated  the  business  solely  in  the  Midwest  until  1993,  when  the  company  had 
accumulated  75  million  records  detailing  single  events  in  a  vehicle’s  history.  At  that  time, 


The  Company:  Carfax  Inc., 
a  wholly  owned  subsidiary 
of  R.L.  Polk  &  Co. 

Founded  1984  by  Ewin  Barnett  Revenues  Privately  held 
Location  Fairfax,  Va.  Target  Audience  Dealers  and  individuals 
who  purchase  used  cars  Alliances/Partnerships  More  than 
450  partners  including  200  Web  partners;  among  major  part¬ 
ners:  America  Online,  AutoTrader.com,  DaimlerChrysler, 
Edmunds.com,  Kelley  Blue  Book,  Yahoo  URL  wsf.carfax.com 
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Barnett  sold  the  company  to  the  Blackburn 
Marketing  Group,  a  Toronto-based  invest¬ 
ment  company,  which  scaled  the  business 
nationwide  for  the  next  six  years. 

In  1999,  the  Blackburn  Group  sold  Car- 
fax  to  R.L.  Polk  &  Co.,  a  Southfield,  Mich.- 
based  automobile  information  services  com¬ 
pany.  That  same  year,  Carfax  expanded  its 
focus  to  include  all  records  that  could  detail 
an  event  in  a  car’s  history,  such  as  service 
records,  emission  and  inspection  reports, 
auction  sales  data  and  accident  reports.  The 
company  also  began  to  target  the  consumer 
market  for  the  first  time,  Raines  says. 

“It  was  obvious  that  consumers  wanted  to 
know  everything  about  a  cap”  he  says.  “The 
Internet  made  it  possible  for  us  to  go  after  the 
consumer  market  and  deliver  a  great  prod¬ 
uct.  The  consumer  was  clamoring  for  it.” 

Carfax  is  targeting  a  market  that  it  esti¬ 
mates  encompasses  41  million  used-car  trans¬ 
actions  every  year  with  a  total  value  of 
$365  billion.  It  is  also  a  market  that  has  been 
affected  by  consumers’  desire  for  more  infor¬ 
mation  about  used  cars,  with  potential  buyers 
shying  away  from  buying  cars  advertised  in 
the  classified  pages  and  instead  turning  to 
used-car  superstores  with  more  selection  and 
variety.  Many  auto  dealerships  are  offering 
certification  programs  designed  to  guarantee 
a  car’s  quality. 

In  addition,  millions  of  used-car  buyers 
now  search  the  Internet  to  shop  nationwide 
for  a  specific  make  and  model,  to  obtain  a 
vehicle’s  current  resale  value  and  to  compare 
safety  and  repair  reports.  Carfax  is  maneu¬ 
vering  to  attract  those  customers  through 
links  with  hundreds  of  auto-related  websites 
and  sell  them  vehicle  history  reports  as  part 
of  their  online  research  for  a  car  purchase, 
Raines  says. 

While  many  companies  with  websites 
have  loosely  structured  agreements  with 
partners  that  offer  links  to  their  site,  Carfax 
has  focused  its  attention  on  keeping  its  more 
than  200  Web  partners  actively  working  to 
bump  up  its  own  site  traffic.  Web  partners 
that  advertise  a  link  to  Carfax  are  offering 
customers  a  consumer-oriented  service, 
which  helps  build  trust,  says  Larry  Gamache, 


Carfax’s  public  relations  manager. 

As  another  incentive  for  its  Web  partners, 
Carfax  has  agreements  with  them  to  share 
a  percentage  of  revenue  when  they  steer  cus¬ 
tomers  to  Carfax’s  site.  “They  get  some  rev¬ 
enue  out  of  it.  In  return,  [we]  get  traffic,” 
Raines  says. 


In  1999,  the  Carfax  website  had  12  mil¬ 
lion  visitors;  out  of  this  traffic,  the  company 
ran  checks  on  10  million  vehicle  identifica- 


“The  Internet  made  it 
possible  for  us  to  go 
after  the  consumer 
market  and  deliver  a 

great  product.” 


-DICK  RAINES,  CARFAX  PRESIDENT 
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tion  numbers  (VINs)  against  its  database  of 
more  than  1.1  billion  records  on  250  mil¬ 
lion  cars.  (A  record  is  one  event  in  a  car’s 
history;  each  car  in  the  database  has  an  aver¬ 
age  of  three  to  five  records.)  For  $14.95,  a 
customer  can  purchase  one  vehicle  history 
report;  for  $19.95,  a  customer  can  receive 
an  unlimited  number  of  reports  for  60  days. 

Carfax  also  offers  a  “clean  title  history 
guarantee.”  If  a  customer  purchases  a  car 
based  on  a  Carfax  report  that  gives  the  car 
a  clean  bill  of  health,  and  problems  crop  up 
within  three  years  after  the  report  is  pur¬ 
chased,  Carfax  will  give  the  customer  10  per¬ 
cent  of  the  value  of  the  car,  up  to  $1,000.  If 
a  customer  is  not  satisfied  with  a  report,  Car- 
fax  will  refund  its  purchase  price. 

Information  Aggregator 

Carfax  processes  raw  data  it  purchases  from 
various  sources  to  pull  together  a  compre¬ 
hensive  profile  of  a  car’s  history.  The  infor¬ 
mation  is  compiled  from  more  than  100 
sources,  including  state  title  records,  state  reg¬ 
istration  records,  auto  and  salvage  auctions, 
rental  car  companies,  consumer  protection 
agencies,  state  inspection  agencies  and  main¬ 
tenance  records.  Because  of  the  variety  of 
sources,  Raines  says  Carfax  reports  provide 
customers  with  a  service  they  can’t  get  any¬ 
where  else  on  the  Internet. 

“You  could  go  to  each  department  of 
motor  vehicles  in  the  United  States  and  wait 
in  line  to  get  title  information,”  says  Scott 
Fredericks,  marketing  vice  president.  “Or  you 
can  go  to  Carfax  and  get  it  immediately.” 

Carfax  uses  a  proprietary  software  pro¬ 
gram  coded  specifically  to  look  for  the  17- 
digit  VIN  located  on  the  dash  and  title  of 
every  car.  As  a  result,  company  officials  say 
the  size  of  the  database  doesn’t  affect  the 
search  once  a  user  makes  a  query  via  a  Web 
browser.  However,  company  officials  are 
now  evaluating  if  the  two  high-end  enter¬ 
prise  servers  Carfax  uses  will  be  enough  to 
handle  anticipated  capacity. 

Success  Factors 

While  Carfax’s  target  audience  is  shifting  as 
it  adds  more  consumers  to  a  base  that  has 


EXPERT  ANALYSIS  BY  RANDALL  S.  HANCOCK 

Establish  Trust 

Carfax  has  done  a  good  job  transitioning  from  a  traditional  business  to  a  dotcom. 

Here  are  a  few  questions  for  the  Carfax  management  team  to  consider. 

What  value  does  Carfax  provide?  Carfax  markets  itself  as  an  “insurance  policy,”  pro¬ 
tecting  car  buyers  from  hidden  problems  in  a  used  vehicle’s  past  by  collecting  and  syn¬ 
thesizing  a  vast  amount  of  data  from  a  variety  of  publicly  available  sources.  By  integrat¬ 
ing  this  data,  Carfax  provides  significant  value.  However,  organizations  like  TRUSTe  help 
consumers  determine  the  reliability  of  online  retailers.  Given  the 
lack  of  trust  inherent  in  the  used-car  industry,  Carfax  could  fulfill 
a  similar  role. 

Who  benefits  most  from  Carfax’s  service?  Traditionally,  car 
dealers  use  Carfax  to  guarantee  the  quality  of  their  used  cars. 

Carfax  might  also  target  the  millions  of  people  using  Internet 
classifieds  and  auctions  to  sell  their  used  cars.  A  recognized  seal 
of  approval  from  a  trusted  third  party  might  result  in  a  better 
price  for  the  seller.  Furthermore,  what  about  providing  car  sell¬ 
ers  with  a  premium  service  including  a  copy-proof  hologram 
sticker  that  can  be  placed  on  a  car,  authenticating  it  by  date? 

Carfax  could  also  collaborate  with  hundreds  of  online  auc¬ 
tions  and  newspaper  classifieds  selling  used  cars,  allowing 
buyers  to  link  to  Carfax’s  site  to  research  cars  for  sale. 

Carfax  can  also  add  value  to  other  businesses  interested  in 
used-car  transactions,  such  as  auto  insurers  and  finance 
companies.  With  more  transactions  on  the  Internet,  third- 
party  validation  is  crucial. 

How  can  Carfax  effectively  attract  customers?  It’s  not  clear 
that  Carfax’s  strategy  of  linking  with  200  websites  or  its  $20  million  advertising  cam¬ 
paign  will  pay  off.  Unlike  an  e-tailer,  which  can  spend  millions  to  attract  frequent  cus¬ 
tomers,  Carfax’s  service  is  likely  to  be  of  interest  only  when  someone  is  buying  or  selling 
a  used  car— an  event  that  usually  happens  to  an  individual  only  once  every  few  years. 
How  can  Carfax  ensure  visibility  during  a  used-car  transaction? 

One  idea:  Develop  a  customer-acquisition  strategy  that  integrates  online  and 
offline  channels.  Carfax  has  relationships  with  used-car  dealers,  why  not  put  up 
Internet  kiosks  in  those  dealerships  so  that  customers  can  access  Carfax  directly? 

How  should  Carfax  earn  revenue?  Carfax  offers  a  subscription-based  model. 
Unfortunately,  there  are  few  successful  examples  of  subscription-based  online  ser¬ 
vices  targeted  to  consumers;  even  traditional  publishers  of  automotive  information- 
such  as  Edmunds.com  and  Kelley  Blue  Book— provide  Internet  services  for  free. 

Carfax  has  three  revenue  choices:  its  current  subscription  model,  collecting  trans¬ 
action  fees  from  sellers  or  generating  subsidized  revenues  from  third  parties.  The  last 
two  alternatives  probably  offer  the  greatest  upside  and  most  difficult  challenges. 

How  can  Carfax  sustain  its  business?  Given  the  reliance  on  nonexclusive  data 
sources,  a  competitor  could  emerge  with  a  free  service  that  could  make  Carfax  obso¬ 
lete  overnight.  Ultimately,  the  best  defense  may  be  a  strong  offense.  Carfax  should 
broaden  the  customer  base,  expand  its  channels  and  cannibalize  its  revenues  before 
anyone  else  does. 


Randall  S.  Hancock  is 
senior  vice  president 
at  Mainspring  Com¬ 
munications,  a  con¬ 
sulting  company  in 
Cambridge,  Mass.  He 
leads  Mainspring’s 
eStrategy  Direct  Ser¬ 
vice,  an  online  con¬ 
sulting  practice. 
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“...Today,  children  need  to  learn  how  to  access  new  information  instead 
of  simply  memorizing  things. ...When  our  school  tapped  into  the  ’Net,  our 
students  began  to  see  learning  as  an  adventure  instead  of  a  chore. ...We 
couldn’t  have  done  it  on  our  own. ...TECH  CORPS®  made  it  so  simple, 

from  the  wiring  to  the  teacher  training... .Even 
those  of  us  who  were  technophobes  ended  up 
enthusiastic. ...The  community  saw  they  can  make 
a  difference.  Now  our  volunteer  support  is  up 
even  in  areas  outside  of  technology.  So  is  staff 
morale.. ..Now  we  realize  how  much  support  there 
is  for  public  schools,  even  among  people  without 
children.  TECH  CORPS  made  people  see  how 
much  their  involvement  can  accomplish.” 


School 


TECH  CORPS... technology  volunteers  in  K-12  schools. 

Visit  us  at  www.ustc.org,  e-mail  us  at  info@ustc.org,  or  write  to 

TECH  CORPS,  PO  Box  832,  Sudbury  MA  01776.  Get  involved ! 

Special  Thanks  to  TECH  CORPS  National  Sponsors: 

Cellular  Telecommunications  Industry  Assoc*  •  Cisco  Systems,  Inc.  •  Computerworld*  •  Digital  Equipment  Corp*  •  MCI*  •  MediaOne  •  National  Cable  Television  Assoc. 

©  1998  TECH  CORPS  "Founding  Sponsors 
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thus  far  been  made  up  predominately  of  deal¬ 
ers,  the  company  still  leans  on  its  10,000 
dealer  customers  for  marketing  support. 
Dealers  can  use  the  Carfax  subscription  ser¬ 
vice  to  research  the  history  of  cars  they  are 
preparing  to  sell,  and  advertising  the  service 
to  customers  is  a  way  to  back  up  their  own 
claims  about  a  vehicle’s  history.  The  sub¬ 
scription  service  costs  $50  per  month;  a  sin¬ 
gle  car’s  history  report  costs  dealers  $10. 

“Our  strategy  looks  at  the  dealers  as  our 
retail  distribution  network,”  Raines  says. 
“They’re  our  stores.” 

However,  the  Carfax  website  is  also  a 
store  of  sorts,  and  company  officials 
emphasize  that  Carfax  often  tweaks  the  site 
in  an  effort  to  get  the  best  consumer 
response  rate.  For  example,  Carfax  created 
various  versions  of  the  lemon  check  offer; 
one  includes  the  phrase  buy  now,  while 
another  incorporates  red  text  and  an  excla¬ 
mation  point.  Groups  of  users  see  one  ver¬ 
sion  or  the  other,  and  Carfax  monitors  the 
close  rate. 

In  addition,  Carfax  strives  to  stay  tuned 
in  to  customer  needs,  Raines  says.  From 
the  10,000  consumer  e-mails  the  company 
gets  every  month,  Carfax  chooses  one  cus¬ 
tomer  story  a  day  to  send  to  its  144 
employees  to  remind  them  of  their  potential 
to  help  customers.  “We  really  use  the  Web 
to  get  good  feedback  from  consumers,” 
Raines  says.  “It’s  a  wonderful  source  of  cus¬ 
tomer  feedback  if  you  bother  to  listen.” 

For  example,  when  Carfax  first  launched 
its  Internet  offering,  users  had  to  call  the 
company  if  they  wanted  to  take  advantage 
of  the  money-back  guarantee.  However, 
after  receiving  numerous  e-mails  from  cus¬ 
tomers  who  wanted  to  request  their  refund 
online,  Carfax  changed  its  policy.  Now  con¬ 
sumers  can  fill  out  an  online  request  form. 

Like  many  Internet- based  concerns,  Car- 
fax  needs  buzz,  so  this  April  the  company 
launched  a  nationwide  $20  million  radio 
and  television  advertising  campaign 
designed  to  pique  consumer  interest.  The 
timing  for  the  campaign  coincides  with  the 
busiest  used-car  buying  season,  which  tra¬ 
ditionally  stretches  from  April  1  to  Sept.  30. 


The  Lemon 

Check 


Many  of  the  partner 
websites  advertise 
another  Carfax  marketing 
strategy:  the  free  “lemon 
check”  service.  Scott  Fredericks, 

Carfax’s  vice  president  of  marketing, 
says  the  lemon  check  is  used  as  a  teaser  to  give 
away  a  portion  of  the  vehicle  history  reports.  “Lemon  is  a  very  popular  term  that 
many  consumers  hitch  onto,”  he  says.  (Technically,  a  lemon  is  a  car  that  was  bought 
back  by  the  manufacturer  because  of  too  many  repair  problems.)  For  more  in-depth 
reports  detailing  accidents,  odometer  fraud  and  cars  used  by  rental  agencies,  con¬ 
sumers  have  to  purchase  complete  reports. 


Buyer  Beware 

Carfax  customer  stories  reflect  the  high 
stakes  buyers  face  when  negotiating  the 
sometimes  treacherous  landscape  of  the  used- 
car  market.  Vicky  Frank  of  San  Diego  says  a 
Carfax  report  saved  her  from  paying  $1 1,000 
for  a  1997  Honda  Accord  station  wagon  that 
had  a  junk  title.  The  owner  told  Frank  that  he 
did  not  know  the  history  of  the  car  but  that 
it  had  a  salvage  title. 

“Cosmetically  it  was  fine,”  Frank  says. 
“The  price  was  really  good.  But  I  found  it 
had  a  junk  title.  In  California,  that  means 
you  can’t  even  drive  it.  You’re  supposed  to 
use  it  for  parts.  Carfax  definitely  saved  me  a 
lot  of  heartache.  I  just  can’t  afford  to  make 
that  kind  of  mistake.” 

Frank,  who  used  Carfax  to  generate  more 
than  20  reports  on  used  cars,  found  a  car 
with  its  odometer  rolled  back  20,000  miles. 

Some  used-car  customers  have  not  been  as 
fortunate  as  Frank  and  have  turned  to  Car- 
fax  to  trace  the  history  of  a  car  they  already 
own  that  is  having  problems.  Terry  Don- 
scheski,  of  Dunlap,  Iowa,  purchased  a  1994 
Toyota  4Runner  with  an  apparently  clean 
title  from  a  dealer  in  Council  Bluffs,  Neb., 


in  1997.  After  a  trip  to  the  local  body  shop 
for  repairs  raised  questions  about  the  car’s 
history,  Donscheski  enlisted  the  help  of  a 
consumer  protection  program  at  a  local  tele¬ 
vision  station. 

The  television  station  worked  with  Carfax 
to  track  down  the  cause  of  the  car’s  persis¬ 
tent  problems,  including  a  hood  that  flew 
up  while  Donscheski  was  driving.  They 
found  that  the  car’s  title  had  been  washed; 
the  car  had  been  totaled  in  Colorado  before 
the  Council  Bluffs  dealer  bought  it,  and 
therefore  it  should  have  had  a  salvage  title. 

Donscheski  paid  $21,000  for  the  car, 
which  he  says  was  not  worth  more  than 
$10,000. 

“I  wish  I  had  known  about  Carfax  before 
I  purchased  this  car,”  he  says.  “I  wouldn’t 
be  in  this  situation.” 

With  a  testimonial  like  this,  Carfax  hopes 
its  service  will  resonate  with  many  more 
consumers  who  are  in  the  hunt  for  a  qual¬ 
ity  used  car.  QEl 


Heather  Harreld  is  a  freelance  writer  based  in  Cary, 
N.C.  She  can  be  reached  at  heather_harreld@ 
mindspring.com. 
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Fortunately,  Secure  Computing  takes  an  entirely  different 
approach.  Our  security  products  provide  the  most  flexible 
solutions  for  authenticating  and  authorizing  users  at 
the  first  moment  of  contact  -  no  matter  how  big 
your  network  gets  or  how  many  people  are  using  it.  This  scalable  approach  represents  a 
breakthrough  in  e-security  -  one  where  the  ideal  solution  is  no  longer  measured  by  how 
many  people  you  keep  out,  but  by  how  many  you  escort  in.  For  more  information, 
visit  our  Web  site  today  vuww.securecomputing.com 


Safe ,  secure  extranets  for  e  business. 


A  secure  extranet  that's  always  open  for  e-business  gives 
you  clear  advantages.  But  what  about  when  you  need 
a  solution  that  scales  to  thousands  or  even  millions  of 
users  every  day?  One  thing's  for  sure:  traditional  security 
technology  won't  come  through  for  you.  Your  gateway  will 
turn  into  a  chokepoint,  slowing  your  Web  site  and 
discouraging  your  customers.  If  that  happens,  you're  toast. 


©  2000  Secure  Computing  Corporation.  All  Rights  Reserved 
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Wall  Street 


our 

BY  MATT  VILLANO 


After  surviving 
a  $5  billion  Y2K 
remediation ,  stock 
exchanges  are  gearing 
up  for  the  next  big 
things :  decimals  and 
real-time  processing 


Every  weekday  morning  around  8:45, 

the  floor  of  the  New  York  Stock  Exchange  comes  to  life.  Traders  dart  from  broker 
booths  to  trading  specialists,  scribbling  quotes  on  tiny  pieces  of  pink  paper.  The  spe¬ 
cialists  themselves  are  hard  at  work  too,  using  specially  designed  keyboards  to  scroll 
through  pages  of  data.  This  pace  crescendos  until  the  bell  kicks  off  trading  at  9:30 
a.m.,  when  it  becomes  downright  frenetic.  Scampers  become  sprints.  Typing  becomes 
flailing.  For  a  few  moments,  the  3,300  people  who  live  and  die  on 
the  floor  of  the  world’s  largest  exchange  are  moving  as  quickly  as 
humans  possibly  can. 

In  the  middle  of  all  this  madness,  Bill  Bautz  stands  calmly,  arms 
crossed  in  front  of  him.  With  a  wry  smile,  he  glances  at  a  screaming 
crowd  to  his  left,  nods  his  head  slightly  from  side  to  side  and  laughs.  For 
Bautz,  the  NYSE’s  senior  vice  president  and  CTO,  this  madness  is 


Reader  ROI 

►  Discover  the  IT  challenges 
looming  on  the  financial 
services  horizon 

►  Learn  how  financial  services 
CIOs  are  preparing  for  real¬ 
time  trade  processing 

►  Find  out  what  technologies 
this  industry  will  use  to 
address  security  issues 


www.cio.com 
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“ /«  m cwy  ways ,  what 
you  see  here  is  really  a 
dinosaur, "  says  Bill  Bautz 
CTO  of  the  NYSE  on  the 
floor  of  the  exchange. 


www.cio.com 
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Technologists  must  find  new  ways 

to  handle  issues  of  security  and  access — and  new  models 

to  promote  IT  solutions  to  the  business  world  at  large. 


“The  year  2000  problem  was  a  maintenance  job ; 
the  move  to  real-time  processing  is  a  rewrite,  ” 
says  SIA’s  Managing  Director  John  Panchery. 

just  a  microcosm.  Action  by  brokers  on 
the  floor  of  the  exchange  represents  only 
10  percent  of  the  1  billion  shares  traded  on 
the  NYSE  every  day.  The  rest,  Bautz  says, 
is  handled  electronically  by  the  expansive 
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processing  systems  he  helped  build.  By  year’s 
end,  these  systems,  some  of  the  fastest  in 
the  world,  will  be  capable  of  transmitting 
as  many  as  2,000  messages  per  second. 
Bautz  jokes  that  the  technology  makes  the 
rat  race  around  him  seem  lethargic,  ineffi¬ 
cient  and,  well,  just  plain  human.  (Bautz 
has  since  retired  from  the  NYSE  but  con¬ 
tinues  to  play  a  consultative  role.) 

“You  think  this  is  fast?”  he  asks.  “The 


NYSE  is  one  of  the  only  exchanges  in  the 
world  that  still  has  a  trading  floor.  In  many 
ways,  what  you  see  here  is  really  a  dinosaur.” 

Bautz  is  right,  during  the  past  10  years, 
financial  services  organizations  have  em¬ 
ployed  so  much  technology  that  floors  like 
the  one  at  the  NYSE  have  become  veritable 
throwbacks  to  the  days  of  yore.  Everything 
in  the  industry,  it  seems,  is  wired,  from  bro¬ 
kers  to  markets  to  new  trading  forums 
such  as  electronic  communication  networks 
(ECNs).  Today,  just  months  after  surviving 
a  Y2K  remediation  that  cost  the  industry 
an  estimated  $5  billion,  financial  services 
technologists  are  gearing  up  for  new  chal¬ 
lenges  they  say  could  transform  the  busi¬ 
ness  even  more. 

Sometime  next  year,  the  industry  will 
switch  from  trading  equities  in  fractions  to 
trading  them  in  decimals,  necessitating 
major  code  improvements  and  a  signifi¬ 
cant  increase  in  system  capacity.  On  the 
more  distant  horizon,  there’ll  be  a  move 
from  batch  to  real-time  transaction  pro¬ 
cessing,  facilitating  straight-through  trans¬ 
actions  by  linking  brokers  directly  to  banks 
and  exchanges.  Finally,  experts  say  that 
as  more  organizations  offer  customer- 
oriented  Web  applications  and  as  more 
customers  transmit  financial  information 
online,  technologists  must  find  new  ways 
to  handle  issues  of  security  and  access — 
and  new  models  to  promote  IT  solutions 
to  the  business  world  at  large. 

“It  took  years,  but  we’ve  built  this  indus¬ 
try  on  a  foundation  of  technology,”  says 
John  Panchery,  vice  president  and  manag¬ 
ing  director  of  systems  and  technology  for 
the  Securities  Industry  Association  (SLA),  an 
organization  that  serves  more  than  740  bro¬ 
kers  and  securities  companies.  “Now  comes 
the  hard  part.  We’ve  got  to  take  the  tech- 


Endless  Possibilities. 

Younique  Solutions. 


Your  challenge  is  to  turn  possibilities  into  profits.  But  your 
success  depends  on  being  able  to  exchange  information  with 
your  customers  —  reliably,  securely,  safely.  Who  can  make  it 
happen?  You  can  —  when  you  bank  on  SAVVIS.  You  need  an  IP 
network  that's  always  on,  24x7.  And  SAVVIS  delivers,  enabling 
you  to  launch  new  applications  with  complete  confidence.  In  fact, 

75  of  the  top  100  worldwide  banks  and  45  of  the  top  50  brokerage 
firms  trust  the  SAVVIS  network.  So  should  you. 

Intelligent  IP  Networking  for  Dynamic  Companies™ 


n-SAvvis 

www.sawis.net/reliable 
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North  American  securities  companies  will  spend 

approximately  $900  million  on  decimalization 

between  October  1999  and  January  2001. 


nology  we  already  have  and  make  it  work. 
That’s  no  easy  job,  and  it’s  going  to  take 
time  and  money.  All  of  that  responsibility 
will  fall  to  the  CIO.” 

Decimating 

Fractions 

Financial  services  technologists  agree  that 
perhaps  the  most  immediate  issue  will  be 
the  impending  industrywide  move  from 
fractions  to  decimals,  known  among  tech- 
nophiles  as  decimalization.  Since  the  NYSE 
opened  its  doors  in  the  late  1700s,  U.S. 


equities  have  been  traded  in  fractions,  a 
vestige  of  the  Spanish  system  by  which 
coins  were  cut  into  eight  pieces  and  traded 
as  “bits.”  For  more  than  200  years,  equi¬ 
ties  and  options  were  priced  in  increments 
of  eighths  of  a  dollar,  and  therefore  had  as 
many  as  eight  price  points  on  any  given 
trade.  In  1997,  markets  began  trading  in 
sixteenths,  offering  as  many  as  16  price 
points.  Sixteenths — traders  frequently  refer 
to  them  as  “teenies” — are  the  denomina¬ 
tions  in  which  most  equities  trade  today. 

Change,  however,  is  right  around  the  cor¬ 
ner.  For  years,  experts  have  decried  fractions 


as  an  anachronism,  saying  that  because  most 
modern  currency  is  exchanged  in  dollars  and 
cents,  securities  should  be  traded  in  the  same 
denominations.  Finally,  earlier  this  year,  the 
Securities  and  Exchange  Commission  agreed 
and  mandated  that  markets  gradually  lower 
their  trading  increments  from  sixteenths  to 
nickels  to  pennies,  and  convert  all  resulting 
measurements  to  decimals.  Under  the  new 
rules,  equities  would  be  traded  as  cash — 
instead  of,  say,  IBM  stock  selling  for  1 12  and 
3/16,  it  would  sell  for  112.19.  These  changes 
will  take  effect  April  1,  2001,  and  all  equi¬ 
ties  companies  must  comply. 


Body  Language 

Biometric  technologies  make  the  Web  a  safe  place 
for  trading 

Picture  this:  It’s  lunchtime  on  a  Tuesday,  the  Nasdaq’s  going  mad,  and 
you’re  dying  to  see  how  your  stocks  are  faring.  You  log  on  to  your 
broker’s  website,  but  before  you  can  access  your  portfolio,  the  site 
prompts  you  to  place  your  thumb  on  a  small  device  next  to  your  mouse. 
Next,  it  asks  you  to  peer  into  a  camera  atop  your  monitor.  Finally,  it  asks 
you  to  state  your  name  aloud,  slowly  and  clearly. 

Welcome  to  biometrics,  the  science  of  measuring  physical  charac¬ 
teristics  such  as  the  pattern  of  a  voice,  face  or  fingerprint.  By  digitally 
measuring  selected  features  with  those  in  a  database,  these  applica¬ 
tions  prove  a  user  is  who  he  or  she  claims  to  be  and  not  only  the 
holder  of  a  password  or  card.  In  the  financial  services  industry,  where 
security  is  always  a  priority,  this  kind  of  authentication  is  a  valuable 
commodity.  And  it’s  one  that  John  Panchery,  vice  president  and 
managing  director  of  systems  and  technology  for  the  Securities 
Industry  Association,  doesn’t  take  lightly. 

“People  need  security  they  can  trust,”  he  says.  “You  have  a  PIN. 

So  what?  What’s  to  say  someone  won't  steal  it  or  use  it  without  your 
consent?  Biometrics  are  not  so  easy  to  steal.  It  is  much  more  difficult 
to  copy  someone’s  voice,  fingerprint  or  face.  For  the  financial  services 
industry,  this  technology  is  just  perfect.” 

Biometric  companies  generally  specialize  in  one  or  more  security 


technologies  such  as  voice  recognition,  face  recognition  and  finger¬ 
printing.  Woburn,  Mass.-based  Keyware  Technologies  is  one  such 
company.  Keyware’s  VoiceGuardian  is  a  C++  application  that 
enhances  security  by  verifying  distinctive  quirks  in  a  user’s  voice. 
When  a  user  wants  to  log  on,  he  or  she  speaks  a  predetermined 
phrase  or  password.  VoiceGuardian  evaluates  the  phrase  by  extracting 
certain  feature  vectors— like  pitch  and  tone— and  comparing  them 
with  vectors  in  a  pre-existing  database  file.  If  the  vectors  match,  the 
program  grants  the  user  access;  if  they  don't,  access  is  denied. 

The  specifics  of  this  software  form  the  basis  of  Keyware’s  most 
lucrative  product,  the  Layered  Biometric  Verification  (LBV)  server.  This 
application,  written  in  Java  and  Visual  Basic,  seamlessly  integrates 
multiple  levels  of  biometric  verification  into  one  solution.  Clients  can 
select  any  combination  of  biometric  characteristics  to  be  integrated 
with  the  LBV  server.  One  client  might  opt  solely  for  voice  verification, 
while  another  might  require  voice,  face  shape  and  fingerprint  verifica¬ 
tion.  Like  VoiceGuardian,  this  software  extracts  biometric  features  and 
compares  them  with  database  files,  granting  access  only  if  the 
features  match.  Unlike  VoiceGuardian,  however,  the  LBV  server 
provides  up  to  three  levels  of  biometric-based  security. 

Veronique  Wittebolle,  Keyware’s  executive  vice  president,  says 
this  tripartite  combination  is  what  makes  her  company’s  products 
perfect  for  the  financial  services  marketplace.  “[Financial  services 
companies]  need  a  high  level  of  authentication,  and  we  provide  that. 

It  is  a  match  made  in  heaven.”  -M.  Villano 


2  0  8  CIO  JULY  1,  2000 


www. cio.com 


Endless  Possibilities. 

Younique  Solutions. 

Your  business  potential  may  be  brilliant.  But  your  success 
depends  on  how  fast  you  can  get  to  market.  Who  can  make 
it  happen?  You  can  —  with  the  help  of  SAVVIS.  As  easy  and 
instantaneous  as  flipping  a  switch,  you  can  create  cost-effective 
customized  IP  networks  on  demand.  Just  go  on-net  with  SAVVIS, 
and  deploy  private  IP  networks  for  your  extranet,  intranet  or  any 
application  you  choose.  With  your  built-to-order  private  IP 
networks,  there  are  no  limits  to  what  you  can  do. 

Intelligent  IP  Networking  for  Dynamic  Companies5* 


nsAWis 

www.savvis.net/nolimits 
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Financial  services  organizations  have  employed 

so  much  technology  that  floors  like  the  one  at  the  NYSE 

have  become  veritable  throwbacks  to  the  days  of  yore. 


Between  now  and  then,  of  course,  the 
responsibility  for  converting  to  decimals  lies 
with  the  exchanges  themselves.  Before  bro¬ 
kers  can  trade  on  equities  priced  in  decimals, 
the  exchanges  offering  these  equities  must 
convert  prices  to  decimals.  According  to 
Bautz,  this  process  is  fairly  straightforward. 
Most  computers  read  fractions  as  decimals 
to  begin  with,  so  the  issue  is  simply  repro¬ 
gramming  systems  to  display  decimals 
instead  of  fractions.  The  project  is  already 
complete  at  the  NYSE,  Bautz  says  (see  “Best 
Supporting  Partner,”  Page  212).  At  the 
Nasdaq,  the  effort  is  taking  a  bit  more  time. 
Executive  Vice  President  and  CIO  Gregor 
Bailar  says  the  switch  should  be  finished  by 
next  spring  (for  more  on  the  Nasdaq,  see 
“Trading  Places,”  CIO  Web  Business ,  May 
1, 1999,  or  visit  www.cio.com/printlinks). 

Exchanges  aren’t  the  only  ones  that  need 
to  prepare  for  these  new  prices.  Brokers 
will  have  to  fix  their  systems  too,  and  Scott 
Abbey,  chairman  of  the  SIA’s  decimaliza¬ 
tion  committee,  says  this  may  require  some 
fairly  significant  changes  in  system  code. 
Because  many  broker  systems  are  pro¬ 
grammed  to  accept  data  only  in  fractions, 
broker  technologists  might  need  to  repro¬ 
gram  these  systems  to  understand  and  ac¬ 
cept  prices  in  decimals.  What’s  more,  be¬ 
cause  any  trade  can  theoretically  have  an 
infinite  number  of  decimal  points,  pro¬ 
grammers  will  need  to  establish  limits  so 
that  their  systems  read  just  the  first  two  or 
three  decimal  points  of  every  price.  In  some 
cases,  Abbey  says,  these  changes  will  be 
simple.  In  other  cases,  he  says,  they  could 
mean  millions  of  tiny  code  modifications, 

Paine  Webber  CIO  Scott  Abbey 
says  older  financial  organizations  may 
have  to  make  millions  of  tiny  code 
modifications  to  prepare  for  decimals. 


a  process  not  unlike  the  one  necessary  to 
prepare  for  Y2K. 

“This  might  sound  obvious,  but  the  more 
information  you’ve  got,  the  more  changes 
you  need  to  make,”  says  Abbey,  who  dou¬ 
bles  as  executive  vice  president  and  CIO  at 
Paine  Webber  Group.  “For  smaller  or  newer 
organizations,  this  conversion  isn’t  that  big 
of  a  deal.  But  for  some  of  the  older  ones, 
those  that  have  traded  millions  of  equities 
on  fractions  for  years,  the  effort  can  be  quite 
an  undertaking.” 


What  Price, 

Decimals? 

What  will  this  process  cost?  Overall,  North 
American  securities  companies  will  spend 
approximately  $900  million  on  the  conver¬ 
sion  between  October  1999  and  its  com¬ 
pletion  date,  expected  mid-2001,  according 
to  a  report  published  by  Needham,  Mass.- 
based  TowerGroup.  At  Paine  Webber, 
Abbey  estimates  it  will  probably  cost  a 
couple  of  million  dollars,  adding  that  so  far 
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the  remediation  effort  has  changed  hun¬ 
dreds  of  thousands  of  lines  of  code. 
Generally,  Abbey  isn’t  too  worried  about 
this  process — when  asked  to  describe  it, 
he  says  it  doesn’t  require  “rocket  science.” 
He  does,  however,  admit  that  the  issue  of 
reformatting  report  screens  to  display 
prices  in  decimals  could  present  a  bit  of  a 
challenge,  so  in  preparation,  his  program¬ 
mers  began  designing  new  report  screens  in 
February.  They  are  now  nearly  done  with 
the  job  of  creating  them  and  making  the 
other  code  changes  needed  to  support  dec¬ 
imal  trading. 

At  Fidelity  Investment  Systems  Co.,  a 
subsidiary  of  Fidelity  Investments,  CIO  and 
President  Don  Haile  is  more  concerned 
about  whether  his  systems  will  be  able  to 
handle  the  trading  volume  that  decimal¬ 
ization  is  expected  to  bring  about.  More 
price  points  mean  more  prices  at  which 
brokers  can  trade,  which  in  turn  means  a 
major  uptake  in  trading  volume.  Industry 
technologists  say  the  1997  switch  from 
eighths  to  sixteenths  resulted  in  a  14  percent 
increase  in  overall  volume,  and  a  1999  re¬ 
port  by  Palo  Alto,  Calif.-based  consul¬ 
tancy  SRI  International  suggests  a  switch 
from  sixteenths  to  pennies  could  catapult 
daily  volume  another  139  percent.  Haile 
says  his  estimates  support  this  claim.  Cur¬ 
rently,  Fidelity’s  systems  have  a  capacity 
of  several  thousand  messages  per  second, 
and  the  brokerage  is  anticipating  it  will 
need  to  support  between  six  and  seven 
times  that  number. 

To  prepare  for  this  increased  volume — and 
to  keep  up  with  current  demands — Haile 
says  Fidelity  adds  new  Sun  Microsystems  and 
Stratus  Computer  CPUs  to  its  mainframes 
almost  monthly.  At  Charles  Schwab  &  Co., 
Adam  Richards,  vice  president  of  architecture 
and  planning,  does  the  same,  buttressing  his 
network  with  CPUs  and  servers  as  needed. 
Fidelity’s  goal  is  to  maintain  network  capac¬ 
ity  at  between  three  and  four  times  peak 
usage,  which  Richards  says  is  “a  moving  tar¬ 
get  from  day  to  day.”  (So  far  the  broker’s 
high-water  mark  for  simultaneous  secure  log¬ 
ons  is  about  95,000.) 


Best  Supporting  Partner 

The  NYSE  can  always  count  on  Securities  Industry  Automation  to 
help  with  its  IT  projects 

If  you  think  the  New  York  Stock  Exchange  has  handled  all  of  its  recent  IT  endeavors 
by  itself,  you’d  better  think  again.  Sure,  a  handful  of  NYSE  technologists  have  worked 
on  the  project,  but  much  of  the  work  has  been  done  by  technologists  from  the 
Securities  Industry  Automation  Corp.  (SIAC). 

Founded  in  1972,  SIAC  was  established  as  a  joint  technology  subsidiary  of  the 
NYSE  and  the  American  Stock  Exchange.  Today,  Joe  Kubat,  executive  vice  president 
for  NYSE  services,  says  SIAC  separately  handles  all 
day-to-day  responsibilities  for  the  systems  and  net¬ 
works  supporting  trading  at  the  two  exchanges. 

“All  circuits  lead  to  SIAC,”  Kubat  says.  “Our  comput¬ 
ers  are  linked  to  the  entire  securities  industry  and  our 
work  supports  every  aspect  of  the  trading  process.” 

Take  batch  processing,  for  example.  With  its  Con¬ 
tinuous  Net  Settlement  system,  SIAC  filters  most  of  the 
day's  individual  trades  and  figures  out  exactly  who  owes 
what  to  whom.  The  result  is  overwhelmingly  positive.  The 
complexity  of  the  actual  transfer  of  stock  and  money  is 
greatly  reduced,  according  to  Bill  Bautz,  NYSE’s  senior  vice  president  and  CTO. 

When  the  NYSE  revamped  its  trading  floor  back  in  1995,  SIAC  provided  design 
and  implementation  services.  In  1997,  when  the  exchange  equipped  brokers  with 
handheld  devices  to  make  their  jobs  easier,  SIAC  partnered  with  GTE  Corp.  in 
carrying  out  the  project.  Even  last  year,  when  the  market  launched  its  3DTF  virtual 
trading  floor,  a  3-D  map  of  systems  capacity  and  performance,  SIAC  was  there  as  the 
project  manager. 

Looking  ahead,  Kubat  says  his  organization  will  help  the  NYSE  incorporate 
reliability  and  availability  into  some  of  its  newest  systems.  First,  the  new  Institutional 
XPress  application  that  SIAC  is  developing  for  the  NYSE  now  provides  institutional 
customers  with  market  data  from  the  trading  floor.  Eventually  the  application  will 
provide  order  routing  and  fulfillment  capabilities  as  well.  Next,  with  NYSeDirect+, 
which  SIAC  is  now  developing,  the  exchange  will  have  its  own  electronic  communi¬ 
cation  network,  enabling  customers  to  specify  limit  orders  of  1,099  shares  or  less  to 
receive  automatic  execution.  Both  systems  are  being  phased  in  this  year.  For  more 
information,  visit  www.nyse.com. 


Perhaps  the  most  innovative  approach  to 
increasing  capacity  has  been  at  E-Trade 
Group,  one  of  the  industry’s  new  Web-based 
brokers.  There,  CTO  Josh  Levine  has  installed 
a  load-balancing  application  from  Sunnyvale, 
Calif.-based  Resonate  to  distribute  traffic  and 
dispatch  customers  to  one  of  several  data  cen¬ 
ters  in  the  United  States.  As  volume  increases, 
the  device  diverts  traffic  evenly  to  one  center 
or  another,  managing  capacity  as  it  goes. 


-M.  Villano 


From  Batch 

to  Real-Time 

Although  these  decimalization  efforts  take 
up  a  lot  of  their  energy,  technologists  such 
as  Levine  and  Richards  have  glimpsed  an 
even  bigger  challenge  lurking  on  the  horizon: 
In  order  to  stay  competitive  and  keep  pace 
with  the  increasingly  Internet-driven  mar¬ 
ket,  the  industry  is  making  a  move  from 
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batch  to  real-time  transaction  processing. 
Although  the  switch  probably  won’t  occur 
until  2002  or  2003,  technologists  at  mar¬ 
kets  and  brokerage  houses  are  already  plan¬ 
ning  ahead,  merging  processes  and  doing 
what  they  can  to  minimize  current  batch 
windows.  Unlike  decimalization,  this  process 
requires  a  total  restructuring  of  the  systems 
that  drive  the  industry,  and  experts  predict 
it  could  cost  as  much  as,  if  not  more  than, 
what  it  cost  to  prepare  for  Y2K.  According 
to  the  SIA’s  Panchery,  this  is  reason  enough 
for  technologists  to  start  panicking. 

“The  year  2000  problem  was  a  mainte¬ 
nance  job;  this  is  a  rewrite,”  he  says.  “Com¬ 
panies  need  to  analyze  what  processes  still 
occur  after  the  close,  what  processes  don’t 
[occur  then]  and  what  processes  can  happen 
in  real-rime.  That  exercise  will  take  time,  and 
that  time  will  cost  billions.” 


Today,  though  most  financial  transactions 
are  effective  as  soon  as  traders  submit  them,  it 
actually  takes  much  longer  for  money  to 
change  hands.  Once  trades  have  been  com¬ 
pleted  on  a  market  or  ECN,  local  processing 
systems  send  them  to  the  Depository  Trust 
&  Clearing  Corp.  (DTCC),  the  company  that 
oversees  clearance,  settlement  and  custody 
of  almost  every  U.S.  equity  trade.  At  the 
DTCC,  proprietary  Assembler-based  soft¬ 
ware  filters  transactions  by  equity.  Next,  an 
order  fulfillment  system  debits  the  buyer  and 
credits  the  seller,  then  automatically  sends 
confirmations  to  both  parties.  Finally,  when 
the  process  is  over,  the  system  filters  the  com¬ 
pleted  batch  by  broker  and  sends  trades  back 
to  the  companies  from  which  they  came.  This 
process  can  take  as  long  as  two  days. 

Broker  batches  begin  where  the  DTCC’s 
leave  off.  These  companies  process  trans- 


Merrill  Lynch  CTO  John  McKinley  believes 
his  organization  will  get  to  real-time  processing, 
but  it  certainly  won’t  happen  overnight. 

actions  only  after  they’ve  received  confir¬ 
mations  from  the  DTCC.  Then,  with  the 
help  of  mostly  homegrown  systems,  they 
update  accounting  systems,  balance  the 
general  ledger  and,  of  course,  reconcile  cus¬ 
tomer  accounts.  The  companies  generate 
confirmations  of  their  own  and  either  send 
or  e-mail  the  documents  to  customers  at 
the  end  of  the  cycle.  This  part  of  the  pro¬ 
cess  can  take  as  long  as  one  day. 

Sounds  complicated,  right?  It  is — which  is 
why  some  financial  services  organizations  are 
doing  whatever  they  can  to  speed  the  process. 
The  DTCC,  for  example,  is  looking  into  re¬ 
placing  its  netting  software  with  an  Internet- 
based  application  that  queries  large  exchanges 
for  trades,  then  processes  them  right  away. 

Don  Donahue,  managing  director  for  cus¬ 
tomer  marketing  and  development  at  the 
DTCC,  says  he’s  also  preparing  his  systems 
to  support  all  standard  message  formats, 
including  XML,  Financial  Information  Ex¬ 
change  (FIX)  and  the  International  Orga¬ 
nization  for  Standardization’s  15022.  By 
acquiring  these  new  technologies  and  by 
advocating  new  standards  in  messaging  and  in 
message  transfer,  Donahue  says  the  organiza¬ 
tion  will  be  able  to  accept  credit  and  debit 
information  more  easily,  facilitating  the  set¬ 
tlement  and  confirmation  steps  as  well. 

“It’s  essential  that  people  migrate  to  newer 
technologies  and  messaging  capabilities,  and 
standardize  on  newer  file  transfer  capabili¬ 
ties,”  he  says.  “It’s  the  only  way  real-time  pro¬ 
cessing  will  ever  survive.” 

Brokers,  heeding  this  advice,  are  preparing 
for  this  transformation  as  well.  At  Merrill 
Lynch  &  Co.,  Executive  Vice  President  and 
CTO  John  McKinley  recently  launched  an 
effort  to  break  up  the  nightly  batch  work¬ 
load  and  run  processes  such  as  account  man¬ 
agement  and  ledger  readjustment  concur¬ 
rently.  Although  McKinley  has  launched  this 
effort  with  the  immediate  goal  of  position¬ 
ing  Merrill  Lynch  for  extended-hours  trad- 


2  14  CIO  JULY  1,  2000 


www.cio.com 


SHOP  ONLINE  AT  NICRONPC.COM/MED3  OR  ORDER  TOLL-FREE  1-800-486-2070 


For  government  or  education  sales,  call  1-888-209-8041.  GSA  Contract  #:  GS-35F-4317D 

©2000  Micron  Eectronics,  Inc.  All  rights  reserved.  Micron  Eectronics,  Inc.  is  not  responsible  for  omissions  or  errors  in  typography  or  photography.  All  purchases  are  subject  to  availability.  Prices  and 
specifications  may  be  changed  without  notice;  prices  do  not  include  shipping  and  handling  and  any  applicable  taxes.  Sellerb  return  policy  does  not  include  return  freight  and  original  shipping/handling 
charges,  and  all  return  and  warranty  periods  begin  from  the  date  a  product  is  shipped,  not  when  it  arrived.  A  restocking  fee  may  be  charged  upon  the  return  of  a  product.  All  sales  are  controlled  by 
seller^  current  terms  and  conditions  of  sale,  which  are  available  on  seller^  website  or  from  its  sales  representatives.  On-site  service  is  provided  at  sole  discretion  of  Micron  Computer  Services,  Inc. 
A  diagnostic  determination  for  on-site  service  must  be  made  by  a  Micron  service  technician  prior  to  the  provision  of  on-site  service.  On-site  service  is  provided  by  a  third-party  service  provider  under 
a  separate  service  contract  between  you  and  the  service  provider  Intel,  the  Intel  Inside  logo  and  Ftentium  are  registered  trademarks  of  Intel  Corporation.  Microsoft  and  Windows  are  registered  trademarks 
of  Microsoft  Corporation.  Product  names  of  micronpc.com  products  are  trademarks  or  registered  trademarks  of  Micron  Eectronics,  Inc  Other  product  names  used  in  this  publication  are  for  identification 
purposes  only  and  may  be  trademarks  of  their  respective  companies. 


IllicronpC.COin  Think  beyond  the  box: 


The  prognosis  for  Medsite.com  was  for  chronic 
growth  spurred  by  an  imminent,  hyperactive  IPO. 
So  Jose  Benitez,  Jr.,  Medsite’s  manager  of  technical 
support,  inquired  about  Subscription  Computing™ 
from  micronpc.com.  After  talking  with  one  of  our 
dedicated  sales  reps 
(the  always-on-call 
Ryan  Keen),  they 
subscribed  to  a 
holistic  solution 
that  included  100 
Millennia®  desktop 
PCs  and  Micron™ 
notebooks  for  the  three  partners.  They  are  also 
able  to  add  high-speed  connectivity  and  Web 
hosting  through  our  HostPro  subsidiary.  Result: 
Medsite.com  can  specialize  in  e-commerce  while 
we  administer  the  support.  Should  your  e-business 
ever  show  any  symptoms  of  affliction  or  malaise, 
our  Subscription  Computing  could  well  be  the 
cure.  Think  of  us  as  the  CPR  for  URLs. 


Subscription  Computing 

Get  any  two  services  when 
you  buy  any  Millennia  desktop 
featuring  the  Intel ®  Pentium ®  III 
processor  and  get  7%  financing: 

Web  hosting 

Connectivity 

Micron  University 

Desktop  data  transfer 

System  installation 

Priority  Access  technical  support 


QOTE  FOUND  FOR 
NESS  DISORDERS. 


pentium®/// 


Industry  Close-Up 


Financial  Services 


“It  doesn’t  really  matter  to  us  bow  we  shorten  our  batch  load, 
but  we’re  assuming  we’ve  got  to  do  it  right 

and  get  it  done  pretty  soon.  ”  -JOHN  MCKINLEY,  CTO,  MERRILL  LYNCH 


ing  and  the  increased  market  volumes  that 
decimalization  will  cause,  it  can  only  help 
in  the  move  to  real-time  processing.  And  the 
results  of  this  effort  have  been  encouraging, 
says  McKinley.  In  the  past,  Merrill  Lynch’s 
nightly  batch  run  took  up  eight  hours  of  a 
12-hour  window;  today,  the  batch  is  finished 
in  half  the  time. 

McKinley  is  also  trying  to  implement  new 
technologies  in  hopes  that  they  too  will  speed 
things  along.  In  particular,  he’s  opted  for 
IBM’s  Parallel  Sysplex  and  GeoPlex  technolo¬ 
gies,  which  use  parallel  processing  to  make 
more  efficient  use  of  its  mainframes.  He  adds 
that  he  has  also  purchased  a  number  of  new 
hard  disk  products  from  EMC  and  IBM  to 
provide  more  storage  space  and  new  servers 
from  Sun  to  help  finish  the  load  more  quickly. 

“It  doesn’t  really  matter  to  us  how  we 
shorten  our  batch  load,  but  we’re  assuming 
we’ve  got  to  do  it  right  and  get  it  done  pretty 
soon,”  he  says.  “Will  we  ever  process  trans¬ 
actions  in  real-time?  I  sure  hope  so.  Do  I 
think  we’ll  get  there  overnight?  Not  by  a 
long  shot.” 

Security 

Considerations 

Technologists  acknowledge  that  the  brunt  of 
the  challenges  associated  with  the  switch  to 
real-time  processing  is  still  a  few  years  off. 
Between  decimalization  and  then,  however, 
as  brokers  become  more  reliant  on  the  Inter¬ 
net,  experts  say  these  companies  will  have  to 
improve  issues  of  security  and  accuracy. 
While  some  might  argue  that  these  issues  fall 
under  the  umbrella  of  customer  service, 
others  demur,  saying  that  in  the  Web  space, 
these  are  all  subjects  unto  themselves. 

However  technologists  choose  to  ap¬ 
proach  these  topics,  many  of  the  best  solu¬ 
tions  in  these  areas  are  off-the-shelf  pro- 
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grams  from  vendors  around  the  world.  In 
the  area  of  security,  financial  services  com¬ 
panies  are  deciding  against  traditional  tech¬ 
nologies  such  as  firewalls  and  encrypted 
passwords  and  opting  instead  for  cutting- 
edge  applications  such  as  voice  recognition 
and  biometrics  (see  “Body  Language,”  Page 
208).  At  Fidelity,  for  instance,  Haile  says 
his  IT  teams  are  looking  into  incorporating 
voice  recognition  software  with  Powerstreet, 
the  company’s  new  online  trading  feature. 
As  Haile  explains  it,  instead  of  inputting  a 
password  when  they  log  on,  users  would 
speak  into  their  computer’s  microphone  and 
obtain  access  that  way.  Although  he  hasn’t 
selected  a  vendor,  Haile  says  he’s  looked  at 
several  and  expeas  to  choose  one  by  the  end 
of  the  summer. 

“The  goal  here  is  to  maximize  access  and 
security  at  the  same  time,”  he  notes.  “With 
an  application  like  this,  you  don’t  even  need 
a  password.  You  just  speak  your  name,  and 
you’re  in.  We  feel  that’s  the  kind  of  feature 
our  customers  will  really  support.” 

Other  companies  are  going  in  the  other 
direction,  looking  into  Web-based  applica¬ 
tions  that  enable  customers  to  perform  a  sin¬ 
gle  sign-on.  With  software  from  companies 
like  Billerica,  Mass. -based  BullSoft,  brokers 
can  eliminate  multiple  log-in  screens  and 
replace  them  with  a  single  interface  for  a  user 
name  and  password.  These  products  also 
work  internally;  with  BullSoft’s  AccessMaster, 
broker  employees  can  log  in  to  all  of  their 
corporate  systems  at  once,  avoiding  redun¬ 
dant  entry  points  and  thereby  saving  time. 

In  the  area  of  access,  many  brokers  are 
transferring  portions  of  their  Web  services 
from  HTML  to  XML  and  moving  them  into 
the  wireless  space.  Today,  at  least  four  major 
brokers  offer  customers  the  option  of  trading 
on  their  cellular  phones,  and  experts  predict 
it’s  only  a  matter  of  time  before  others  do 


too.  Tapping  into  products  from  companies 
such  as  Macalla  Software  and  WorldStreet 
Corp.,  these  brokers  have  developed  special 
wireless  trading  environments  where  cus¬ 
tomers  can  buy  or  sell  with  the  push  of  a  but¬ 
ton.  Schwab’s  Richards  says  that  in  the  not- 
so-distant  future,  all  trades  could  be  con- 
duaed  this  way. 

Still,  some  brokers  are  looking  inward  for 
solutions.  At  Paine  Webber,  Abbey  has  engi¬ 
neered  a  Web-based  service  called  the  Paine- 
Webber  Edge,  which  provides  an  online  state¬ 
ment  feature  that  enables  clients  to  review  a 
year  or  more  of  their  monthly  brokerage 
statements  and  chart  their  progress  over 
time.  Last  year  at  venerable  Wall  Street  bro¬ 
kerage  J.P.  Morgan  &  Co.,  CIO  Peter  Miller 
and  others  were  charged  with  finding  ways 
to  unlock  the  value  of  J.P.  Morgan’s  consid¬ 
erable  investment  in  IT.  The  result  is  Lab- 
Morgan,  an  e-finance  research  and  develop¬ 
ment  division  officially  launched  in  March, 
the  sole  purpose  of  which  is  to  develop  new 
and  exciting  ways  to  commercialize  some  of 
the  transaction  capabilities  the  company  has 
perfected  over  time. 

In  just  six  months,  LabMorgan  has  re¬ 
leased  a  Web-based  service  for  derivatives 
management  and  settlement,  a  messaging 
tool  that  facilitates  real-time  processing  and 
a  global  trade-routing  program  that  authen¬ 
ticates  parties  on  both  ends  of  a  transaction. 
According  to  Miller,  now  a  senior  manager 
at  LabMorgan,  the  new  company  has  helped 
redefine  the  role  of  IT  within  the  broker¬ 
age  as  a  whole,  giving  technologists  new 
leverage  among  business-side  executives. 
“It’s  a  lesson  every  technologist  could  stand 
to  learn,”  he  says.  HE3 


How  is  your  organization  preparing  for  these 
changes?  E-mail  us  at  letters@cio.com.  Matt  Villano 
is  a  freelance  writer  based  in  New  York  City. 
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Managing  a  network  is  so  demanding.  Your  network  needs  to  be  reliable  and  available.  And  it  needs  to  be  running  365  days  a  year,  24  hours  a 


day.  How  do  you  effectively  manage  a  network  without  spending  every  waking  moment  with  it?  You  contact  Comdisco  Network  Services. 


It  will  mean  reliability  for  your  network  and  relief  for  you.  www.comdisco.com.  1-800-764-8866.  Delivering  the  promise  of  technology. 
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Fortune  500  companies  precariously 

perched  on  the  fault  line  of  the  Internet 
Age  will  either  learn  to  balance  on 

the  shifting  landscape  or  be  crushed 


on  the 


Living  on  the  Fault 
Line:  Managing  for 
Shareholder  Value 


OW  SHOULD  THE  MANAGEMENT  OF  A  PUBLIC  COMPANY 

that  rose  to  prominence  prior  to  the  age  of  the  Internet  manage  for 
shareholder  value  now  that  Web  dominance  is  upon  us?  The  key  is  to 
strip  the  organization  of  any  task  that  fails  to  contribute  to  share¬ 
holder  value,  says  Geoffrey  A.  Moore  in  this  excerpt  from  his  forth¬ 
coming  book,  Living  on  the  Fault  Line:  Managing  for  Shareholder 
Value  in  the  Age  of  the  Internet.  Moore,  also  author  of  Crossing  the 


in  the  Age  of 
the  Internet 

By  Geoffrey  A. 

Moore,  HarperCollins, 
August  2000,  $27 


Chasm:  Marketing  and  Selling  High-Tech  Products  to  Mainstream  Customers  (HarperCollins, 
1999)  and  Inside  the  Tornado:  Marketing  Strategies  from  Silicon  Valley’s  Cutting  Edge 


(HarperCollins  1995),  splits  his  time  between  serving  as  a  managing  director  of  The  Chasm 
Group,  which  he  founded,  and  serving  as  a  venture  partner  at  Mohr,  Davidow  Ventures. 


(Following  the  excerpt,  see  Page  222  for  CIO’s  interview  with  Moore.) 
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Living  on  the  Fault  Line 


Resistance  to  change  inside  established  companies 
is  primarily  a  function  of  too  many  resources 
deployed  in  context  as  opposed  to  core  activities. 


HE  PROBLEM  FACING 

the  IS  organization,  which 
is  the  same  problem  fac¬ 
ing  the  corporation  as  a 
whole,  is  that  too  much 
time  is  being  spent  on 
tasks  that  are  context,  too  little  on  tasks 
that  are  core. 

A  task  is  core  when  its  outcome  directly 
affects  the  fundamental  value  proposition 
of  the  company.  This  is  where  companies 
differentiate,  and  the  goal  of  core  work  is  to 
create  and  sustain  that  differentiation.  To 
put  it  in  terms  of  a  very  simple  litmus  test: 
Any  behavior  that  can  raise  your  stock  price 
is  core — everything  else  is  context. 

For  such  activities,  the  goal  is  to  dif¬ 
ferentiate  as  much  as  possible  and  to  as¬ 
sign  one’s  best  resources  to  that  chal¬ 
lenge.  By  contrast,  every  other  activity  in 
the  corporation — and  almost  certainly 
this  is  the  bulk  of  all  activities — is  not 
core.  It  is  context.  The  goal  with  context 
is  to  execute  effectively  and  efficiently  in 
as  standardized  and  undifferentiated  a 
manner  as  possible. 

Differentiating  based  on  context  is  the 
single  biggest  waste  of  resources  in  Fortune 
500  operations.  It  is  the  natural  result  of 
people  wanting  to  make  the  best  contribu¬ 
tion  they  can.  The  problem  is,  differentia¬ 
tion  soaks  up  time,  talent  and  management 
attention  for  which  there  can  be  no  return 
in  shareholder  value.  If  the  goal  is  to  man¬ 
age  for  shareholder  value,  then  such  ac¬ 
tions  are  simply  wrong,  and  management 
needs  to  put  an  end  to  them. 

In  any  given  category  of  business,  one 
company’s  core  may  well  be  another  com¬ 
pany’s  context.  In  the  pizza  business,  Little 
Caesar’s  differentiates  on  price,  Round 


Table  on  quality  of  ingredients,  Domino’s 
on  time  to  deliver  and  Chuck  E.  Cheese  on 
entertainment  devices  in  the  restaurant. 
For  Chuck  E.  Cheese  the  actual  pizza  is 
context;  for  Round  Table  it  is  core. 

In  the  car  business,  the  Volkswagen 
Beetle  is  all  about  design.  Everything  else 
in  the  car  is  context.  The  same  holds  for 
the  new  Apple  Macintosh  in  the  computer 
industry.  In  both  cases  the  differentiating 
value  is  in  the  design  (the  bits)  and  not  in 
the  manufacturing  (the  atoms).  For  both, 
therefore,  manufacturing  is  context,  not 
core.  The  difference  is  Apple  is  able  to  out¬ 
source  its  manufacturing  whereas  Volks¬ 
wagen  is  not.  In  the  age  of  the  Internet,  that 
bodes  well  for  Apple  shareholders,  poorly 
for  Volkswagen’s. 

Now  let’s  be  clear.  If  some  contract  man¬ 
ufacturer  introduces  a  widespread  defect 
into  Apple’s  computers,  that  can  lower  the 
company’s  stock  price.  That  is,  failure  to 
execute  context  tasks  properly  will  under¬ 
mine  the  company’s  core  value  proposition. 
Nonetheless,  because  such  tasks  cannot 
raise  Apple’s  stock  price,  they  are  not  core. 
Instead  they  are  hygiene. 

Hygiene  refers  to  all  the  things  that  the 
marketplace  expects  you  to  do  well  but 
gives  you  no  credit  for  doing  exceptionally 
well.  Do  you  bathe  regularly?  Good.  If  you 
didn’t,  someone  might  have  to  speak  to  you. 
But  even  if  you  bathe  constantly,  no  one  is 
going  to  give  you  a  promotion.  The  same 
goes  for  companies  that  ship  what  the  cus¬ 
tomer  asked  for,  send  a  bill  that  actually 
corresponds  to  what  was  ordered  and  re¬ 
ceived,  and  answer  the  phone  when  a  cus¬ 
tomer  calls  for  support.  If  companies  fail  to 
do  these  things,  they  will  be  in  trouble,  but 
once  they  achieve  a  certain  level  of  consis¬ 


tency  in  them,  they  get  no  premium  for 
doing  them  better  than  that. 

Core  and  context  interoperate  to  create 
quality,  and  both  are  fundamental  to  every 
organization’s  effectiveness.  The  interac¬ 
tion  between  core  and  context  determines 
how  much  core  value  gets  through  to  the 
marketplace.  Without  careful  management 
to  the  contrary,  however,  context  always 
gets  in  the  way  of  core.  Here’s  how. 

The  first  issue  is  simply  absorption  of 
time,  talent  and  management  attention. 
To  test  whether  your  organization  has  the 
problem,  ask  yourself  how  much  of  your 
week  is  spent  in  context  meetings.  How 
much  of  your  time,  in  other  words,  is 
spent  on  hygiene?  Now  apply  that  ratio 
to  the  company  as  a  whole.  In  a  startup, 
the  ratio  is  typically  80  to  20.  Eighty  per¬ 
cent  of  the  resources  are  being  deployed 
against  core  tasks.  In  the  typical  Fortune 
500  company,  it  is  closer  to  the  opposite, 
20  to  80.  That  means  the  latter  would 
have  to  allocate  four  times  the  number  of 
resources  to  an  initiative  just  to  gain  the 
same  throughput. 

BUT  THE  ACTUAL  SIT- 

uation  is  much  worse 
than  that.  We  focused 
on  the  20  percent  who 
were  actively  trying  to 

-  do  the  core  work.  What 

about  the  other  80?  Well,  they  are  hard  at 
work  on  context  tasks.  What  are  they  do¬ 
ing?  Trying  to  add  value,  of  course.  How 
do  they  do  that?  By  differentiating  their 
work,  making  it  stand  out,  making  it  spe¬ 
cial.  What  does  that  take?  Time,  talent  and 
management  attention,  of  course.  Whose? 
Now  here  is  the  nasty  part.  It  doesn’t  just 
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WHAT'S  WRONG  WITH  THIS  PICTURE?  At  first  blush  nothing.  But  when  you  look  at  things 
as  carefully  as  we  do  at  CGI,  well,  you  may  be  tempted  to  call  us  perfectionists.  Our 
exhaustive  attention  to  detail  has  helped  us  retain  2,500  clients  and  over  10,000 
employees.  And  as  for  the  picture?  The  painting  is  hanging  1/4  inch  too  low  on  the  right. 
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take  their  time,  talent  and  attention — it 
takes  everyone  else’s  as  well!  Wherever  dif¬ 
ferentiation  occurs,  it  requires  widespread 
interaction  to  make  sure  the  desired  novel 
effect  is  achieved. 

Now  we  can  see  why  failing  to  out¬ 
source  context  is  so  debilitating.  This  is 
where  all  those  meetings  that  you  don’t 
really  want  to  attend  come  from.  Of 
course,  there  is  a  theoretical  alternative. 
One  could  hire  people  and  give  them  a 
mandate  not  to  differentiate.  But  that  is  a 
hideous  charter  to  give  any  human  being, 
and  even  people  who  overtly  agree  to  it — 
I  am  thinking  of  assembly  line  workers  in 
particular — will  subvert  it  over  time,  con¬ 
sciously  or  unconsciously.  And  so  whether 


we  intend  to  or  not,  as  we  add  context 
function  after  context  function  to  our  pay¬ 
roll,  we  build  the  web  that  eventually 
enwraps  and  immobilizes  us  all. 

Now  we  might  justify  this  course  by  say¬ 
ing  that  we  are  creating  jobs,  and  we  are. 
But  let’s  look  a  little  closer  at  the  people  in 
these  jobs.  They’re  not  stupid.  They  know 
in  the  back  of  their  minds  that  these  jobs 
are  not  core  and  thus  could  be  eliminated. 
So  what  kind  of  behavior  does  that  percep¬ 
tion  generate?  Conservative  behavior,  of 
course.  Don’t  rock  the  boat;  you  might  tip 
the  boat  over.  Resistance  to  change  inside 
established  companies,  in  short,  is  primarily 
a  function  of  too  many  resources  deployed 
in  context  as  opposed  to  core  activities. 


It  is  what  one  might  call  the  Dilbert  prob¬ 
lem.  Dilbert  cartoons  parody  an  organiza¬ 
tion  that  has  become  100  percent  context — 
it  has  no  core.  It  is  the  contemporary  ver¬ 
sion  of  theater  of  the  absurd,  an  ongoing 
production  of  Waiting  for  Godot  in  cubi¬ 
cles.  In  such  a  world,  individuals  know  their 
jobs  are  meaningless  but  struggle  valiantly 
to  retain  them  anyway  for  fear  they  can  find 
nothing  else.  And  so  when  some  new  dis¬ 
ruptive  technology  comes  to  town,  when 
aggressive  change  is  clearly  the  order  of  the 
day,  it  runs  headlong  into  a  business-as-usual 
coalition,  not  in  any  one  department  specifi¬ 
cally,  but  in  every  department  generally. 
Nothing  can  get  done  quickly,  and  in  many 
cases,  nothing  can  get  done  at  all.  BE! 


Interview  with  Geoffrey  Moore 
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Risk 


HEN  A  FORTUNE  500  COMPANY 

crosses  the  chasm  from  the  old 
economy  to  the  new,  the  CIO  can  get 
caught  in  the  void.  CIO  Senior  Web 
Editor  Martha  Heller  spoke  with  Geoffrey  A.  Moore, 
author  of  the  forthcoming  book,  Living  on  the  Fault 
Line:  Managing  for  Shareholder  Value  in  the  Age 
of  the  Internet,  about  why  the  fault  line  is  a  partic¬ 
ularly  precarious  place  for  CIOs. 


CIO:  How  is  competitive  advantage 
changing  in  the  age  of  the  Internet? 
MOORE:  As  Nicholas  Negroponte 
pointed  out  in  Being  Digital ,  we  are 
changing  from  an  atoms-oriented  world, 
where  the  value  is  in  owning  assets,  to  a 
bits-oriented  world,  where  the  value  is  in 
owning  information  about  assets.  Own¬ 
ing  information  about  oil  is  worth  more 
than  owning  oil.  Owning  information 
about  an  airline  is  worth  more  than 
owning  an  airline. 

Competitive  advantage  used  to  mean 
forming  a  vertically  integrated  corpora¬ 
tion,  but  now  it  means  building  a  virtu- 
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ally  integrated  corporation  that  focuses 
only  on  its  core  value-adding  functions 
and  outsources  everything  else.  This  new 
way  of  doing  business  is  reflected  in  a 
stock  market  that  values  time  over 
money.  People  who  get  into  the  market 
early,  even  though  they  lose  money,  get 
higher  valuations  than  people  who  come 
in  later  with  a  more  predictable  business 
model. 

Why  is  this  sea  change  particularly 
difficult  for  Fortune  500  companies 
to  manage? 

Big  companies  that  have  been  successful 
in  an  old-economy  environment  are  now 
confronted  with  a  market  that  demands 
a  series  of  bewildering  behaviors  and 
rewards  a  series  of  bewilderingly  unfa¬ 
miliar  performances.  It  does  not  make 
any  sense  to  them;  it  is  changing  too  fast 
and  the  organizations  cannot  map  their 
traditional  processes  effectively  to  the 
new  situation.  So,  many  traditional 
companies  just  reject  the  entire  phenome¬ 
non  and  create  a  barrier  to  innovation 
inside  the  company. 

In  order  to  break  through  that  barrier, 
they  need  to  go  through  a  triage  process. 
They  need  to  create  a  heavyweight 
management  team  that  is  specifically 
constructed  to  change  the  old  ways  of 
doing  business  and  get  new  innovation 
into  the  marketplace  successfully.  The 
leader  of  the  team  should  have  the 
authority  to  trump  any  senior  executive 


Ask  Geoffrey  Moore 

Have  questions  or  comments  for  Geoffrey 
Moore  on  corporate  survival  and  your  own  fault 
line  experiences?  He'll  be  on  call  through  July 
31  in  the  Reading  Room  at  www.cio.com/books. 

For  additional  strategic  planning  insights 
from  Moore,  see  “The  Gorilla  Game  for  CIOs" 
(CIO,  June  15, 1998)  and  "Moore's  Law"  (CIO, 
Jan.  1, 1997)  at  www.cio.com/archive. 
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who  attempts  to  block  innovation  and 
should  come  out  of  the  niche  market  that 
the  firm  is  selling  back  into. 

Where  does  the  CIO  fit  into  that  equation? 

A  company  going  through  triage  needs  to 
completely  rethink  the  CIO’s  role.  The 
whole  IS  organization  was  a  staff  function 
in  the  old  economy.  The  IS  department 
collected  information  about  the  business 
and  then  gave  it  either  to  the  accounting 
function  or  to  the  line  manager.  At  the  end 
of  the  day  the  IT  function  was  to  make 
other  managers  in  the  company  more 
effective  via  information. 

In  the  new  economy,  information 
technology  is  the  company.  The  IT  function 
has  become  a  line  function,  like  the  manu¬ 
facturing  function  in  the  old  economy.  If 
you  think  about  what  Amazon.com  is,  it’s 
an  IT  system;  so  is  Charles  Schwab,  so  is 
Yahoo,  so  is  eBay,  so  is  Priceline.com.  All 
the  dotcoms  are  just  IT  functions  with 
marketing  wrappers  around  them.  Ground 
zero  of  the  Internet  is  IT. 

Well  now  we  really  have  done  something 
dangerous.  We’ve  taken  a  function  that  was 


already  overloaded  with  staff  demand  and 
we’ve  given  it  line  responsibility  without 
withdrawing  the  staff  function.  The  Fortune 
500  is  not  competitive  because  it  is  abusing 
and  misusing  its  IT  function  by  insisting  that 
it  perform  a  wide  variety  of  staff  functions 
but  not  giving  it  enough  talent,  time  and 
attention  to  do  its  line  function  appropri¬ 
ately.  To  make  the  situation  really  ghastly, 
we  took  the  entire  IS  department  out  of 
action  for  18  months  to  handle  Y2K,  while 
the  dotcoms,  which  had  no  Y2K  problems, 
gained  even  greater  competitive  advantage. 
It’s  really,  really  bad. 

What’s  to  be  done? 

The  CIO  has  got  to  lead  his  management 
through  an  exercise  [to  distinguish  activities 
that  are]  core  versus  context.  [See  excerpt, 
Page  218]. 

Once  the  company  goes  through  that  ex¬ 
ercise,  then  the  head  of  the  IS  organization 
can  say,  “Here’s  our  proposal:  We  take  the 
scarce  time,  talent  and  management  atten¬ 
tion  we  have  and  put  all  of  our  in-house  re¬ 
sources  on  core  activities.  And  for  all  of  this 
context  stuff,  let’s  outsource.”  HE! 
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THERE,  YOU’VE  JUST  BUILT  AN  eBUSINESS. 


Now  there’s  a  fast,  easy  way  to  put  the  “e”  in  your  business.  Introducing  Aspect'5’  eBusiness  Architect,  the  revolutionary  new 
development  tool  that  takes  you  from  imagination  to  application. .  .in  no  time.  eBusiness  Architect  provides  a  complete  menu 
of  pre-compiled,  reusable  common  objects  to  let  you  quickly  create  eFIows:  visual  representations  of  your  business  rules 
that  integrate  your  multimedia  contact  center,  front-  and  back-office  systems,  and  future  applications  into  one 
centrally  managed  eBusiness.  The  result:  dramatically  improved  and  integrated  eCommerce  and  eCRM  capabilities.  All 
without  complicated  code  or  costly  deployment.  Aspect  eBusiness  Architect.  Suddenly,  this  whole  eBusiness  thing  just  clicks. 


BUILD  YOUR  eBUSINESS  FASTER,  SMARTER,  CHEAPER 
GET  YOUR  FREE  eBUSINESS  ARCHITECT  DEMO  TODAY. 
1-888-412-7728  www.aspect.com/go/cim 


ASPECT 


The  Starting  Point  for  eBusiness' 


Aspect,  the  Aspect  logo  and  the  phrase  “The  Starting  Point  for  eBusiness”  are  trademarks  and/or  service  marks  of  Aspect  Communications  Corporation 
in  the  United  States  and/or  other  countries.  ©  2000  Aspect  Communications  Corporation. 
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Edited  by  Christopher 
Lindquist.  Send  your 
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for  future  columns 
to  et@cio.com. 


New  compression  tools  can  help  ease  bandwidth  crunch  by  fred  hapgood 


CIOS  WHO  NEED  TO  improve  network  perfor¬ 
mance — meaning  all  of  them — can  hedge  their 
money  across  three  bets:  more  bandwidth, 
caching  or  multicasting  systems,  and  more 
compact  compression.  At  first  glance,  com¬ 
pression  seems  the  smartest  option:  It  is  typi¬ 
cally  cheaper  than  the  other  choices,  it’s  usu¬ 


ally  effective  immediately,  it  avoids  installation 
and  upgrade  complications,  and  it  leverages 
current  investments  in  bandwidth  or  caching 
technologies.  Unfortunately,  compression  has 
long  suffered  from  several  complications  that 
often  make  it  a  CIO’s  last  choice — but  that 
may  soon  change. 


data  compression. ..graphical  user  interfaces. ..ceramic  circuits. ..ISP  cash  crisis 
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Of  course,  most  software  applications  will  cover  you  for  now— but  am  11  they  leave  you  exposed  to  a  deluge  of  unexpected  business 
situations  tomorrow?  Not  if  you  choose  TenFold’s  dynamic  packaged  applications.  Using  our  patented  Universal  Application?'  we 
deliver  dynamic  e-business  applications  that  give  you  the  functionality  you  need  now,  and  the  flexibility  you'll  need  for  the  life  of  your 
business— guaranteed.  So  don’t  let  inflexible  applications  catch  you  unaware.  To  learn  how  TenFold  can  prepare  you  for  the 
future,  call  1-800-TENFOLD  or  visit  www.  1  ofold.com 


APPLICATIONS  THAT  WON'T  WEAR  OUT? 


TENFOLD 


Hurdles  by  the  Score 

Compression’s  problems  are  pretty 
basic.  For  instance,  it  saves  the  most 
transmission  resources  when  it  runs  end 
to  end,  desktop  to  desktop.  (There  is  no 


networks  has  raised  the  cost  of  across-the- 
board  bandwidth  upgrades.  And  the  com¬ 
merce  globalization  has  made  compatibil¬ 
ity  with  the  low-bandwidth  connections 
and  per-bit  pricing  found  on  other  conti¬ 


Developers  have  made  considerable 
progress  on  compressors  specialized 
for  specific  types  of  content. 


benefit  from  a  compression-decompres¬ 
sion  cycle  in  the  middle  of  a  connec¬ 
tion.)  That  requirement  can  demand  a 
high  level  of  cross-platform  compatibil¬ 
ity  and  often  some  end-user  training. 
Even  more  frustrating,  compression  makes 
files  opaque  to  many  network  manage¬ 
ment  tools,  since  it  alters  the  format  of 
the  data  that  the  tools  use  to  identify 
and  understand  the  traffic. 

Compression  is  also  a  resource  vac¬ 
uum.  The  most  common  compression 
technique  identifies  repeated  chunks  of 
data  and  builds  lists  of  these  chunks  at 
each  end  of  a  connection.  The  compres¬ 
sion  software  then  simply  points  at  a 
place  on  the  list  instead  of  sending  blocks 
of  data  itself.  These  “substitutional”  or 
“dictionary-based”  compressors  can  work 
wonders  but  at  a  cost:  They  gobble  pro¬ 
cessing  power  and  memory.  These  re¬ 
source  constraints  can  bite  especially 
deep  for  network  applications,  where 
the  compression  algorithm  may  have 
only  a  few  milliseconds  in  which  to  do 
its  work.  As  a  result,  compression  users 
often  cut  corners — such  as  limiting  the 
number  and  complexity  of  the  objects 
the  system  is  able  to  handle — reducing 
resource  load  but  also  restricting  com¬ 
pression  efficiency. 

Raising  the  Barriers 

Fortunately,  computers  have  begun  to  de¬ 
liver  enough  horsepower  to  take  the  roof 
off  serious  compression  development.  The 
growing  density  of  corporate  wide  area 


nents  more  important.  As  a  result,  a  host 
of  new  network-centered  compression  pro¬ 
ducts  and  services  are  emerging  from  lab¬ 
oratories  and  vendors. 

Developers  have  made  considerable 
progress  on  compressors  specialized  for 
specific  types  of  content,  for  example.  The 
more  assumptions  a  compressor  can  make 
about  its  material,  the  better  it  works. 
Medical  Synergy  Technologies  of  Ro¬ 
chester,  N.Y.,  uses  this  fact  in  its  medical 
dictation  system  that  lets  radiologists  de¬ 
fine  common  medical  conditions  and 
treatments  as  “repeated  objects.”  With 
the  system,  doctors  simply  point  and  click 
from  a  list  objects  as  they  dictate,  using 
speech  only  to  specify  how  a  certain  pa¬ 
tient  differs  from  the  predefined  cases.  The 
system  then  sends  only  the  location  of 
that  case  in  the  library  on  the  other  end 
of  the  connection,  radically  reducing  time 
and  bandwidth  demands  for  both  dicta¬ 
tion  and  transcription. 

Smart  Compression 
Arrives 

Some  companies  have  gone  one  step  fur¬ 
ther.  They  combine  several  specialist  pro¬ 
grams  into  a  library  with  enough  intelli¬ 
gence  to  know  which  subject  to  pick  and 
when.  For  example,  such  programs  can 
recognize  a  spreadsheet  file,  decompose  it 
into  a  more  succinct  set  of  formulas  and 
data,  and  then  pass  that  information 
down  the  line.  The  receiving  end  then  rec¬ 
ognizes  the  information  as  spreadsheet 
data  and  can  regenerate  the  columns  and 


Restore  Dead  Documents 

It  may  not  happen  very  often,  but 
a  damaged  Microsoft  Word,  Excel 
or  PowerPoint  document  can  ruin 
a  user’s  day— and  the  day  of  any 
help  desk  people  who  need  to  deal 
with  the  problem.  To  try  to  make 
everyone’s  life  a  little  happier, 
Concept  Data  has  created 
OfficeRecovery,  a  suite  of  tools 
intended  to  help  restore  corrupted 
Microsoft  Office  files.  The  products 
work  with  Word  and  PowerPoint 
files,  starting  with  the  Office  95 
versions.  ExcelRecovery  works  with 
the  5.0,  95,  98  and  2000  versions 
as  well  as  files  from  the  Macintosh 
releases  of  Excel  5.0  and  98.  The 
entire  suite  of  tools  costs  $399 
($269  without  PowerPoint  recovery 
tools).  For  more  information,  visit 
www.  officerecovery.  com . 

Work  in  Aruba 

As  networks  expand,  the  tools  that 
monitor  them  need  to  grow  with 
the  flow.  Aruba  1.5  from  Valencia 
Systems  is  a  Java-based  network 
monitoring  and  reporting  package 
that  the  company  claims  can  sup¬ 
port  more  than  a  quarter-million 
network  interfaces.  Network 
administrators  can  view  the  data 
either  in  the  included  Aruba 
Console  interface  or  via  a  Web 
browser.  Administrators  can  also 
partition  networks  as  needed  to 
make  sure  that  they  view  only  the 
data  relevant  to  their  needs.  The 
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rows  of  cells  into  their  original  format. 
Different  compressors  can  do  the  same  for 
presentation  and  word  processing  files. 
Such  library  programs  may  also  recognize 
a  file  that  was  compressed  with  a  less- 
effective  algorithm,  fetch  the  original 
application,  decompress  the  file,  recom¬ 
press  it  with  a  more  powerful  algorithm 
and  then  send  it  on — all  in  real-time. 

Intelligent  Compression  Technologies 
(ICT)  of  Falmouth,  Mass.,  makes  a  suite 
of  such  products.  Loretta  Michaels,  dir¬ 
ector  of  Nortel  Network’s  Wireless  In¬ 
ternet  Division,  says  that  ICT’s  compres¬ 
sors  can  make  a  9600bps  or  14.4Kbps 
connection  behave  like  a  56Kbps  con¬ 
nection  or  better.  “A  file  containing  a 
PowerPoint  presentation  that  would  take 
an  hour  to  download  without  intelligent 
compression  could  be  received  in  four 
minutes,”  she  says.  According  to  Michaels, 
the  Toronto-based  Nortel  was  so  im¬ 


pressed  by  ICT’s  compressors,  which  it 
originally  bought  for  internal  use,  that 
the  company  is  incorporating  them  into 
products  of  its  own. 

ICT  isn’t  the  only  advanced  compression 
company  out  there.  Expand  Networks  of 
Roseland,  N.J.,  builds  network  accelerators 
that  save  bandwidth  by  using  several  tech¬ 
niques.  In  one  way,  the  accelerators  can  rec¬ 
ognize  the  data  packets  in  a  single  commu¬ 
nications  session,  strip  out  their  headers 
(which,  by  definition,  are  all  the  same),  and 
replace  them  with  a  two-bit  session  num¬ 
ber.  Feargal  Ledwidge,  network  manager 
for  Irvine,  Calif.-based  Wyle  Electronics, 
says  he’s  seen  a  threefold  to  fourfold  in¬ 


crease  in  effective  bandwidth  by  using  the 
products.  “Without  these  accelerators  we 
would  probably  have  had  to  double  our 
bandwidth  purchases,”  he  says.  Tomer 
Zaidel,  technical  manager  for  Internet 
Gold — one  of  Israel’s  largest  ISPs  and 
another  Expand  customer — points  out  that 
compression  is  especially  valuable  when 
it  replaces  relatively  costly  international 
bandwidth.  For  his  company,  he  says  the 
Expand  products  produced  a  return  on 
investment  in  a  matter  of  weeks. 

Close  Enough  for  Jazz 

While  a  spreadsheet  or  network  traffic 
needs  to  be  identical — bit-for-bit — on  both 
ends  of  a  compression  chain,  other  data 
types  aren’t  nearly  so  finicky.  Speech,  mu¬ 
sic  and  video  can  tolerate  an  error  or  two 
without  serious  impact  on  the  receiving 
end.  Knowing  that,  some  developers  have 
created  techniques  that  send  just  the  essen¬ 
tial  elements  of  the  com¬ 
munication,  at  the  cost 
of  introducing  (hope¬ 
fully)  unimportant  dif¬ 
ferences  between  what 
the  sender  transmits  and 
the  recipient  receives. 
These  so-called  lossy  al¬ 
gorithms  have  a  signifi¬ 
cant  advantage:  They 
can  be  adjusted  to  send 
more  or  less  exact  ver¬ 
sions  of  a  file  depending  on  the  users’  needs 
and  network  conditions.  Workfire.com  of 
Scottsdale,  Ariz.,  for  instance,  makes  a  pro¬ 
duct  called  Workfire  Server  that  can  store 
several  compressed  variants  of  a  given  file, 
detea  the  connection  speed  of  an  end  user 
and  then  pick  the  appropriately  sized  vari¬ 
ation — faster  connections  get  bigger  files, 
slower  conneaions  get  smaller  ones.  And 
Lucent  Technologies  has  successfully  dem¬ 
onstrated  (but  as  of  this  writing  not  yet 
marketed)  a  system  that  senses  network 
conditions  and  adjusts  compression  in  tele¬ 
phony  applications  accordingly. 

Even  the  management  penalties  im¬ 
posed  by  compression  are  gradually  dis- 


Fortunately,  computers 
have  begun  to  deliver 
enough  horsepower  to 
take  the  roof  off  serious 
compression  development 
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product  currently  runs  on 
Windows  NT,  FIP-UX,  AIX  and 
Solaris  Unix.  Pricing  starts  at 
$10,000.  For  more  information, 
visit  www.valenciasystems.com. 

PCs  for  Everybody 

Ford's  doing  it.  Delta  Air  Lines  is 
doing  it.  Do  you  plan  on  providing 
PCs  and  Internet  access  for  all 
your  employees?  if  so,  enRamp  of 
Huntington  Beach,  Calif.,  would 
like  to  help.  Companies  with  50  or 
more  employees  can  partner  with 
enRamp  to  provide  workers  with 
new  PCs,  software  and  Internet 
access  in  their  homes.  Companies 
can  also  work  with  enRamp  to  pro¬ 
vide  secure  intranet  access, 
telecommuting  and  automated 
administration.  EnRamp  also  offers 
laptops  and  support  packages 
designed  to  prevent  a  sudden  load 
on  internal  support  services.  The 
systems  start  at  $24.95  a  month. 
For  more  information,  visit  www. 
enramp.com  or  call  714  799-7267. 
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DB2®  Universal  Database™  integrates  business  intelligence  capabilities 
others  leave  out,  helping  you  consolidate  online  customer  data  with  every¬ 
thing  else  that’s  going  on  in  your  business.  To  see  how  DB2  helps  make  all  your  systems  smarter, 
visit  www.  i  b  m .  co  m/software/so  u  l/sm  a  rte  r 
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Sticky  GUIs 

A  decade  ago,  graphical  user  interfaces  drew  skeptical 
looks.  Not  anymore,  by  fred  hapgood 


solving.  NetScout  Systems  of  Westford, 
Mass.,  recently  released  a  Decompression 
Probe  that  solves  the  problem  of  indeci- 
pherably  compressed  network  traffic. 
The  product  takes  a  slice  out  of  the  flow 
of  compressed  data,  identifies  the  pro¬ 
gram  that  compressed  it,  decompresses 
the  slice  and  hands  the  necessary  infor¬ 
mation  over  to  the  proper  monitoring 
and  analysis  programs.  John  W.  Parsons, 
manager  of  Global  Telecom  Planning  and 
Design  at  Eastman  Kodak  in  Rochester, 
N.Y.,  says  his  company  successfully  uses 
the  NetScout  Probes  to  analyze  network 
traffic  into  applications  such  as  SAP  and 
Lotus  Notes. 

Measuring  Success 

While  all  these  tools  seem  to  offer  signif¬ 
icant  benefits,  the  increasing  complexity 
of  the  compressor  market  means  that 
CIOs  will  need  to  create  their  own  stan¬ 
dards  for  success  and  return  on  invest¬ 
ment.  And  even  some  vendors  admit  that 
there  are  no  guarantees.  “Nobody’s  claims 
should  be  accepted  at  face  value,”  stresses 
William  Sebastian,  president  of  ICT. 

But  while  many  people  think  of  com¬ 
pression  as  a  temporary  fix — useful  only 
until  we  can  enjoy  the  ocean  of  band¬ 
width  promised  by  analysts  such  as 
George  Gilder — history  suggests  that  hu¬ 
man  needs  will  expand  even  faster  than 
bandwidth  technology  can  provide.  HDTV 
can  already  gobble  up  6Mbps.  In  a  few 
years  we  may  find  ourselves  with  even 
more  data-hungry  wall-sized  displays, 
panoramic  video  and  3-D  images.  The 
ultimate  video  technology,  holography, 
could  suck  up  terabits  of  bandwidth  and 
still  ask  for  more.  Given  that,  unless  hu¬ 
man  appetites  change  remarkably,  CIOs 
will  be  buying  better  compression  for 
many  years  to  come. 


How  are  you  handling  compression  problems?  Tell 
Technology  Editor  Christopher  Lindquist  about 
it  at  et@cio.com.  Fred  Hapgood,  a  Boston-based 
technology  writer,  can  be  reached  at  hapgood@ 
pobox.com. 


IN  MAY  1990,  MICROSOFT  literally 
changed  the  face  of  computing,  proving 
that  even  the  most  cliched  hyperbole  can 
be  accurate  on  occasion.  The  release  of 
Windows  3.0  decisively  shifted  the  nature 
of  the  computer  interface  from  command¬ 
line  prompts  (remember  “c:>”?)  to  a  col¬ 
lection  of  onscreen  controls:  icons,  win¬ 
dows,  pull-down  menus  and  pointers — all 
activated  by  a  cutely  named  pointing 
device,  the  mouse. 

Microsoft’s  operating  system  wasn’t  the 
first  of  its  kind.  Several  computers  with 
graphical  user  interfaces  (GUIs)  had  de¬ 
buted  during  the  previous  15-plus  years, 
including  Apple  Computer’s  famous  Mac¬ 
intosh  and  Xerox’s  groundbreaking-if- 
unmarketed  Alto.  Until  Windows  3.0, 
however,  users  could  debate  which  inter¬ 
face — old-style  text  or  the  new  graphi¬ 
cal — made  more  sense  in  a  given  situation. 
By  the  end  of  1990,  however,  Microsoft’s 
marketing  muscle  made  these  debates  aca¬ 


demic.  It  was  clear  that  for  the  foreseeable 
future,  GUIs  would  be  the  interface  of 
choice,  like  it  or  not. 

On  balance,  CIO  didn’t  like  it.  In  two 
articles,  in  April  1991  and  July  1992,  we 
advanced  several  concerns  about  this  new 
technology.  We  worried  that  developers 
would  slight  some  useful  programs  (such 
as  statistics  packages)  because  they  did  not 
fit  naturally  into  the  GUI  model.  We  wor¬ 
ried  that  the  interfaces  would  promote  in¬ 
creased  error  rates.  We  worried  about  the 
deterioration  of  user  skills,  the  robustness 
of  GUIs  in  networked  environments,  their 
high  resource  demands  and  their  sluggish 
performance. 

Above  all  we  worried  about  their  devel¬ 
opment  expense.  “Just  to  match  the  func¬ 
tionality  you  had  in  your  previous  appli¬ 
cation  takes  almost  an  order  of  magnitude 
more  work,”  we  warned.  GUIs  were  time- 
consuming  to  write  and  test.  (“In  the  typ¬ 
ical  GUI  application,  the  user  interface 
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Adding  collaboration  to  B2B  communities  is  the 
imperative.  Intraspect  Software  enables  your 
employees,  partners  and  customers  to  collaborate 
in  a  new  way.  They  can  seamlessly  capture, 


share  and  reuse  their  knowledge  and  passion 
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accounts  for  half  the  programming.”) 
They  were  an  invitation  to  waste  doz¬ 
ens — even  hundreds — of  expensive  man¬ 
hours  on  aesthetic  intangibles  that  com¬ 
mand-line  interfaces  had  evaded  entirely. 
We  knew  that  GUIs  saved  the  end  user 
time  and  trouble,  but  that  time  and  trou¬ 
ble  did  not  simply  disappear.  Instead,  it 
shifted  upstream  to  lodge  in  some  poor 
CIO’s  development  budget. 

Eight  years  later,  we  see  that  many  of 
our  concerns  were  misplaced.  GUIs  worked 
fine  in  networks,  processing  power  caught 


even  a  bank  can  afford  to  look  out  of  date.) 
“Every  site  has  to  wrestle  continuously 
with  the  balance  between  convention  and 
innovation,”  observes  Karen  McGrane, 
senior  director  of  information  architecture 
at  Razorfish,  a  New  York  City-based  digi¬ 
tal  solutions  provider.  All  this  added  com¬ 
plexity  combined  with  the  need  for  near¬ 
endless  updating  and  improvement  con¬ 
stantly  raises  costs. 

There  are  some  reasons  to  hope  this 
burden  might  eventually  lift.  If  specialized 
devices — such  as  PDAs  and  cell  phones — 


A  GUI  is  no  longer  just  a  control 
panel  for  a  piece  of  software; 
it  is  a  company’s  public  face. 


up  with  graphical  demands,  and  develop¬ 
ers  didn’t  neglect  programs  of  interest  to 
business.  If  anything,  however,  we  under¬ 
stated  the  cost  implications. 

That’s  a  bit  of  a  paradox,  as  application 
costs  generally  go  down  over  time.  Stan¬ 
dards  emerge,  tools  improve,  and  devel¬ 
opers  acquire  experience.  And  all  of  these 
things  have  happened  with  GUIs.  Graphics 
tools  are  incomparably  more  powerful 
than  10  years  ago,  for  instance.  And  GUI 
design  has  become  much  smarter.  “We’ve 
stopped  using  ‘world’  metaphors,  where 
if  you  wanted  mail  you  had  to  hunt 
through  a  picture  of  a  town  to  find  the 
‘post  office,’”  says  Alan  Millar,  creative 
director  of  Chicago-based  e-business  con¬ 
sultancy  Xpedior. 

If  nothing  else  had  changed,  GUI  devel¬ 
opment  costs  would  probably  be  well 
under  control.  Instead,  the  Web  appeared 
and  lifted  these  expenses  to  whole  new  lev¬ 
els.  A  GUI  is  no  longer  just  a  control  panel 
for  a  piece  of  software;  it  is  a  company’s 
public  face.  Further,  website  GUIs  need  to 
work  for  a  diverse  and  impatient  popula¬ 
tion,  provide  orderly  access  to  very  large 
libraries  of  information  and  resources,  and 
reflect  changing  fashions.  (These  days  not 


take  over  more  computing,  their  tiny 
screens  might  reduce  the  importance  of 
GUI  design.  Speech  recognition  might 
also  reduce  some  of  the  emphasis  on 
graphics.  And  today’s  pressure  toward 
greater  customization  suggests  that  even¬ 
tually  all  users  will  have  their  own  cus¬ 
tom  interface  that  will  make  display  deci¬ 
sions — harvesting  raw,  XML-enabled  data 
directly  from  company  servers  and  for¬ 
matting  according  to  the  user’s  needs. 

All  of  this  might  happen,  but  few  in 
the  field  seem  to  expect  it.  Experts  like 
McGrane  believe  that  designing  appli¬ 
cations  for  mobile  devices  and  config¬ 
urable  user  interfaces  will  just  increase 
development  constraints  and  make  things 
even  more  expensive,  as  will  integrating 
speech  recognition.  In  addition,  new 
interface  technologies,  such  as  3-D,  vir¬ 
tual  reality  and  animation,  seem  likely 
to  keep  costs  high. 

One  technology  produces  particular 
chills:  It  projects  heads-up  displays  onto 
eyeglasses  so  that  the  user  seems  to  be 
looking  at  a  very  large  screen.  If  accepted 
by  business,  the  technology  could  gener¬ 
ate  square  yards  of  display  surface  to  tin¬ 
ker  with — and  to  pay  for. 
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Files,  Files  Everywhere 

Easy,  inexpensive  wireless  file 
access  existed  only  in  dreamland 
just  a  few  months  ago.  Now 
X:drive  Inc.  offers  low-cost  wire¬ 
less  access  to  corporate  files  with 
little  effort  on  the  customer’s  part. 
Users  can  access  files  via  Palm  VII 
wireless  devices  or  wireless  appli¬ 
cation  protocol  (WAP)-enabled  cell 
phones.  The  service  is  free  for 
individual  users.  Enterprise 
Solutions  packages— which  include 
guaranteed  100  percent  uptime, 
multiuser  folder  sharing  and 
enhanced  security— start  at  $4.95 
per  month  per  user.  For  more 
information,  visit  www.xdrive.com 
or  call  310  883-2800. 

Fighting  Online  Evil 

If  your  company’s  network  traffic 
swamps  the  average  firewall,  there 
may  be  a  new  answer  for  you. 
CyberGuard  Corp.  and  Data 
General  have  joined  forces  to  cre¬ 
ate  the  KnightStar  Plus,  a  combi¬ 
nation  of  CyberGuard's  KnightStar 
firewall  appliance  and  Data 
General’s  Aviion  server  products. 
The  products  support  remote  mon¬ 
itoring  and  administration  via  a 
Web  browser  and  are  available  in 
rack-mountable  configurations. 
Prices  start  at  $27,995.  For  more 
information,  visit  www.cyberguard 
.com  or  call  800  666-4273. 
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AUTOMATING  THE  INFORMATION  AGE  • 


■tV: 

Autonomy* 


Manage  your  e-mess. 

m 


There’s  a  name  for  the  Web  pages,  emails,  and  documents  overwhelming  your  company:  e-mess.  And  buried  in  the  e-mess  is 
business-critical  information  -  the  currency  of  the  information  economy.  Fortunately,  there’s  a  way  to  make  sense  of  it  all  -  automatically. 
t  Solutions  for  Automating  |fS  oaiied  Autonomy.®  The  only  solution  that  personalizes,  categorizes,  links,  and  delivers  the  gold  buried  in  your  e-mess.  No  more 

orporate,  E-Commerce,  and  manua|  tagging.  No  more  junk-laden  keyword  searches.  Just  critical  information  delivered  instantly  and  automatically.  Reduce 

New  Media  Porta  s  costs,  optimize  efficiencies,  and  clean  up  your  e-mess.  Get  the  only  solution  that  automates  your  e-worid  -  Autonomy,  www.autonomy.com 

Manage  your  e-mess.  Call  1-877-243-9955  to  get  a  free  demo  CD  and  information  on  a  seminar  in  your  area. 


•  • 


PREDICTIONS 

ISPs 


ISPs  on  the  Ropes 


CHECKED  YOUR  Internet  service  provider’s  financial  health  recently?  It  might  not 
be  a  bad  idea,  particularly  if  your  company  gets  its  access  from  a  second-  or  third- 
tier  provider  not  associated  with  a  major  phone  company  or  backbone  network. 

According  to  Steven  Harris,  a  senior  research  analyst  for  business  network  services 
in  the  New  York  City  office  of  market  researcher  I  DC,  the  recent  exit  of  money  from 
the  tech  markets  has  left  some  ISPs  light  on  cash.  The  problem,  Harris  says,  is  that 
almost  none  of  the  providers  (America  Online  being  a  rare  exception)  are  actually 
making  money.  Instead,  they’ve  been  paying  the  bills  thanks  to  Internet-hype-inflated 
stock  prices.  But  now  that  a  bit  of  the  air  has  gone  out  of  the  techs,  these  same  ISPs 
may  be  forced  to  depend  on  nonexistent  earnings  to  cover  their  costs. 

The  market's  continuing  slump  (at  least  as  of  this 
May)  pretty  much  guarantees  that  ISP  stocks 
will  continue  to  lag,  as  now-wary  investors 
expect  something  more  from  their 
investments— like  profits.  “It's  been  a 
number  of  years,”  Harris  says,  “and  I 
think  it’s  getting  harder  for  [the  ISPs]  to 
say,  ‘Oh,  just  give  us  more  time  and  we’ll 
make  money  eventually.’” 

A  slowly  sinking  ISP  probably  isn’t  a 
reason  to  panic,  however.  Harris  says 
that  most  ISPs  pay  their  bills  after 
they’ve  already  provided  their  cus¬ 
tomers  with  service.  Given  that,  cus¬ 
tomers  would  probably  have  at  least  a 
little  time  to  change  providers  before 
being  cut  off,  even  if  their  current  ISP 
choice  goes  belly  up. 

An  ISP  consolidation  probably  won’t 
mean  increased  prices,  either,  says 
Harris.  Many  large  ISPs  are  tied  to  major 
parent  companies  such  as  Baby  Bells, 
which  see  Internet  access  as  a  long¬ 
term  opportunity,  even  if  it’s  currently 
unprofitable.  New  backbone  carriers 
will  most  likely  offer  Internet  access  as 
a  way  to  entice  corporate  customers 
that  must  provide  service  to  mobile 
employees.  And  phone  companies,  such  as  WorldCom  (formerly  MCI 
WorldCom)  and  AT&T,  often  bundle  Internet  access  into  contracts  as  a  way  to 
attract  or  retain  telephone  customers. 

Given  that  level  of  competition,  Harris  says  he  expects  Internet  access  prices  to 
go  down,  even  if  a  few  providers  curl  up  and  die.  And  that’s  good  news— unless,  of 
course,  your  provider  is  the  one  that  goes  silent.  -Christopher  Lindquist 
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Off  to  a  QuickStart 

Getting  an  e-commerce  site  off 
the  ground  should  no  longer  take 
days,  weeks  or  months.  InterLan 
Technologies’  new  QuickStart 
service  offers  preconfigured  Unix, 
Linux  and  Windows  NT  servers 
that  they  claim  can  be  up  and  run¬ 
ning  within  hours.  Small  to  mid¬ 
size  businesses  simply  visit  the 
InterLan  website  or  call  a  sales 
rep,  request  the  specific  system 
configuration  they  need— including 
processor  type,  operating  system, 
memory,  storage  and  backup  op¬ 
tions— and  InterLan  can  connect  it 
to  its  network  in  less  than  a  day. 
Prices  start  at  $650  a  month  plus 
a  $1,000  installation  fee.  For  more 
information,  visit  www.interlan.net 
or  call  888  452-6825. 
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CORPORATE  HOSTS 

Brio  Technology,  Inc. 
Cable  &  Wireless,  Inc. 
Changepoint  Corporation 


Chordiant  Software,  Inc. 


Citrix  Systems,  Inc. 
Enterasys 
E.piphany,  Inc. 

Genuity 

Hewlett-Packard  Company 
IBM  Corporation 


Information  Builders,  Inc. 


Intel  Corporation 


Intentia 


Intira  Corporation 
Iomega  Corporation 
Kyocera  Mita  America,  Inc 
Legato  Systems,  Inc. 


Lockheed  Martin 


Lucent  Technologies 
NetScout  Systems,  Inc. 
ProSight,  Inc. 

Symantec  Corporation 
Xerox  Corporation 


“Perhaps  the  single  best  confere 
career.  It  is  the  only  one  that  de 
tives,  with  an  unprecedented  der 


Joseph  Connell,  Vice  Presi 
Guardian  Life  Insuran 


IT  is  exerting  an  indelible 

influence  on  corporate  strategy.  Pushed 
and  pulled  by  new  channels,  CIOs  must 
deliver  the  essential  component  of  their 
enterprises'  marketplace  position.  To 
accomplish  this  expanded  role,  CIOs 
must  transcend  the 
platitudes  of  leadership 
and  apply  practical, 
actionable  ideas  to  in¬ 
corporate  their  vision 
and  affect  real  change. 

Jeffrey  Garten,  Dean 
and  William  S.  Beinecke 
professor  in  the  practice 
of  international  trade 
and  finance  at  the  Yale 
School  of  Management, 
brings  together  the  best 
strategies,  great  corpo¬ 
rate  cultures  and  progres¬ 
sive  corporate  leaders 
that  define  successful 
global  companies.  Attendees  will  receive  a 
complimentary  copy  of  his  work,  World 
View:  Global  Strategies  for  the  New  Economy. 
Based  upon  his  global  survey  and  interviews 
with  nearly  100  CIOs,  Michael  Earl, 
acclaimed  business  author  and  professor  of 
information  management  at  London 


By  straddling  the  role  of  IT 
and  business  visionary, 
in-house  architect  and 
corporate  pioneer,  CIOs  are 
shaping  their  organization’s 
future  by  being  broad-based, 
multifarious  enterprise  leaders 
envisioning,  promoting,  and 
driving  IT  and  business 
strategy. 


Business  School,  plots  the  substantial  role 
changes  for  CIOs  in  recent  years.  Earl  shares 
data  and  examples  gathered  in  the  summer 
of  2000  from  US  and  European  organiza¬ 
tions.  Richard  Barrett,  author  of  Liberating 
the  Corporate  Soul:  Building  a  Visionary 
Organization,  reveals  how 
CIOs  can  raise  their  orga¬ 
nization's  "cultural  capi¬ 
tal"  to  improve  prof¬ 
itability,  attract  and  retain 
the  best  people,  and 
release  new  levels  of 
employee  creativity  and 
productivity.  James  C. 
Wetherbe  joins  us  once 
again  as  the  conference 
moderator  and  experi¬ 
ence  leader,  and  explores 
the  phenomena  of  orga¬ 
nizational  expectation 
gaps  and  the  proactive 
approaches  CIOs  shoul 
use  to  manage  them. 

As  senior  vice  president  and  CIO  of  Airgas, 
Inc.,  the  largest  distributor  of  industrial, 
medical,  and  specialty  gases  and  related 
equipment  in  the  U.S.,  Sandy  Goldstein 
offers  strategies  for  CIOs  to  anticipate  the 
demands  of  an  increasingly  sophisticated 


e  I  have  attended  in  my  25  year 
/ers  top  IT  and  business  execu- 
ty  of  CIOs  and  Vice  Presidents.” 


it,  Information  Technology 
Company  of  America 


and  complex  workplace  and  on-  and  off-line 
customers.  David  Aldridge,  executive  vice 
president  and  CIO  of  The  Home  Shopping 
Network,  describes  his  role  as  architect  of 
HSN's  four-year  IT  and  business  transfor¬ 
mation,  and  the  specific  challenges  in 
charting  an  organization's  future  course. 

BUSINESS  BRIEFINGS 

Monday  and  Tuesday  afternoon,  you  will 
attend  a  series  of  multiple  business  briefings 
offered  by  our  Corporate  Hosts. 


COMPANION  PROGRAM 

Participation  in  the  Companion  Program 
includes  all  scheduled  meals,  receptions 
and  entertainment,  a  stretch  and  tone  class, 
and  all  planned  companion  activities  except 
session  attendance.  Companions  must  be 
enrolled  to  participate  in  conference-related 
activities 


I 


TO  ENROLL: 

Visit  our  Web  site  at  www.cio.com/ 
conferences 

Complete  the  enrollment  form  on 
the  back  of  this  brochure  and  fax 
it  to  508  879-7720 
Call  our  conference  hotline  at 
800  366-0246 
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Jeffrey  Garten 

Dean  and 
Professor 
International 
Trade  and  Finance 
Yale  School  of 
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Michael  Earl 

Professor 
Information 
Management 
Director  Center 
for  Information 
Management 
London  Business 
School 


FEATURED  PRESENTERS 

Sandy 
Goldstein 

Senior  Vice 
President  and  CIO 

Airgas,  Inc. 


Richard  Barrett 

Author 
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a  Visionary 
Organization 


David 
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Executive  Vice 
President  and  CIO 
The  Home 
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THE  ARIZONA  BILTMORE 


This  Frank  Lloyd 
Wright-inspired  resort 
holds  a  direct  link  to 
the  fabled  architect. 
Wrapped  in  history, 
this  world-renowned 
destination  has  been  crowned  “The  Jewel  of  the  Desert.” 
Guests  may  try  a  leisurely  outdoor  game  of  chess  or 
croquet,  or  challenge  the  club  pro  on  one  of  the  resort’s 
seven  tennis  courts.  Others  may  choose  a  different  way  to 
enjoy  the  surroundings.. .from  a  golf  cart.  A  myriad  of  bik¬ 
ing  and  hiking  trails,  or  the  state-of-the-art  workout  facili¬ 
ties,  provide  the  ultimate  in  exercise.  And  don’t  forget,  the 
Arizona  Biltmore  is  a  water-filled  oasis  with  eight  heated 
pools,  complete  with  cabanas,  lounges  and  slides. 


NAME  OF  COMPANION  (IF  PARTICIPATING  IN  COMPANION  PROGRAM) 

HOTEL  ACCOMMODATIONS  -  We  urge  you  to  make  your  reservations  early 
by  calling  the  hotel  at  602  955-6600  ext.  5400  and  identifying 
yourself  as  part  of  the  CIO  conference  to  receive  the  conference  rate. 

CIO  will  make  hotel  reservations  for  government/military  participants  only. 

Be  sure  to  guarantee  your  room  with  a  credit  card,  as  all  unreserved  or 
unguaranteed  rooms  will  be  released  on  September  8,  2000.  Hotel  reserva¬ 
tions,  cancellations  and  charges  are  your  responsibility.  If  a  CIO  conference 
Enrollment  Form  is  not  received  within  48  hours  of  making  your  hotel  reserva¬ 
tion,  your  room  will  be  released  from  the  CIO  room  block. 

ENROLLMENT  FEES  -  All  enrollment  fees  must  be  paid  in  advance 
of  the  meeting.  Fee  includes  conference  sessions,  business  briefings, 
Corporate  Host  displays,  conference  materials,  scheduled  meals,  receptions 
and  entertainment.  Transportation,  hotel  and  recreation  are  your  responsi¬ 
bility.  Please  note  that  submission  of  this  enrollment  form  to 
CIO  obligates  the  attendee/sender  for  the  enrollment  fee. 

CANCELLATION  -  ALL  CANCELLATIONS  OR  SUBSTITUTIONS  MUST 
BE  MADE  IN  WRITING.  You  may  cancel  your  conference  or  companion 
enrollment  up  to  September  15,  2000  without  penalty.  A  $250  administra¬ 
tion  fee  will  be  imposed  for  cancellations  received  between 
September  16  -  September  29,  2000.  No  refund  or  credit  will  be 
given  for  cancellations  after  September  29,  2000  or  for  no  shows. 

You  may  send  a  substitute  in  your  place.  CIO  reserves  the  right  to 
decline  enrollment  to  any  registrant. 


ENROLLMENT  FORM 

Please  visit  our  Web  site  at  www.cio.com/conferences 
or  Call  us  at  800  366-0246.  You  may  also  Fax  the 
completed  form  to  508  879-7720  or  mail  to: 

Executive  Programs,  CIO  Communications,  Inc.,  D3620, 
Boston,  MA  02241-3620. 


If  you  are  new  to  CIO  Conferences, 
your  business  card  is  required 
in  order  to  process  registration. 


CHECK  ALL  THAT  APPLY: 

Enrollment  Fees: 

□  IS  PRACTITIONER/EXECUTIVE  =  $2,480 

This  fee  applies  if  you  are  a  CIO,  IS  executive  or  hold  another 
executive  position  other  than  those  listed  below. 

□  GOVERNMENT/MILITARY  =  $2,745 

This  fee  includes  your  hotel  for  three  nights.  Do  not  make 
your  hotel  reservations,  CIO  will  make  them  for  you. 

□  SALES/MARKETING/CONSULTING  =  $10,000 

This  fee  applies  if  you  hold  a  sales,  marketing,  new  business 
development  or  consulting  position,  including  executive 
management  of  IT  vendor  and  consulting  companies.  This  fee 
is  payable  by  company  check  only.  CIO  will  make  the  final 
determination  of  this  category. 

□  COMPANION  PROGRAM  =  $325 

Companions  must  be  enrolled  in  this  program  to  attend  any 
conference-related  functions.  Includes  all  scheduled  meals, 
receptions,  entertainment,  companion  breakfast,  a  stretch  and 
tone  class,  and  planned  companion  activities.  Conference 
session  attendance  is  not  included. 


PAYMENT: 


□  Check  enclosed 


□  P.O.# 


TJY1 


(A  complete  Purchase  Order  must  be  submitted  within  10  days) 

□  AMEX  □  Visa  □  MC  Exp.  _ 

Credit  Card  #  _ 

Signature  _ 


□ 


I  am  not  staying  at  the  Arizona  Biltmore. 
Name  of  alternate  hotel _ 


To  enroll,  CALL  800  366-0246,  visit  our  WEB  SITE  at 
www.cio.com/conferences  or  FAX  us  at  508  879-7720. 
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UNDER  DEVELOPMENT 
high-tech  chips 


Ceramics  with  a  Twist 


A  DOUBLE  GYROID  might  sound  like  a 
fancy  figure  skating  maneuver,  but  it’s 
actually  a  structure  that  could  lay  the 
foundation  for  a  new  generation  of  cheap 
and  powerful  integrated  circuits  and  stor¬ 
age  products. 

The  double  gyroid — a  three-stemmed 
vine  intertwined  with  a  mirror  twin  in 
a  seemingly  endless  matrix — is  the  mo¬ 
lecular  configuration  of  a  new  kind  of 
ceramic  (a  nanostructured  ceramic)  that 
could  someday  replace  the  chemical 
polymers  now  used  in  the  manufactur¬ 
ing  of  chips  and  magnetic  disks.  The 


double  gyroid  structure  creates  a  densely 
packed  ceramic  composed  of  millions  of 
interconnected  struts,  which  measure 
only  about  one-thousandth  the  diame¬ 
ter  of  a  human  hair.  The  result  is  a  dur¬ 
able,  resilient  substance  that’s  also  light¬ 
weight  and  cheap  to  make. 

The  new  material’s  primary  technical 
benefit  is  that  it  has  a  very  low  “dielec¬ 
tric  constant,”  which  makes  it  less  sus¬ 
ceptible  to  electrical  crosstalk  than  to¬ 
day’s  commonly  used  polymers.  That’s 
an  important  consideration  as  chips  get 
smaller  and  more  susceptible  to  electrical 


interference.  Additionally,  designers  can 
spray  the  material  into  a  film,  which  they 
can  then  twist  into  a  variety  of  shapes  to 
meet  a  product’s  needs.  It  could  even  be 
applied  to  sheets  of  paper  or  fabric. 

Ceramics  don’t  naturally  self-assemble 
into  a  double  gyroid.  Yet  creating  a  nano¬ 
structured  ceramic  is  relatively  simple, 
says  Edwin  Thomas,  a  professor  of  mate¬ 
rials  science  and  engineering  at  the  Mass¬ 
achusetts  Institute  of  Technology,  and  the 
developer,  along  with  his  graduate  stu¬ 
dents,  of  the  process  used  to  produce  the 
material.  A  single-step,  room  temperature 
process  forms  the  ceramic  by  exposing 
two  organic  polymer  blocks — one  con¬ 
taining  silicon,  the  other  hydrocarbon — 
to  ozone.  Chip  makers  could  coat  a  sili¬ 
con  chip  substrate  with  the  material  using 
only  ozone  and  ultraviolet  light.  “You 
don’t  need  a  billion-dollar  fabrication 
line,”  says  Thomas. 

Since  a  nanostructured  ceramic  is 
something  of  a  snap  to  make  and  use, 
Thomas  believes  that  his  technology  and 
others  that  similarly  lower  the  cost  and 
increase  the  ease  of  chip  production  will 
greatly  reduce  the  cost  of  building  chips 
and  storage  products.  This  could  lead 
to  a  boom  in  disposable  computer  prod¬ 
ucts  within  five  to  10  years,  he  predicts. 
“You  can  imagine  having  the  price  of 
electronics  so  inexpensive  that  they’ll  be 
in  clothing  and  objects  you  use  once  and 
throw  away.” 

Nanostructured  ceramic’s  commercial 
potential  has  attracted  the  attention  of 
IBM.  The  company,  along  with  the  Na¬ 
tional  Science  Foundation,  is  funding 
Thomas’  research.  The  potential  payoff 
could  be  huge.  “This  is  the  way  to  go  if 
you  want  to  put  a  circuit  into  a  newspa¬ 
per,  cereal  box  or  T-shirt,”  says  Thomas. 

-John  Edwards 


The  nanostructured  ceramic  could  lead  to  a  boom  in 
disposable  computer  products  within  five  to  10  years. 
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Difference  Engine 

The  Social  Impact  of  Technology 


A  Tale  of 
Two  Terrors 


Will  computers  bring  about  mankind’s  demise? 
Help  the  ultra-rich  become  a  new  species?  That 
depends  on  how  good  our  software  gets. 

BY  JARON  LANIER 

EVERY  NOW  AND  THEN,  IT  professionals  stand  back  and  marvel 
at  the  astonishing  rate  of  change  in  our  field.  We  then  imagine 
where  it  might  eventually  lead,  and  the  thoughtful  among  us 
become  terrified. 

One  version  of  the  terror  was  expressed  recently  by  Bill  Joy, 
cofounder  and  chief  scientist  at  Sun  Microsystems,  in  Wired 
magazine.  Joy’s  terror  is  a  little  different  from  mine.  He  accepts 
the  pronouncements  of  Ray  Kurzweil  and  others,  who  believe 
that  Moore’s  Law  (which  states  that  computers  double  in  speed 
every  year  and  a  half  or  so)  will  lead  to  autonomous  machines, 
perhaps  by  the  year  2020.  That  is  when  computers  will 
become,  according  to  some  estimates,  about  as  powerful  as 
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human  brains.  (Not  that  anyone  knows  enough  to  really  mea-  < 

sure  brains  against  computers  yet.  But  for  the  sake  of  argu-  Z 

ment,  let’s  suppose  that  the  comparison  is  meaningful.)  Accord-  % 
ing  to  this  scenario  of  the  terror,  computers  won’t  be  stuck  in  | 
boxes.  They’ll  be  more  like  robots,  all  connected  together  on  “ 
the  Net,  and  they’ll  have  quite  a  bag  of  tricks.  ° 

They’ll  be  able  to  perform  nanomanufacturing,  for  one  ^ 
thing.  They’ll  quickly  learn  to  reproduce  and  improve  them-  d 
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selves.  One  fine  day  without  warning,  the  new  supermachines 
will  brush  humanity  aside  as  casually  as  humans  clear  a  forest 
for  a  new  development.  Or  perhaps  the  machines  will  keep 
humans  around  to  suffer  the  sort  of  indignity  portrayed  in  the 
movie  The  Matrix. 

Even  if  the  machines  would  otherwise  choose  to  preserve 
their  human  progenitors,  evil  humans  will  be  able  to  manipu¬ 
late  the  machines  to  do  vast  harm  to  the  rest  of  us.  This  is  a 
different  scenario  that  Joy  also  explores.  Biotechnology  will 
have  advanced  to  the  point  that  computer  programs  will  be 
able  to  manipulate  DNA  as  if  it  were  Javascript.  If  computers 
can  calculate  the  effects  of  drugs,  genetic  modifications  and 


Just  as  the  newborn  race  of  robots  are  about  to 
consume  all  humanity,  our  dear  old  species  will 
likely  be  saved  by  a  Windows  crash. 


other  biological  trickery,  and  if  the  tools  to  realize  such  tricks 
are  cheap,  then  all  it  takes  is  one  madman  to,  say,  create  an 
epidemic  targeted  at  a  single  race.  Joy  points  out  that  biotech¬ 
nology  without  a  strong,  cheap  information  technology  com¬ 
ponent  would  not  be  sufficiently  potent  to  bring  about  this 
scenario.  Rather,  it  is  the  ability  of  software  to  cheaply  model 
and  guide  the  manipulation  of  biology  that  is  at  the  root  of 
this  variant  of  the  terror. 

I  can’t  fully  convey  Joy’s  concerns  in  this  brief  account,  but 
I  think  you  get  the  idea. 


Now  I  know  I’m  not  being  entirely  fair  here.  We  have  bet¬ 
ter  speech  recognition  and  language  translation  than  we  used 
to,  for  example,  and  we  are  learning  to  run  larger  databases 
and  networks.  But  our  core  software  techniques  and  technolo¬ 
gies  simply  haven’t  kept  up  with  hardware.  Just  as  the  newborn 
race  of  robots  are  about  to  consume  all  humanity,  our  dear 
old  species  will  likely  be  saved  by  a  Windows  crash.  The  poor 
robots  will  linger  pathetically,  begging  us  to  reboot  them,  even 
though  they’ll  know  it  would  do  no  good. 

What  is  a  long-term  future  scenario  in  which  hardware 
keeps  getting  better  and  software  remains  mediocre? 

The  great  thing  about  crummy  software  is  the  amount  of 
employment  it  generates.  If  Moore’s  Law 
is  upheld  for  another  20  or  30  years, 
there  will  not  only  be  a  vast  amount  of 
computation  happening  on  planet  Earth, 
but  the  maintenance  of  that  computation 
will  consume  the  efforts  of  almost  every 
living  person.  We’re  talking  about  a 
planet  of  help  desks. 

In  a  previous  column,  I  argued  that 
this  future  would  be  a  great  thing,  realizing  the  socialist  dream 
of  full  employment  by  capitalist  means  (see  “Let’s  Conquer 
the  Divide,”  CIO,  Jan.  15,  2000).  But  let’s  consider  the  dark 
side. 


A 


My  version  of  the  terror  is  different.  The  main  reason 
is  that,  so  far,  Moore’s  Law  applies  only  to  hardware, 
not  software.  I  dearly  wish  we  could  claim  that  soft¬ 
ware  is  improving  as  quickly  as  hardware.  Indeed,  in  some 
cases  I  wish  we  could  claim  that  software  is  improving  at  all. 
I  remember  when  I  was  a  young  pup  in  school  in  the  late  ’70s, 
and  Unix  was  the  beloved  operating  system  at  my  campus. 
How  I  hated  Unix,  that  devilish  accumulator  of  data  trash, 
obscurer  of  function,  enemy  of  the  user!  I  was  optimistic  that 
within  a  few  years  Unix  would  be  just  a  bad  dream,  vaguely 
remembered.  Now,  as  we  enter  a  new  century  and  I  enter  my 
own  middle  age,  the  hot  prospect  in  software,  which  has  ener¬ 
gized  students  and  invigorated  the  investment  scene,  is  none 
other  than  a  return  to  Unix,  in  its  Linux  incarnation. 

If  anything,  there’s  a  reverse  Moore’s  Law  observable  in  soft¬ 
ware:  As  processors  become  faster  and  memory  becomes 
cheaper,  software  becomes  correspondingly  slower  and  more 
bloated,  using  up  all  available  resources. 


mong  the  many  processes  that  information  systems 
make  more  efficient  is  the  process  of  capitalism  itself. 
A  nearly  friction-free  economic  environment  allows 
fortunes  to  be  accumulated  in  a  few  months  instead  of  in  a 
few  decades.  Yet  the  individuals  doing  the  accumulating  are  still 
living  as  long  as  they  used  to;  longer,  in  fact.  So  those  individ¬ 
uals  who  are  good  at  getting  rich  have  a  chance  to  get  richer 
before  they  die  than  their  equally  talented  forebears  did. 

There  are  two  dangers  in  this.  The  smaller,  more  immedi¬ 
ate  danger  is  that  young  people  acclimatized  to  a  deliriously 
receptive  economic  environment  might  be  emotionally 
wounded  by  what  the  rest  of  us  would  consider  brief  returns 
to  normalcy.  I  sometimes  wonder  if  some  of  my  students  who 
have  gone  on  to  dotcom  riches  would  be  able  to  handle  any 
financial  frustration  that  lasted  more  than  a  few  days  without 
going  into  some  sort  of  destructive  depression  or  rage. 

The  greater  danger  is  that  the  gulf  between  the  richest  and 
the  rest  could  become  transcendentally  grave.  That  is,  even  if 
we  agree  that  a  rising  tide  raises  all  ships,  if  the  rate  of  the  ris¬ 
ing  of  the  highest  ships  is  greater  than  that  of  the  lowest,  they 
will  become  ever  more  separated.  (And  indeed,  as  pointed  out 
in  my  last  column,  concentrations  of  wealth  and  poverty  have 
increased  in  this  country  in  recent  years.) 

If  Moore’s  Law  or  something  like  it  is  running  the  show, 


2  4  2 


CIO  JULY  1,  2000  •  www.cio.com 


Ah, the 

Internet. 

Pioneering  new  marketing  methods. 
Tapping  into  new  markets. 

Getting  sued  by  millions  of  customers  for  violating  their  privacy. 


Consumers  are  becoming  more  savvy  about  protecting  their  personal  information  online.  It’s  in 
the  best  interest  of  your  business  to  show  them  that  you  share  their  concern.  PrivaSeek’s 
technology  gives  consumers  control  over  their  online  profiles.  And  empowers  them  to  decide  how 
this  information  is  shared.  Empowering  your  business  with  this  technology  allows  you  to  speak 
to  your  customers  in  an  efficient,  permissioned,  one-on-one  approach.  With  several  packages 
available,  incorporating  PrivaSeek’s  technology  into  your  website  is 
virtually  effortless.  You’ll  know  your  customers  better.  And  your 
customers  will  have  greater  confidence  in  you.  www.privaseek.com 


Opinion  Difference  Engine 


the  scale  of  the  separation  could  become  astonishing.  This  is 
where  my  terror  resides,  in  considering  the  ultimate  outcome  of 
the  increasing  divide  between  the  ultra-rich  and  the  merely 
better  off. 

With  the  technologies  that  exist  today,  the  wealthy  and  the 
rest  aren’t  all  that  different;  both  bleed  when  pricked,  to  use 
the  classic  example.  But  with  the  technology  of  the  next  20  or 
30  years,  they  might  become  quite  different  indeed.  Will  the 
ultra-rich  and  the  rest  of  us  even  be  recognizable  as  the  same 
species? 

The  possibilities  are  so  obvious  and  so  terrifying  that  there 
is  almost  a  banality  in  stating  them.  The  rich  could  have  their 


My  guess  is  that  immortality  will  be  cheap  if 
information  technology  gets  much  better,  and 
expensive  if  IT  remains  as  crummy  as  it  is. 


children  engineered  to  be  genetically  more  intelligent,  beautiful 
and  joyous,  for  example.  Perhaps  they  could  even  be  geneti¬ 
cally  disposed  to  have  a  superior  capacity  for  empathy,  but  only 
to  other  people  who  meet  some  narrow  range  of  criteria. 

Let’s  explore  just  one  possibility,  for  the  sake  of  argument. 
One  day  the  richest  among  us  could  turn  nearly  immor¬ 
tal,  becoming  virtual  gods  to  the  rest  of  us.  (An  appar¬ 
ent  lack  of  aging  in  cell  cultures  and  in  some  organisms  has 
been  demonstrated  in  the  laboratory,  though  not  in  a  human 
being  as  yet.) 

I  don’t  want  to  focus  here  on  the  fundamental  questions  of 
near-immortality:  whether  it  is  moral  or  even  desirable,  or 
where  one  would  find  room  if  immortals  insisted  on  continuing 
to  have  children.  Instead,  let’s  focus  on  the  question  of  whether 
immortality  is  likely  to  be  expensive. 

My  guess  is  that  immortality  will  be  cheap  if  information 
technology  gets  much  better,  and  expensive  if  IT  remains 
as  crummy  as  it  is.  I  suspect  that  the  hardware/software 
dichotomy  will  reappear  in  biotechnology,  and  indeed  in  other 
21st  century  technologies.  You  can  think  of  biotechnology  as 
an  attempt  to  make  flesh  into  a  computer,  in  the  sense  that 
biotechnology  hopes  to  manage  the  processes  of  biology  in  ever 
greater  detail,  leading  at  some  far  horizon  to  perfect  control. 
Likewise,  nanotechnology  hopes  to  do  the  same  thing  for  mate¬ 
rials  science.  If  the  body,  and  the  material  world  at  large, 
becomes  more  manipulatable,  more  like  a  computer’s  mem¬ 
ory,  then  the  limiting  factor  will  be  the  quality  of  the  software 
that  governs  the  manipulation. 


Even  though  it’s  possible  to  program  a  computer  to  do  vir¬ 
tually  anything,  we  all  know  that’s  really  not  a  very  helpful 
feature  of  computers.  The  important  fact  is  this:  Getting  com¬ 
puters  to  perform  specific  tasks  of  significant  complexity  in  a 
reliable  but  modifiable  way,  without  crashes  or  security 
breaches,  is  essentially  impossible.  We  can  only  approximate 
this  goal,  and  only  at  great  expense. 

Likewise,  one  can  hypothetically  program  DNA  to  make  vir¬ 
tually  any  modification  in  a  living  thing,  and  yet  designing  a 
particular  modification  and  vetting  it  thoroughly  will  likely 
remain  immensely  difficult.  That  is  one  reason  why  biological 
evolution  has  never  found  a  way  to  operate  quickly.  Similarly, 
one  can  hypothetically  use  nanotechnology 
to  make  matter  do  almost  anything  conceiv¬ 
able,  but  it  will  probably  turn  out  to  be 
much  harder  than  we  now  imagine  to  get  it 
to  do  any  particular  thing  of  complexity 
without  disturbing  side  effects. 

Scenarios  that  predict  that  biotechnology 
and  nanotechnology  will  be  able  to  quickly 
and  cheaply  create  startling  new  things  must 
also  imagine  that  computers  will  become  semiautonomous, 
super-intelligent,  virtuoso  engineers.  But  computers  will  do  no 
such  thing  if  the  last  half-century  of  progress  in  software  serves 
as  a  predictor  of  the  next  half-century. 

In  other  words,  bad  software  will  make  biological  feats  like 
near-immortality  expensive  instead  of  cheap  in  the  future.  Even 
if  everything  else  gets  cheaper,  the  IT  side  of  the  effort  will  get 
more  expensive. 

Cheap  near-immortality  for  everyone  is  a  self-limiting  propo¬ 
sition.  There  isn’t  enough  room  to  accommodate  such  an 
adventure.  Also,  roughly  speaking,  if  immortality  were  to 
become  cheap,  so  would  the  horrific  biological  weapons  of 
Joy’s  scenario.  On  the  other  hand,  expensive  near-immortality 
is  something  the  world  could  absorb,  at  least  for  a  good  long 
while,  because  there  would  be  fewer  people  involved.  Maybe 
they  could  even  keep  the  effort  quiet. 

So  here  is  the  irony.  The  very  features  of  computers  that 
drive  us  crazy  today,  and  keep  us  gainfully  employed,  are  the 
best  insurance  our  species  has  for  long-term  survival  as  we 
explore  the  far  reaches  of  technological  possibility.  On  the  other 
hand,  those  same  annoying  qualities  are  what  could  make  the 
21st  century  into  a  madhouse  scripted  by  the  fantasies  and 
desperate  aspirations  of  the  super-rich.  QQ 


What’s  your  vision  of  the  terror  of  technology?  Let  us 
know  at  difference@cio.com.  Jaron  Lanier  is  the  lead 
scientist  of  the  National  Tele-Immersion  Initiative,  Inter¬ 
net?  Central  Laboratory,  in  Armonk,  N.Y.  His  website 
is  www.advanced.org/jaron. 
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No  one  has  ever  run  a  successful  business  by  being 
uninformed.  In  fact,  making  critical  decisions  based 
solely  on  impulse  wastes  time,  resources  and  effort. 
With  Information  Builders’  business  intelligence  and 
integration  software  solutions  your  decisions  can  be 
based  on  something  far  more  valuable-pertinent 
information  that  is  available  on  demand  to  employees, 
customers  and  partners-everyone  who  impacts  your 
success.  That’s  the  power  of  i-business,  it  puts  the 
intelligence  in  e-business  and  provides  companies 
like  Merrill  Lynch,  General  Motors  and  Sony  with  an 
intelligent  real  time  view  of  their  overall  business. 
Only  Information  Builders  offers  that  kind  of 
knowledge.  So  you  can  seize  the  moment,  act 
intelligently  and  perform  like  never  before. 
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Service  with 
a  Smirk 

The  first  casualty  of  a  good  economy 

is  customer  service 

BY  TOM  WAILGUM 

MY  PERSONAL  good  fortune  seems  to  be  mirroring  the  booming  econ¬ 
omy  of  the  last  six  or  so  years.  Since  I  graduated  college  in 
1994,  I’ve  been  making  headway  toward  all  that  is  good  and 
right  with  adulthood — a  debt-free  car,  an  engagement  ring  for 
my  fiancee,  a  new  set  of  golf  clubs  and  a  savings  account  bal¬ 
ance  that  brings  me  more  than  the  $3.78  in  taxable  interest  I 
earned  in  1994. 

Reflecting  on  the  latter  part  of  this  decade,  I  can  say  that 
I’ve  enjoyed  my  coat-tail  ride  on  this  burgeoning  economy. 
I’m  finally  in  a  position  to  become  the  conspicuous  consumer 
I’ve  always  wanted  to  be.  Yet  even  though  I’ve  got  discretionary 
income  burning  a  hole  in  my  pocket  (my  fiancee  is  always 
ready  to  suggest  something  to  spend  it  on),  I’m  having  trouble 
parting  with  my  money.  It’s  not  that  I  can’t  find  anything  to 
buy,  it’s  that  I’m  having  trouble  finding  businesses  that  are  wor¬ 
thy  of  my  patronage. 

Boom  Times,  Bad  Service 

The  issue  at  hand  is  bad  customer  service  by  companies  great 
and  small.  And  the  culprit  of  all  this  disappointing  behavior 


is,  in  fact,  the  booming  economy,  otherwise  known  as  Good 
Times.  Before  Good  Times,  businesses  and  employees  of  busi¬ 
nesses  who  dealt  with  the  public  took  care  of  the  customer. 
There  was  a  need  to  remember  the  customer  and  his  prefer¬ 
ences — money  was  tight  and  every  person  who  walked  into 
that  store  mattered.  Any  unwelcoming  behavior  by  a  com¬ 
pany  or  one  of  its  officials  or  employees  sent  prospective  cus¬ 
tomers  marching  to  the  new  Wal-Mart  down  the  street.  It  was 
a  kinder,  gentler  time  when  “I’m  going  to  take  my  business  else¬ 
where”  actually  meant  something. 

But  now,  Good  Times  are  here  and  business  profits  are  soar¬ 
ing.  People  are  disposing  of  their  discretionary  incomes — and 
not  thinking  twice  about  purchasing  that  expensive  DVD 
player,  SUV  or  leather  couch.  So  businesses,  with  more  cus¬ 
tomers  than  they  can  fend  off  with  a  dead  cat,  are  getting  lack¬ 
adaisical  about  customers  and  their  needs.  What  compounds 
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Biatic  software  applications  just  don't  cut  it  anymore.  Because  now  there's  a  unique  approach 
3  developing  agile  eBusiness  applications  that  radically  trims  traditional  deployment  times  and 
me  between  revisions.  At  EC  Cubed,  we  fuse  our  Net-native  B2B  platform  with  your  unique 
business  processes  to  create  a  tailored,  dynamic  application  delivered  on  a  subscription  basis. 
The  result  is  rapid  innovation  and  B2B  applications  capable  of  keeping  pace  with  Internet  time. 
|  And  we  continually  manage  and  evolve  your  application,  I 
so  you  can  react  to  changes  in  business  as  they  occur, 
r  offering  you  an  unparalleled  competitive  advantage. 

To  learn  more  about  eBusiness  applications  that  won't 
slack  off  on  the  job,  just  call  877-EC-CUBED,  or  visit 
www.eccubed.com/ebiz  now  for  our  white  paper,  "Why 
Static  Applications  Don't  Cut  It  In  The  New  Economy' 


ec  cubed 


achieve  perpetual  innovation 
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Opinion  |  Reality  Bytes 


this  trend  is  a  lack  of  finely  trained  staff  (in  IT  and  elsewhere) 
who  can’t  keep  up  with  customer  requests  and  questions. 

However,  using  the  excuse  “we’re  short-staffed”  doesn’t 
mean  much  to  me.  If  you’re  going  to  open  your  doors  (or  web¬ 
site)  to  the  public  and  call  yourself  a  business,  then  you’d  bet¬ 
ter  have  enough  adequately  trained  employees.  There’s  noth¬ 


If  you’re  going  to  open  your  doors  to  the  public 
and  call  yourself  a  business,  then  you’d  better 
have  enough  adequately  trained  employees. 


nal  users.  Logic  would  have  it,  I  have  always  presumed,  that  the 
enterprise  needs  customers  to  sustain  itself  and  be  successful. 

Customer  service,  in  my  opinion,  is  just  as  paramount  as 
maintaining  accurate  P&L  statements,  having  a  solid  technol¬ 
ogy  infrastructure  or  making  sure  there’s  plenty  of  burgers,  hot 
dogs  and  vegetarian  options  at  the  company’s  summer  outing. 

But  do  companies  really  know  how  easy 
it  is  to  lose  customers  forever  or  gain  life¬ 
time  ones  in  just  one  interaction?  A  simple 
“Thank  you”  or  “I’ll  call  you  right  back” 
(and  actually  calling)  are  all  it  takes.  Does 
it  seem  strange  to  ignore  a  customer’s  plea 
for  help  with  your  product?  Or  a  little  bit 


ing  more  infuriating  than  going  to  a  store  and  having  the  man¬ 
ager  try  to  make  you  feel  bad  because  they’re  a  little  short- 
staffed — like  it  was  your  fault  that  two  employees  decided  to 
blow  off  work  that  day! 

I  can’t  tell  you  how  many  times  I’ve  been  ignored,  put  on 
hold,  told  to  call  back  later,  transferred  to  voice  mail  or  given 
no  response  at  all.  What  about  those  late-arriving  packages  that 
my  fiancee’s  mother  had  ordered  for  Christmas  (which 
included  a  very  important  present  for  me!)?  Or  when  my  friend 
tried  to  return  a  website-ordered  item  to  the  brick-and-mortar 
headquarters  and  couldn’t?  Doesn’t  it  seem  strange  that  they 
weren’t  able  to  help  him?  Not  to  most  of  us.  As  consumers, 
we  put  up  with  “No,  we  can’t”  and  “I’ll  talk  to  the  manager, 
but  he  ain’t  gonna  like  this”  as  if  this  is  business  as  usual. 

Bad  customer  service  is  aggravating  and  antithetical  to  the 
credo  that  declares  the  customer  is  No.  1;  in  fact,  these  days  it 
seems  businesses  are  treating  the  customer  like  “number  two.” 
My  real  problem  is  that  I’m  the  kind  of  person  who  perpetually 
says  thank  you  to  business  owners  for  letting  them  sell  me  a 
product — a  product  for  which  they  paid  less  than  half  of  the 
marked-up  price  that  they  are  about  to  charge  me.  And  they 
or  their  employees  almost  never  thank  me  first  or  thank  me  in 
return  for  my  business.  “Thanks  for  letting  me  shop  in  your 
crappy  store,”  I  am  often  tempted  to  say  at  the  end  of  a  pur¬ 
chase.  “I  appreciate  not  being  able  to  find  anything  in  your 
poorly  marked  aisles,  and  I  really  got  the  exceptional  customer 
experience  you  were  going  for  when  I  wanted  to  buy  four  of 
the  items  advertised  in  your  flyer,  and  all  you  had  was  one 
really  dusty  one.  And  when  your  salesclerk  grabbed  my  money 
and  threw  my  fragile  item  in  a  bag  (to  her  credit,  she  did  ask  me 
if  I  wanted  a  bag),  I  felt  really,  really  special.” 

I  don’t  own  a  business,  but  I  assume  that  whether  you’re 
an  e-commerce  startup  or  an  established  IT  shop,  one  way  to 
differentiate  yourself  would  be  through  top-notch  customer 
service — for  external  customers,  prospective  buyers  or  inter¬ 


odd  not  to  reply  to  a  prospective  customer’s 
e-mail  about  your  service?  (If  you’re  mulling 
over  the  answers  to  my  rhetorical  questions,  then  you  might 
want  to  rethink  your  business  strategies  and  your  priorities.) 

Businesses  are  touting  the  fact  that  they  have  great  CRM 
technology  these  days,  but  are  the  computers  and  software  used 
by  businesses  really  getting  them  closer  to  me?  I  contend  that 
those  systems  are  actually  driving  companies  further  away 
from  my  real  needs — needs  as  simple  as  hearing,  “Thank  you 
for  shopping  here  today.  We  really  do  appreciate  your  busi¬ 
ness.”  I  don’t  think  that  tracking  my  last  15  purchases  and 
being  able  to  suggest  what  I  might  like  on  my  16th  visit  is  even 
close  to  a  highly  personalized  “Have  a  nice  day”  or  a  follow-up 
e-mail  that  comes  back  to  me  within  hours — not  weeks. 

In  the  future,  analysts  predict  that  the  only  way  brick-and- 
mortar  businesses  will  be  able  to  compete  with  dotcoms  will 
be  by  offering  the  customer  an  experience  he  or  she  will  not 
be  able  to  get  online.  (Which  brings  to  mind  images  of  myste¬ 
rious  Enya  music,  big  scented  candles,  beaded  curtains  and  hip¬ 
pie  store  owners  serving  herbal  teas  and  funky  brownies.)  This 
experience,  they  say,  will  differentiate  the  good  from  the  bad, 
the  profitable  from  the  unprofitable. 

These  Good  Times  can’t  last  forever.  And  when  Good  Times 
end,  businesses  are  sure  to  be  asking,  “What’s  happening?” 
when  customers  no  longer  flock  to  their  stores  or  log  on  to  their 
websites.  As  we’ve  recently  seen,  the  growth  and  prosperity  of 
the  ’90s  could  tank  with  a  sequence  of  bad  weeks  on  Wall 
Street  or  layoffs  at  some  Fortune  500s.  And  if  the  economy 
does  go  in  the  toilet,  I  shall  remember  only  those  companies 
that  treated  me  like  No.  1.  And  to  those  other  companies:  I 
hope  they  enjoy  the  smell  of  being  number  two — if  they’re  still 
in  business.  HH 


Associate  Editor  Tom  Wailgum  was  once  a  waiter,  so 
he  thinks  he's  an  expert  on  good  customer  service. 
Send  him  an  e-mail  at  twailgum@cio.com,  and  he'll  get 
right  back  to  you. 
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To  be  mastered,  skills  have  to  be  experienced.  That's  why  we  created  vLab'  technology  -  a  skills-based  training  environment  that  includes  a  real 
network  complete  with  real  problems.  So,  with  vLab's  remote  on-line  learning,  you're  taught  real  skills,  real  solutions  on  real  gear  —  and  get  all 
your  moves  down  cold.  For  more  information  about  what  Mentor  Technologies'  vLab  system  can  do  for  you. 


mentor  technologies 


check  our  website  at  meiitortech.com  Mentor  Technologies.  Real  Learning  for  a  Virtual  World. 
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BY  WM.  ANTHONY  CONNOLLY 

I  AM  A  SEASONED  journalist,  but  I  am  still  wet  behind  the  ears  when 
it  comes  to  URLs,  HTML  and  technical  architecture.  I  have  just 
learned  to  utter  dotcom  without  feeling  pretentious. 

Recently,  I  joined  a  startup  called  CountryWatch.com,  based 
in  Houston.  Its  mission  is  to  provide  socioeconomic  and  geopo¬ 
litical  information  on  all  191  recognized  countries  in  the  world. 
As  a  career  ink-stained  wretch,  I  was  champing  at  the  bit  to 
tackle  the  challenge  of  managing  the  researching,  writing  and 
editing  of  the  twice-yearly  updates  on  all  country  reviews. 

But  when  I  got  here  I  realized  I  wasn’t  in  Kansas  anymore. 
My  newsroom  has  no  walls,  my  reporters  are  invisible,  and  my 
work  has  to  fit  into  a  frenetic  schema  of  other  company  needs. 
I  assessed  the  situation.  I  felt  just  like  Keanu  Reeves  staring 
blankly  at  Laurence  Fishburne  in  The  Matrix. 

I  was  lacking  the  tools  and  knowledge  I  needed  to  do  my 
job.  I  was  frustrated,  confused  and  suffering  from  the  “I’m  a 
big  phony”  syndrome.  Great,  I  thought,  I’m  36,  I’m  at  the 
height  of  my  career,  and  I  can’t  hack  it  in  the  new  new  way  of 
things.  I  started  pining  for  my  Royal  typewriter,  my  stenogra¬ 
pher’s  pad,  my  Waterman.  I  hungered  for  ink  and  newsrooms. 


Enter  the  Beth-A-Nator.  Beth  Schneckenburger  is  the  CIO 
of  CountryWatch.com.  She  came  from  an  IT  background 
working  with  American  Express  and  NASA.  Her  resume  is  an 
impressive  array  of  CIO  credentials.  Beth  knows  things. 

She  started  a  week  after  I  did;  we  all  sighed  with  relief.  Most  of 
us  could  make  neither  hide  nor  hair  out  of  the  technology.  We 
didn’t  know  how  to  get  our  content  to  our  audiences.  Beth  did. 

On  her  first  day  she  held  a  PowerPoint  presentation,  graph¬ 
ically  displaying  our  shortcomings  but  also  illustrating  how  to 
best  use  our  creativity  and  smarts.  It  was  painful  but  worth¬ 
while.  She  also  asked  us  to  think  about  our  jobs,  our  needs 
and  how  we  envisioned  the  system  working. 

If  I  can  once  again  borrow  from  The  Matrix ,  Beth  offered 
us  a  red  pill  and  a  blue  pill.  If  we  took  the  red  one  and  disre¬ 
garded  her  offer,  we  would  return  to  ignorant  bliss.  If  we  took 
the  blue  pill  our  eyes  would  be  opened,  and  nothing  would  ever 
be  the  same.  We  took  the  blue  pill. 

But  there  was  an  interesting  company  mind-set  that  devel¬ 
oped  from  Beth’s  original  presentation.  Many  felt  stupid  and 
hopeless.  Luckily,  Beth’s  strength — and  perhaps  the  greatest 
asset  of  any  CIO — is  her  ability  to  sense  our  frustration. 

On  Day  2,  Beth  created  the  “buzzword  zone”  and  instructed 
me  to  let  her  know  if  she  lost  me  in  IT-ese.  Beth  took  time  to 
explain  what  she  needed  from  me  and  why.  By  knowing  what 
I  needed  to  do  my  job,  Beth  could  do  hers. 

She  invited  me  to  vendor  meetings,  asked  for  my  input  and 
sent  me  interesting  URLs.  Often,  she  came  into  the  department 
we  lovingly  call  “The  Right  Brain  Emporium”  just  to  say  hello. 
She  joked  about  our  proclivities  for  things  creative.  When  the 
technical  demands  of  the  business  became  overbearing,  Beth 
said  she  would  take  care  of  it;  she  became  The  Beth-A-Nator. 

What  is  most  striking  about  Beth  is  not  that  she  has  adapted 
her  approach  to  meet  our  vocabulary  and  vision;  Beth  has  per¬ 
formed  her  duties  so  subtly,  that  I  in  turn  have  become  more 
technologically  savvy. 

Now,  I  can  sing  from  the  same  song  sheet  as  those  on  the  shore 
of  the  new  economy.  Undoubtedly,  there  will  be  more  tsunamis 
ahead,  but  I  know  that  the  Beth-A-Nator  will 
show  me  how  to  surf.  HH 


Looking  for  a  platform  for  your  ideas?  Send  them  to 
platform@cio.com.  Wm.  Anthony  Connolly  is  the  man¬ 
aging  editor  of  Houston-based  CountryWatch.com. 
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|n  time,  all  questions 

OF  THE  UNIVERSE  WILL  BE  ANSWERED. 
IF  YOU  CAN’T  WAIT,  ASK  QUAAN. 

Seek  enlightenment  with  the  most  revolutionary  corporate  Web  self-help  solution 
ever  created — Quaan?  Quaan’s  Context  Vector'"  technology  understands  your  customers’ 
natural  language  questions  and  quickly  sorts  through  your  knowledgebase  to  provide  extremely 
curate  responses.  Which  improves  customer  satisfaction  and  reduces  your  support 
costs.  Quaan-tify  your  Web  site  by  calling  1-800-854-7195  or  visit  www.quaan.com. 


Wisdom  for  the  Web. 
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Opinion 


Sound  Off 

Taking  Sides  on  Critical  Issues 


Illicit 

Information 

BY  MARTHA  HELLER 

ON  MARCH  23,  the  United  States  Justice  Department  began  a  crimi¬ 
nal  investigation  into  the  disappearance  of  thousands  of  e-mail 
messages,  sent  to  and  from  the  White  House  between  August 
1996  and  November  1998,  and  subpoenaed  but  never  deliv¬ 
ered  during  congressional  and  judicial  inquiries  into  the  Lewin¬ 
sky  scandal  and  Clinton  administration  fund-raising  activities. 

Although  the  law  requires  the  White  House  to  archive  all 
incoming  e-mail  messages,  the  mislabeling  of  one  of  four  Lotus 
Notes  servers  kept  those  e-mails  out  of  the  White  House’s  auto¬ 
mated  record  management  system.  Thus,  when  technicians 
ran  subpoena-mandated  searches,  one-quarter  of  all  incoming 
e-mail  messages  never  surfaced.  And,  according  to  White 
House  Counsel  Beth  Nolan,  without  two  years  of  work  and 
$3  million,  they  never  will. 

What  the  White  House  is  calling  a  “computer  glitch”  was, 
according  to  Nolan,  “entirely  unintentional,”  and  she  may  be 
right  about  that.  But  there’s  more  to  the  story. 

In  May  1998,  computer  technicians  working  for  Northrop 
Grumman,  a  contractor  charged  with  managing  the  White 
House  e-mail  system,  discovered  the  programming  error  and, 


♦  4 


according  to  their  testimony  during  hearings  in  March, 
reported  their  findings  to  White  House  officials  the  following 
month.  They  were  told,  they  allege,  by  White  House  officials 
awash  in  the  Lewinsky  scandal,  that  if  they  mentioned  the  miss¬ 
ing  e-mails  to  their  bosses  or  even  their  spouses,  they  would 
wind  up  in  jail. 

Today’s  IT  workers,  unlike  their  predecessors,  are  privy  to 
a  great  deal  of  information.  While  the  White  House  e-mail 
scandal  seems  more  like  the  stuff  of  a  made-for-TV  movie  than 
a  real-life  happening,  as  IT  professionals  working  with  clients 
or  in-house,  you  may  well  discover  activities  you  believe  to  be 
illegal,  or  at  least  unscrupulous.  What  do  you  do  with  your 
potentially  damning  knowledge?  You  were  hired  to  update  a 
system,  not  police  an  organization,  but  can  you  check  your 
conscience  at  the  door? 

What  should  you  do  with  illicit  information  you  discover 
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Are  you  really  an  e-business  if  this  is  how  you 

MANAGE  CONTENT? 


Content  is  the  linchpin  to  competing  online.  Trusted 
content  is  your  e-business.  Handle  it  wisely  and  you 
prosper.  Handle  it  like  so  much  surplus  inventory 
from  the  old  economy,  and  you’ll  see  your  strategic 
advantage  evaporate.  Documentum’s  content  management 
platform  automates  the  creation,  personalization,  delivery, 
and  management  of  your  vital  e-business  content.  From 
a  great  many  sources.  To  a  great  many  users.  Accelerate 
your  online  advantage.  Visit  www.documentum.com. 


documentum 


THE  ADVANTAGE  IS  CONTENT. 


Opinion  Sound  Off 


on  the  job?  This  thread  began  less  than  a  week  after  the  White 
House  e-mail  scandal  became  front-page  news  on  March  29, 
and  the  responses  to  this  topic  varied  widely.  Here’s  a  sam¬ 
pling  of  the  comments  and  concerns  that  I  received.  You  can 
respond  to  me  by  e-mail  at  mheller@cio.com  or  via  the  Web 
at  comment.cio.com.  (The  next  Sound  Off  will  follow  up  this 
article  with  the  question:  Should  IT  professionals  be  in  the 
ethics  business?) 

GIVEN  THE  CURRENT  LEGAL  ENVIRONMENT,  YOUR  QUES- 
tion  is  a  no-brainer.  You  must  report  the  incident  or  be  an 
accomplice.  Having  given  that  answer,  we  are  left  with  an  addi- 


I  BELIEVE  THAT  IF  YOU  CALL  YOURSELF  A  PROFESSIONAL 
data  processor  then  you  have  an  ethical  responsibility  to  report 
any  illicit  information  you  encounter  to  your  company’s  cor¬ 
porate  officer  as  well  as  your  manager.  And  then  for  your  own 
protection,  clearly  document  that  you  have  done  so.  If  the  cor¬ 
porate  officer  is  silent  about  the  information,  then  your  course 
of  action  depends  on  the  circumstances. 

David  Baumgart 

Director,  IS 
John  Morrell  &  Co. 

Springdale,  Ohio 
dbaumgart@johnmorrell.com 


WHAT  WOULD  YOU  DO? 


Want  to  sound  off  on  this  or  other 
topics?  Join  the  ongoing  debates  at 
comment,  cio.  com. 
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tional  problem.  Many  companies  today  are  very  uncomfort¬ 
able  with  the  level  of  access  that  IT  personnel  have  to  their 
sensitive  information.  Some  companies,  my  own  included,  have 
even  attempted  to  restrict  certain  information  sources,  even 
from  their  own  IT  personnel.  This  makes  it  nearly  impossible  to 
accomplish  our  jobs. 

This  brings  me  to  the  real  question:  Should  there  be  a  law 
mandating  the  confidentiality  of  IT  information  on  the  part 
of  IT  professionals?  Psychiatrists  and  priests  need  this  confi¬ 
dentiality  between  themselves  and  their  clients  in  order  to  do 
their  jobs.  And  I  believe  IT  professionals  have  the  same  need 
to  provide  a  level  of  trust  to  their  clientele. 

Wayne  P.  Whitfield 
IT  Manager 
Saxon  Publishers 
Norman,  Okla. 
wwhitfield@saxonpub.com 

WHEN  YOU  DISCOVER  THIS  TYPE  OF  INFORMATION,  YOU 
are  just  acting  on  behalf  of  the  company  that  hired  you;  so  it 
is  your  duty  to  turn  this  information  over  to  corporate  secu¬ 
rity,  HR  or  the  people  who  hired  you.  Let  them  handle  it.  They 
have  a  much  broader  perception  of  what  to  do  with  this  infor¬ 
mation  that  you  have  uncovered. 

Klaus  Schulz 

CIO 

BrainGem  Wireless  Enterprises 

Boston 

portals@onebox.com 


THERE  ARE  SEVERAL  WAYS  TO  REFORM  BUREAUCRACY; 
one  of  them  is  to  be  the  whistle-blower.  It  is  not  a  popular  thing 
to  do,  but  it  needs  to  be  done.  It  is  our  responsibility  as  citizens 
to  hold  our  government  accountable.  Our  president  and  his 
administration  just  keep  covering  up  illicit  activities  without 
being  held  accountable.  This  needs  to  stop. 

Anonymous 

Senior  Communications  Analyst 

MOST  COMPANIES  HAVE  SOME  SORT  OF  COMPLIANCE 
officer  who  is  in  charge  of  reporting  internal  policy  violations. 
Depending  on  the  nature  of  the  problem,  the  compliance  officer 
can  help  you  document  and  report  it  the  right  way. 

I  agree  with  one  of  the  other  commentators  who  said  that 
documenting  all  of  your  findings  and  getting  at  least  one 
coworker  involved  makes  it  more  difficult  for  the  company  to 
discredit  you  or  take  action  against  you. 

It’s  not  easy  turning  in  your  boss  or  coworkers,  but  it  saves 
the  company  headaches  down  the  road. 

James  Hall 

Legal  Operations  Manager 
Occidental  Petroleum  Co. 

Los  Angeles 
james_hall@oxy.  com 

MORAL  ISSUES  ASIDE,  THE  BEST  PROTECTION  FOR  THE 
employee  is  to  raise  the  problem  internally,  and  if  it  is  not  han¬ 
dled  correctly,  to  go  to  the  appropriate  legal  authority.  Depend¬ 
ing  on  the  employee’s  position  and  the  law  being  broken,  that 
employee  may  be  legally  pursued  by  agencies  like  the  Securi¬ 
ties  and  Exchange  Commission  for  not  coming  forth  or  for 
what  may  be  considered  concealing  information. 

Fred  Chasson 
IT  Manager 
PacifiCare  Dental  Administrators 
Anaheim,  Calif. 
fred.chasson@phs.com 
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FINALLY 
TECHNOLOGY 
THE  CEO  CAN 
UNDERSTAND. 


The  Value  Web™  dedicated  server.  Starting  at  s295  a  month  including  bandwidth,  for  a  limited  time  only. 

It’s  today’s  most  advanced  server  setup.  It’s  also  simple  economics.  You  get  a 
scalable,  high-performance  rack  server  that  can  handle  35  million  hits  a  day.  You 
keep  it  at  our  ultra- secure  Data  Center,  located  directly  on  our  own  national  ATM 
network  and  connected  to  the  Internet  via  the  multiple  redundant  OC-3  and  DS3 
links  of  AT&T,  Sprint  and  e.spire.  Yet  you  pay  just  $295  a  month  —  a  fraction  of  what 
you’d  pay  for  the  same  performance  and  security  on-site.  You  also  get  your  first  month 
free.  Making  this  introductory  offer  a  true  no-brainer.  Even  for  you  know  who. 

Free  first  month  when  you  sign  up  before  July  31, 2000.  Call  1-800-346-1319  and  mention  offer  1463  or 
visit  www.valueweb.com/1463.  Trust  the  leader  in  shared  hosting  with  plans  starting  at  $14.95  a  month. 

Value  Web  is  a  trademark  of  FloridaNet,  Inc.  All  other  product  names  are  trademarks  of  their  respective  owners.  ©2000  FloridaNet,  Inc.  All  rights  reserved. 
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ValueWeb 

Powerful  tools  make  powerful  people.™ 


Opinion 


From  the 

gbeach@cio.com 


Publisher 


Education  First 

THE  UNITED  STATES,  the  United  Kingdom,  Germany  and  other 
industrialized  nations  are  in  the  process  of  relaxing  immigra¬ 
tion  laws  to  lure  skilled  technology  workers  to  their  shores. 
These  self-serving  policies,  however,  are  short  sighted, 
doomed  to  fail  and  largely  destined  to  produce  one  outcome: 
the  pillaging  of  Asia’s  technology  intellectual  capital. ..and  lead 
to  possible  geopolitical  instability. 

In  Singapore,  a  country  also  experiencing  a  lack  of  IT 
workers,  a  recent  editorial  in  the  state-owned  newspaper,  The 
Straits  Times,  proclaimed  “globalization  is  not  incompatible 
with  good  old-fashioned  commercialism....  As  was  the  case  in 
the  19th  century,  the  countries  that  will  pay  the  price  for  this 
new  labor  market  mercantilism  are  mostly  in  Asia....  It  is  not 
possible  to  lock  up  talent.. .Asian  countries  must  fight  back  by 
fighting  smart.” 

Well  said,  but  the  global  free  market,  free  agent,  free-for-all 
competition  for  technology  workers  doesn’t  work  that  way. 
The  current  system  produces  only  losers.  Countries  from 
which  tech  workers  are  lured  lose  the  opportunity  to  nurture 
a  human  resource  that  could  create  new  ideas,  products, 
companies  and  jobs.  And  countries  doing  the  luring  lose  as 
well.  Imported  technology  workers  have  no  long-term  com¬ 
mitment — or  opportunity — to  remain  in  the  country.  Each  job 
taken  by  a  foreigner  means  one  less  job  for  a  citizen. 

In  America,  our  booming  economy  produces  1.6  million 
technology  jobs  each  year.  But  800,000  of  them  go  unfilled, 


according  to  a  recent  Information  Technology  Association  of 
America  study.  Politics  is  dominating  this  debate.  Congress — 
more  interested  in  placating  powerful  and  rich  IT  leaders  than 
solving  the  problem — is  paying  political  lip  service  to  this 
issue  by  raising  the  Hl-B  visa  cap  annually  to  200,000.  Do 
the  math:  Under  this  plan  America  falls  behind  by  600,000 
tech  jobs  each  year. 

The  answer?  Industrialized  countries  need  public  policy 
programs  designed  to  educate  rather  than  immigrate. 

Higher  education  institutions  are  experiencing  a  dramatic 
surge  in  student  enrollment  in  technology  courses.  That’s 
good.  The  bad  news  is  that  there  are  not  enough  qualified 
full-time  professors  to  handle  the  increased  course  enrollment. 
The  Western  business  community,  the  very  sector  most 
affected  by  the  skilled  worker  shortage,  must  offer  up  its  best 
and  brightest  technology  workers  as  adjunct  professors  to 
help  educate  the  growing  masses  of  youth  looking  to  pursue  a 
technology  career.  What  do  chief  information  officers  think 
about  that  idea? 

Once  a  technology  professor-student  equilibrium  in  the 
West  has  been  reached,  the  United  States  and  other  nations 
must  reverse  track  and  embark  on  exporting  skilled  technol¬ 
ogy  workers  to  developing  nations  through  programs  not 
unlike  the  Peace  Corps.  In  the  wired  world  of  the  21st 
century,  continued  national  technology  policies  based  on  self- 
serving  protectionism  help  no  one. 

What  are  your  thoughts  on  how  the  world  can  solve  this 
continuing  crisis?  Send  me  an  e-mail  at  gbeach@cio.com. 
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You  can't  hide  from  change.  But  you  can  prepare  for  it.  Embrace  it  even.  That's  where  we  come  in.  With  a  network  of  skilled 
professionals  who  aren't  just  on  the  cutting  edge,  they're  defining  it.  With  powerful  resource  management  tools,  including 
a  unique  contractor  rating  system.  And  with  revolutionary  procurement  technology  and  services  that  integrate  seamlessly 
into  your  existing  infrastructure.  All  designed  to  help  you  manage  the  emerging  workforce.  Before  it  starts  to  manage  you. 
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ARE  YOU  G  ETTI  NG 
ALL  YOU  SHOULD 
FROM  YOUR  SERVER 
APPLICATIONS? 


II  HE  ANSWER  TO  THIS  MISSION-CRITICAL  QUESTION  DEPENDS  UPON  HOW  WELL  YOUR  applications  are 
|f|  tuned  to  the  underlying  operating  system  that  supports  and  drives  them.  Today,  more  and 
!  more  often,  that  operating  system  is  Microsoft®  Windows  2000®,  whose  stability  and 
™  reliability  are  winning  over  IT  managers. 

Although  Windows  2000  was  introduced  just  this  year,  already  there  are  scores  of  applications 
that  bear  the  Certified  for  Windows  2000  emblem.  Is  there  any  real  meaning  for  IT  behind  that 
certification  logo? 

In  a  special  supplement  in  CIO’s  next  issue,  you’ll  see  that  behind  that  logo  is  one  of  the  most 
robust  and  thorough  certification  processes  ever  devised.  That  process  guarantees  that  certified 
server  applications  are  optimized  to  take  maximum  advantage  of  the  rich  features  of  Windows 
2000.  Using  these  applications  should  enrich  the  user  experience  while  making  life  easier  and 
better  for  the  IT  staff  charged  with  the  responsibility  of  supporting  them. 

And  server  applications  Certified  for  Windows  2000  can  actually  lower  your  total  cost  of 
ownership,  as  you’ll  learn. 


Be  sure  to  look  for  “Are  you  getting  all  you 
should  from  your  server  applications?” 

in  C/07s  next  issue . 

or  go  to  http://cio.com/sponsors/ 
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Advisor  Spotlight 

Laraine  Rodgers  is  vice  president  of  Emerald  Solutions’  Phoenix  practice. 

Emerald  Solutions  is  a  $35  million  e-business  engineering  company  based  in 
Portland,  Ore.  Rodgers  opened  the  Phoenix  practice  in  July  1999,  and  heads  a 
team  of  20.  If  a  project  requires  a  specific  skill  not  present  in  the  small  Phoenix 
group,  Rodgers  can  draw  upon  members  of  the  broader,  600- 
strong  organization.  Rodgers’  own  broad  set  of  experiences  as  a 
practitioner  have  a  lot  to  do  with  her  success  in  this  new  role.  First, 
she’s  been  an  IT  leader  in  a  range  of  industries,  including  financial 
services  (American  Express,  Citibank),  technology  (Xerox, 
MicroAge)  and  government  (City  of  Phoenix).  The  first  10  years  of 
her  career  were  very  technically  oriented,  and  from  this  era  one  of 
the  most  valuable  take-aways  was  her  understanding  of  IT  archi¬ 
tecture.  Another  was  project  management,  which  she  honed  at  Amex.  Rodgers 
says  she  uses  her  architectural  and  project  know-how  in  almost  everything  she 
does.  The  third  tool  in  the  must-have  skill  box  is  customer  focus.  Her  early  years 
taught  Rodgers  what  can  go  wrong  when  developing  a  system  without  an  under¬ 
standing  of  the  customer.  Rodgers  likens  her  work  experiences  to  a  quilt.  “Some 
pieces  are  missing  or  some  are  sewn  tighter  than  others,  but  being  able  to  weave 
all  of  that  experience  together  and  draw  upon  it  as  you  work  with  clients  or  work 
to  develop  businesses  is  invaluable.”  According  to  Rodgers,  any  CIO  with  a 
similar  patchwork  background  can  run  a  business  like  Emerald,  building  a  team 
and  helping  clients’  companies  grow.  “It’s  a  logical  step  for  us  to  run  a  P&L,”  she 
says.  “Many  of  my  colleagues  have  gone  on  to  become  CEOs  or  COOs.” 

Rodgers  admits  that  her  new  role  has  its  challenges.  “Now  that  I  represent  a 
consulting  organization,  when  I  call  on  a  client,  I  am  perceived  differently.  I  find 
that  there  is  a  lot  of  wariness  on  the  customer’s  side  of  the  table.”  A  feeling  she 
remembers  only  to  well  from  her  days  as  a  CIO. 

-Lisa  Kerber 
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ECOSOC  2000 

United  Nations  Economic  and  Social  Council 


Information 
chnology 


the 

orld 


The  United  Nations  Economic  and  Social  Council  (ECOSOC) 
has  launched  a  campaign  to  turn  the  “digital  divide”  into  a 
digital  dividend.  At  its  meeting  in  New  York  from  5  to  7  July, 
corporate  executives  will  share  the  floor  with  ambassadors, 
national  ministers  of  information  and  heads  of  international 
agencies.  The  Council’s  recommendations  will  be  sent  to  the 
UN  Millennium  Assembly,  opening  in  September. 

For  more  information,  visit  the  “IT for  the  World  ”  website  at 
www.un.org/esa/coordination/ecosoc/itforum,  or  contact  Tim 
Wall  at  telephone:  (212)  963-5851;  e-mail:  wallt@un.org. 

To  find  out  about  the  UN’s  new’  programme  for  cooperation 
with  the  business  community,  visit  the  “Global  Compact  ” 
website  at  www.unglobalcompact.org. 


Interview 

BY  DAINTRY  DUFFY 


DEAN 


Lisa  S.  Dean  is  vice  president  for  technol¬ 
ogy  policy  of  the  Free  Congress  Foundation 
(FCF),  a  conservative  think  tank  based  in 
Washington,  D.C.  We  talked  to  her  recently 
about  FCF’s  views  on  threats  to  privacy  in 
America.  ( Visit  CIO  Radio  at  www.cio.com/ 
radio  to  hear  more  from  Dean.) 

CIO:  What’s  the  biggest  threat  to  consumer 
privacy  in  the  United  States? 

DEAN:  The  sale  of  our  information.  Some 
proposed  legislation  would  give  consumers 
opt-in  and  opt-out  choices.  If  your  bank 
wanted  to  collect  information  on  your 
spending  habits  and  sell  it  to  a  third  party, 
it  would  have  to  get  your  permission.  That’s 
a  very  good  start,  but  the  federal  govern¬ 
ment  also  collects  this  information.  But  that 
legislation  wouldn’t  clamp  down  on  federal 
agencies  [like  the  FBI  and  NSA]  that  collect 
personal  information  and  sell  it  to  industry. 
Our  private  information  is  up  for  grabs. 

We  need  legislation  that  allows  a  wider 
use  of  encryption....  If  we  can  use  strong 
encryption  to  protect  our  communication, 
that  will  say  a  lot  for  the  kind  of  society  we 


live  in.  We  need  to  go  back  to  our  basic  con¬ 
stitutional  rights.  The  Constitution  does  not 
give  overarching  power  to  the  government 
to  spy  on  our  communication  or  eavesdrop 
on  us. 

How  do  you  respond  to  critics  who  see  this 
degree  of  mistrust  as  paranoid? 

A  few  years  ago  we  might  have  been  called 
paranoid,  but  not  today.  The  Clinton  admin¬ 
istration  is  paying  close  attention  to  our  crit¬ 
icisms,  and  a  growing  number  of  people 
understand — especially  after  the  Know  Your 
Customer  ordeal  with  the  banking  agencies 
[a  1999  proposal  to  allow  banks  to  investi¬ 
gate  the  source  of  customer  funds] — that 
there  really  is  something  behind  all  of  the 
privacy  concern. 

How  are  Bush  and  Gore  on  the  issue  of 
privacy? 

I  don’t  think  George  W.  Bush  is  particularly 
knowledgeable  on  the  issue  of  privacy.  At 


least,  I  haven’t  heard  him  say  anything 
regarding  privacy  that  I’ve  found  helpful.  A1 
Gore  is  knowledgeable  on  the  subject,  but 
he’s  on  the  wrong  side.  I  think  he’s  proba¬ 
bly  the  most  antiprivacy  presidential  candi¬ 
date  we’ve  ever  had.  He’s  “Mr.  Passenger- 
profiling-in-airports,”  “Mr.  National  ID.” 
How  should  privacy  be  protected? 

I’m  strongly  in  favor  of  self-regulation — if 
it  works.  I’m  not  in  favor  of  the  government 
coming  in  and  regulating  business  to  pro¬ 
tect  our  privacy.  First,  because  that’s  not 
government’s  role;  and  second,  government 
is  a  large  part  of  the  problem.  For  govern¬ 
ment  to  come  in  and  tell  businesses  that  they 
can’t  do  what  they  themselves  have  been 
doing  would  be  hypocritical.  BE] 


Senior  Writer  Daintry  Duffy  spies  on  the  realm  of 
privacy  and  security  and  wants  to  know  your 
thoughts  and  paranoias  at  dduffy@cio.com. 
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